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16 Brodie BiRotor Meters supported by piping alone are now in service at this new 
Magnolia Petroleum Company Loading Rack at Fort Worth, Texas, 


e © 
With meters below the rack, upper deck is clear for 
maximum operator efficiency. 


BRODIE BiRotor METERS 
can be line-supported 


® Practical considerations of operating efficiency and piping layout 
: : , can be applied for maximum effectiveness and simplicity with 
This installation illustrates typical horizontal line- Brodie BiRotor Meters — completely line-supported in either 


supported meter installation, Meters may also be : < ae 
installed in vertical lines. horizontal or vertical position 


Double case construction isolates all effects of piping strain in 
the rugged steel housing, so that no distortion can be transmitted 
to the accurate measuring element 


Completely balanced rotary operation places no vibrational strain 
on the piping 


Meters may be placed out of the way, below the rack, with count- 
Wy ers extended for easy loading deck reading 
- MA 


Sredimatic Counter extensions give eperators full Get full details from the Brodie Metering Specialist near you 
visibility for accurate records and control. 


Bropie Bik”. METERS 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, N. Y. DALLAS 7, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, Ill. 221 9th Ave. N. 5401 Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES tN ALL PRINCUPAL CITIES 





Estimated octane requirements 
of '57 engines now being plotted 


Ethyl’s Research Laboratories are now at work 
carefully estimating the octane requirements 
of 1957 automobile engines. 


These studies are based on three things— 


@ known octane requirements of predecessor mod- 
els (established by our own studies and those of 
the oil and automotive industries) 


@ manufacturers’ specifications for 1957 engines 


@ knowledge of the effect of design changes on oc- 
tane requirement (established by years of study- 
ing the problem) 


Of course, as the 1957 models become available 


and accumulate test mileage, Ethyl compiles 
and publishes the actual stabilized require- 
ments of the various engines. 


This new Ethyl service was developed last 
year to help oil companies tailor their fuels to 
the requirements of the new-car population. 


Many of the projects now under way in 
Ethyl’s Research Laboratories, like this work 
on octane requirements, were undertaken be- 
cause of potential sales benefits to oil com- 
panies. We believe this fact points out how 
Ethyl continually works to provide its cus- 
tomers with complete, creative services. 


ETHYL CORPORATION 


100 Park Avenue, New York 17, N.Y. 
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Avo Sony jl. Escaping vapors 
at ground level 


ELIMINATES THE HAZARDS OF | 2: overtows 


~ 3. Blowbacks 


No. 60 
ELBOW 


4 SUBMERGED 
TIGHT - FILL 


for underground storage tanks 


OPW’s Submerged Tight-Fill quick coupling action and fool- 
proof seal meet every requirement for maximum protection 
and reduced delivery time to underground storage tanks. 


No. 61-AS No delays, no fitting, no positioning necessary. Just lift man- 
ADAPTOR hole cover, remove Fill Cap and snap-lock Elbow onto Adaptor 
for a faster, safer, more completely controlled delivery. 


Elbow is sturdily cast of hi-tensile aluminum alloy for mini- 
mum weight and ease of handling. Sight glasses in body enable 
operator to identify product and check flow during filling 
operation; warns against disconnection of Elbow while product 
remains in fill line after filling has been completed . . . a pri- 
mary safety check which reduces product loss and increases 
safety. Equipped with a special “‘O” ring seal, Elbow operates 
freely under perfectly tight seal. Clean, obstruction-free con- 
struction guarantees years of trouble-free service. 


FREE Bulletin F-16-R shows typical manhole installations, 
functional features of the Submerged Tight-Fill and installa- 
tion highlights. 

*without submerged tube, up to 25% 


OPW CORPORATION 


2735 COLERAIN AVE. ° CINCINNATI 25, OHIO . Kirby 1-5400 
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SOCONY MOBIL OIL COMPANY, INC. 
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Behind Our Headlines 


Now We Know 


W' WONDERED why L. T. White of Cities Service 
ordered a batch of reprints of an article about the 
Pate Oil Co. in the July NPN. Mr. White is manager of 
business research and is in great demand as a speaker at 
management conferences for oil marketers. 

Recently we found out why he ordered the reprints. 
Mr. White—‘LT’, as he is known throughout the trade— 
used the NPN article as a case study in a management 
session of the Arkansas Jobber Management Institute. 
The jobbers were asked to study the article, then to discuss 
the Pate operation. Bill Pate was a highly successful job- 
ber who gained market leadership in Milwaukee over 
everybody, and sold his jobbership to Jersey Standard for 
some $5-million. In analyzing Pate’s success, the jobbers 
were asked to examine the factors related in the NPN 
report. 

To us it is significant that a management authority felt 
our report was so comprehensive that competent jobbers 
could derive useful information for themselves by dis- 
cussing the points brought out in the article. 

It’s worth noting as another example of NPN’s growing 
usefulness in its monthly format. 


For Management-Minded Marketers 


LEASE take a look at the Management section. There 
are three unusually worthwhile pieces from three dif- 
ferent parts of the continent: one about Canadian Petrofina, 
another from Pittsburgh about Gulf and the third from 
Bartlesville about Phillips. 

Mike Gutwillig, our Montreal correspondent, has been 
gathering material about Petrofina’s sensational entry into 
the Canadian market. There is much valuable information 
about the merchandising aspects of Petrofina’s campaign. 
The management philosophy underlying the activities 
seems to be the guiding factor. So that is what’s stressed 
in Mike’s report. 

Gulf’s marketing department has undergone consider- 
able reorganization since C. J. Guzzo became vice presi- 
dent in charge of domestic marketing. Some of Mr. Guzzo’s 
philosophy is described in an article on page 115. 

For three years now Phillips’ invasion of the Southeast 
has been a hot topic. A rank outsider with a name un- 
known in Dixie before 1952, Phillips has become a vital 
marketing factor. Up to now Phillips hasn’t given out many 
details about the expansion that weren’t readily visible. 

But we have just obtained the most complete report on 
this remarkable drive yet made public. Marvin Reid, 
NPN’s Southwest editor, interviewed E. H. (Ted) Lyon, 
new manager of the sales department, and key marketing 
Officials to get this absorbing information. The bold 
philosophy behind Phillips’ expansion, now known as the 
“March to Maine”, is in this report, starting on page 104. 

Keep your eye on NPN’s Management section. 

FRANK BREESE, Editor 
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25 METERS ot big New Haven terminal speed 
loading of 8 transports and trucks simultaneously. 
All are Neptune Remote Control Print-O-Meters 


— 


11 METERS ct Esso Standard Oil Company’s 
Waltham terminal are also Red Seal Remote Control 
units. Busy meter often handles 150,000 gals. per day. 





4 METERS keep track of product and simplify 
billing at Esso Standard Oil Company’s Rockingham, 
N. C. plant. These are accurate 3’ Red Seals 


“ROM BIG TERMINALS 
TO small BULK PLANTS 


Red Seal Meters provide reliable stock control 


No matter how big or small, you can do what these ter- 
minals and bulk plants are doing . . . get trucks in and out 
faster, get closer control over inventory and billing, with big 
savings in manpower and accounting costs. 

For larger plants, install the Neptune Remote Control 
Metering system, now proved by 11 years actual service. 
Keeps all control firmly under the thumb of one man. Auto- 
matic interlocks prevent withdrawal of any product until 
authorized by locking ticket into printing register in office. 

Neptune offers the finest of bulk meters, from 1” to 6”, 
for flow rates from 2¥2 to 1000 gpm. All have the same de- 
pendable accuracy you now enjoy with Red Seal tank truck 
“compacts.” Ask your Red Seal jobber or our nearest branch 
for details. 


NEPTUNE METER COMPANY 
19 West 50th Street. New York 20, N. Y. a 
NEPTUNE METERS, LTD. 1430 Lakeshore Road, Toronto 14, Ontario. 


Branch Offices in Principal American and Canadian Cities. 


— — 
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i | | 
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» METERS” 





What 

Red Seal 

Meters Are Doing 
For Others 


Operators of big transport trucks report Red Seal meters most 
accurate and economical for stock control . . . particularly in 
key-stop service and on hauls making several drops. Meters 
eliminate high cost of multiple compartment tanks. 





FUEL OIL4/°* 


wre 


>; 
1 


Typical fueloil truck makes 2800 sales and handles $75,000 of 
your money every year. Sustained accuracy and low mainte- 
nance are main reasons why Red Seal meters are used by more 
fueloil dealers than any other make. 


Your diesel and fueloil customers may find big uses for this little 
meter. It measures daily consumption by diesels and oil burners 
in power plants, metallurgical furnaces, etc. Replaces “day 
tanks,’ handles flows as low as 10 gph. 





“LP-Gas losses and leakages seldom leave any clues except an 
empty cash register. Gur answer has been to put ticket printing 
LP-gas meters on all our tank trucks,” says Y. L. Markins, Markins 
Butane, Henderson, Tex. 


Neptune’s Unit Replacement 
Plan, which permits you to 
make your own on-the-spot re- 
pairs, is supplemented by 
prompt, skilled nationwide 
jobber service. Back of it all 
is a network of fully equipped 
Neptune branch offices like 
this one at Los Angeles. 








BEGoodrich | 
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Photo courtesy Sunrise Oil Co., Inc., College Point, L. 1., N. ¥. 


20% lighter B. F. Goodrich hose 
speeds fuel oil deliveries 


F you're still using heavy, hard-to- 

handle hose on your fuel oil trucks, 
this ad will interest you. B. F. Goodrich 
now has a new hose that’s 20% /ighter, 
much more flexible than other tank 
truck hose of the same size and speci- 
fications. This means easier connec- 
tions, less strain for your drivers even 
with a 3” hose like the one shown in 
the picture. 

But here’s the really big news! The 
20% saving in weight, the added flex- 
ibility, and new lightweight couplings 
make possible for the first time a really 
practical 4” size hose. It’s a hose so easy 
to handle and carry that one man can 
unload it, hook it up, and reload it 


8 


on the truck without help. By using a 
larger size hose, trucks can make 
faster deliveries, more per day. 

It’s the use of high tensile nylon 
cord in the reinforcement that makes 
the hose lighter and so flexible it can 
take a sharp U-turn—even an O-bend 
—without flattening. 

Special rubber compounds make the 
tube of the hose completely oilproof. 
There’s no danger of swelling and 
flaking even when (as shown in the 
picture) the hose is carrying No. 6 fuel 
oil that’s heated to 100°F. The thick, 
tough cover is built for rough use, too. 
Dragging it over concrete or gravel 
won't harm it. Letting it stand in 


gasoline, oil or grease won't damage it. 

This new B. F. Goodrich hose 
is known as Type 82-A—an im- 
proved hose that’s easier to handle, 
can make faster deliveries, and reduce 
operating costs. Let your B. F. Goodrich 
distributor tell you more about it, or 
write B. F. Goodrich Industrial Products 
Company, Dept. M-787, Akron 18, Ohio. 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
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Letters 


Dealer Relations 


To THE EDITOR: 

It is encouraging to note that the 
many companies of which you speak 
in your dealer relations report (NPN— 
Oct., p94) have started work on re- 
tail service station problems. These 
able men have the know-how to do 
a good job, judging by their accom- 
plishments in treating with conditions 
in other segments of the vital petro- 
leum industry. 

It is very discouraging to have some 
retailers, out of sheer desperation, 
turn to governmental agencies to seek 
relief. Actually the industry can treat 
these problems with greater dispatch 
and far more beneficially. 

Vocational aptitude screening and 
training courses may be of help in re- 
cruiting manpower. But to lure the 
proper men to the oil business, basic 
economics must be considered. 

A profitable retail petroleum busi- 
ness picture will attract the proper 
caliber of personnel. However, a serv- 
ice station cannot cover its mounting 
overhead expenses in 1956 on gaso- 
line prices the same as 25 years ago 
(as publicized by the industry). The 
dealer is burdened with approximately 
50% additional investment in his pur- 
chases by the prepayment of taxes. 
In terms of per cent, his return today 
is less than it was a quarter of a cen- 
tury ago. This must be faced realisti- 
cally. 

Perhaps a page of the companies’ 
operated stations would reveal profit- 
able operations provided the charge 
of products to these stations is on 
a par with the cost to independent 
dealers. This might set an example to 
the small retailers of successful station 
operation. 

In the matter of a channel of com- 
munications, the salesman should be, 
as mentioned in your report, a quali- 
fied advisor and trainer. He is the 
key man. Indeed, his advancement 
within his company should be predi- 
cated at least partially on the success 
of these customers—the service station 
operators. 

While in a discussion of dealer 
relations ideas, a question comes to 
mind. What is to be done for the 
following situation: one gasoline re- 
tailer with a profitably operated station 
finds himself surrounded by three new 
competitors. Result, four problem 
dealers. Such situations require serious 
consideration and solution. 

SAMUEL ROSENWASSER 
S. R. Service Stations 
Brooklyn, N.Y. 


To THE EDITOR: 

Gasoline retailing has changed from 
a “refuge” business, merely because 
men could get into it with very small 
amounts of capital, to one requiring 
an investment that, if computed on the 
per barrel formula, would in many 
cases exceed the investment required 
for refinery throughput. 

Even the “getting the right man” 
theory is not as easy as it sounds. The 
point you emphasize in the article, 
that such men must be found, is one 
with which I emphatically agree. It will 
require improving the stature of the 
man. I question very much if the 
emphasis on menial services and the 
“little friend to all the world” will be 
the solution. 

R. H. CoLLacottT 

Director of Public Relations 
Standard Oil Co. (Ohio) 
Cleveland, Ohio 


TO THE EpITor: 

The heart of the trouble is that the 
dollar is the god of the majors with 
dealers (many of whom are unquali- 
fied to lease a station in the first 
place). Their investment is the ex- 
pendable pawn. There is the false- 
hood of independence and lack of 
security once dealers open up because 
of short-term leases with 30-day 
knock-out clauses. 

There’s a good reason for our anti- 
trust laws. Violation of the spirit and 
ofttimes the letter of our antitrust 
laws, making for price dictation and 
control, and TBA pressures, to main- 
tain a captive market, make present 
marketing policy rotten to the core. 

They result in deliberate unfair 
competition to their own dealers — 
company-owned and operated stations. 

We are not defending the dealer 
who complains without a legitimate 
complaint. He shouldn’t have been ac- 
cepted as a lessee in the first place. 

MILTON F. ALLEN 
Executive Secretary 
Georgia Assn. of Petroleum 
Retailers, Inc. 

Decatur, Georgia 


Oil Progress Week 
To THE EDITOR: 

You’re doing a service to all of 
us in taking a good, hardheaded 
look at Oil Progress Week (NPN— 
September °56, p100). 

Of course, OPW is just one event 
in the over-all OIC program, big 
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EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 


Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 
of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 


EVER-TITE COUPLING CO. INC, 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Adapter and 
Coupler 


EVER-TITE 
Shank Hose 
Coupling 


Dust Cap 
EVER-TITE Dust Protectors 








Letters 


though that event is, It seems to me 
that a proper evaluation of its worth 
requires consideration, not only of 
what it accomplishes in reaching 
the general public, but of a question 
like this: have these big pushes, by 
generating widespread participation 
one way or another, helped initiate 
oil men themselves for the first time 
on what public relations is, and what 
the maintenance of good public rela- 
tions for the oil industry requires? 
Good public relations for the in- 


dustry isn’t just talking and it isn’t 
just a one-week affair. 

WILLIAM W. WESTON 

Assistant Director 

Public relations department 

Sun Oil Co. 

Philadelphia, Pa. 


To THE EDITOR: 

On behalf of the public relations 
subcommittee of the Western Oil and 
Gas Association, I should like to take 








COMPLETE SERVICE STATION 
LIGHTING EQUIPMENT 


@ All Weather Horizontal “T” Lights 


@ High Intensity R.S. Fluorescent Flood Lights 
@ Auxiliary Flourescent and Incandescent Lights 


for Outdoor and Indoor Application 


New Thinner Design “T’ Lights are engineered 


for still greater strength, more graceful 


smoother appearance and greater efficiency. 
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this opportunity to compliment you 
on your thought-provoking — story 
“OPW: Boom or Bust?” 

The article was the subject of con- 
siderable discussion at our recent 
meeting. The unanimous conclusion 
was that all those connected with the 
oil information committee program, 
and especially OPW, should be en- 
couraged to continue to do more to 
improve the effectiveness of this im- 
portant industry-wide public relations 
program. 

W. B. Curtis 

Chairman 

Public Relations Subcommittee 
Western Oil and Gas Association 


TO THE EpIToR: 

The banners, official mayor pro- 
clamations and service club speeches 
are all a second-rate effort to get to 
John Q. Public. I believe your 13% 
poll of public awareness of Oil Pro- 
gress Week to be a very generous 
estimate. 

The great mass of buying public 
just hasn’t been reached. There must 
be a medium of communication to 
the heart of America and not just the 
up-town fringe I feel we have reached. 

The industry has a proud history. 
Let’s tell the world what we’ve done. 
Let’s put professional rolling shows on 
the back roads as well as the main 
roads of America. Sponsored by the 
local dealers, distributors, agents or 
consignees, the spectacle will serve a 
dual purpose. The operator will feel 
proud to be a part of his industry and 
proud to wear his uniform. And he'll 
have a broader knowledge of the in- 
dustry of which he is such an impor- 
tant part. 

General Motors has done it for the 
automobile industry. A united oil in- 
dustry can make that show look like 
a kids’ sandlot matinee. Our oil in- 
dustry with its abilities and resources 
could awaken the country if it rolled 
up its collective sleeves and decided 
it’s high time to blast the myth of 
government control. Of course we’re 
big, but we’re also great. We need not 
hide from the public nor apologize to 
anyone. 

A few banners, some bumper stick- 
ers and “Fellow Rotarians, this is Oil 
Progress Week,” just won’t get the job 
done. Show and demonstrate through 
a traveling medium what we have 
done to make this great nation even 
greater. 

If the nation’s suppliers shudder at 
the cost of such a program, how about 
holdbacks to the tune of one half of 
one tenth of all August sales of petro- 
leum products made by company re- 
sellers? 
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We've got to think big. Our in- 
dustry is big. We can go on with the 
present pace and our 13%, but the 
whole program needs a tremendous 
lift. 

I realize the industry wants OPW 
on a local level, the home town ap- 
proach. But . . . the suppliers have 
got to give us a tangible program we 
can unite behind. Use a production 
and we on the local level will whoop it 
up before it arrives and herald it 
out. ... 

Leave OPW on its present scale, 
but supplement that one week with 
your medicine show. Play in our town 
today, Seattle the next, and Spokane 
the day after. Give John Q. some- 
thing for nothing and he’ll love you. At 
the same time, we'll get our message 
across. Everyone in the industry has 
been talking for years, bending each 
other’s ears. It’s time to go out and 
bend both of John Q’s. 

C. B. GRENIER 
Grenier Oil Distributing Co. 
Bellingham, Washington 


He Just Growed 


To THE EDITOR: 

You have on file, anr have been 
using, some photographs taken of me 
when I was a boy. I am now grown 
up and have had a new picture taken, 

I am enclosing a print for your 
files. 

FreD N. BECKWITH 

Executive Secretary 

Oil Heat Institute of New England 

Boston, Mass. 


As a boy today 
NPN pleads innocent to Mr. Beck- 
with’s charge of using the picture on 
the left, and points to page 193 of the 
August issue as proof of more up-to- 
date photography. 


Storage Tank Loans 


TO THE EpITor: 

After reading “How to Gamble for 
Business and Win” (NPN—Oct., 
p127), I cannot subscribe to giving 
or loaning storage tanks. I fear that 
the majors could well justify calling 
this practice a subterfuge, leading to a 


price cut, and justifying a lower mar- 
ket. 

We, in this area, deal entirely with 
plumbers and oil burner installation 
men. We find it effective and believe 
that we acquire more new accounts 
faster this way. 

JOHN BERO 
John Bero Oil Co. 
Duluth, Minnesota 


Jobber Financing 
To THE EDITOR: 


I have read with interest “How 
to Finance Growth on Credit Sales” 


(NPN—Sept., p145), and I believe 
that for many years the independent 
fuel oil jobber was ignored in the 
matter of financing his growth on 
a planned and economical basis. 

I have one word of caution, how- 
ever, for some of the banks and 
lending companies that may be 
financing jobbers. That is to be sure 
that they are not lending money to 
increase the volume of a cut-price 
jobber. 

WILLIAM F. KENNEY, JR. 
President 

Meenan Oil Co., Inc. 
New York, N. Y. 











Morrison 
Fig. 300 
(Brass) 
Fig. 300AL 
(Alumnium) 





THE 300! 


Serving Particular Oil Men 
In Every State of the Union 


NOW AVAILABLE IN SPECIAL 
HIGH GRADE ALUMINUM ALLOY 


LIGHTER WEIGHT — LOWER COST 
Specify Fig. 300AL 


Features of the Outstanding 300’s 
Compound trigger action assuring smooth, controlled 
flow at all times, regardless of pressure. 
packing rings give extra long leak-proof service. 
Trigger guard easily replaced in case of damage. 
Curved tubing spout locks in any desired position. 


Oversized 


MORRISON BROS. COM PANY 
OIL EQUIPMENT HEADQUARTERS 


DU:6 UO UE; 
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boss saves 
all the cost... 





ST alemestehiicts 
half the time... 





Oalional’s adding machine... 


Live keyboard* with keytouch adjustable to each operator! 





Saves up fo 50% hand motion—and 
effort! Never before have so many time- 
and-effort-saving features been placed 
on‘an adding machine. 

Every key operates the motor! So you 
can now forget the motor bar! No more 
back-and-forth hand motion from keys 
to motor bar. Think of the time and 
effort this saves. 

Keyboard is instantly adjustable to 
each operator’s touch! No wonder oper- 
ators are so enthusiastic about it. They 
do their work faster—with up to 50% 


less effort. New operating advantages, 
quietness, beauty. 

“LivE Keysoarb”’ with Adjustable 
Key-touch plus 8 other time-saving 
features combined only on the National 
Adding Machine: Automatic Clear 
Signal . . . Subtractions in red... 
Automatic Credit Balance in red... 
Automatic space-up of tape when total 
prints . . . Large Answer Dials .. . 
Easy-touch Key Action .. . Full-Visible 
Keyboard with Automatic Ciphers. . . 
Rugged-Duty Construction. 


THE NATIONAL CASH REGISTER COMPANY, vayrown 9, on10 
989 OFFICES IN 94 COUNTRIES 
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A National Adding Machine pays 
for itself with the time-and-effort 
it saves, then continues savings as 
yearly profit. One hour a day saved 
with this new National will, in the 
average office, repay 100% a year 
on the investment. See a demon- 
stration, today, on your own work. 
Call the nearest National branch 
office or National dealer. 


*TRADE MARK REG. U.S. PAT. OFF. 
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Save Space, Time & Money 
by handling ONE product 








fall Phil- 


Every 
lips distributor in Caldwell, Idaho, 
starts making photos of customers’ 
farms for Christmas cards. Here’s how 
he does it: “After the leaves are off 
the trees I fly over our routes with 


Bob Nicholes, 


two 35 mm. cameras. Using two 
cameras with 36-exposure rolls saves 
time in reloading. I can shoot about 
70 pictures per hour.” The big farms 
around Caldwell are his customers. 
Last year he mailed out Christmas 
cards to 400 customers. On each one 
he mounted an aerial photo of the 
customer’s farm. 
$ 


A 12% increase in gasoline volume 
is reported by Atlantic dealer Ken 
Mohr in E. Greenville, Pa., since he 
took on a wide line of home and gar- 
den merchandise along with his con- 
ventional TBA stock. Mohr says he 
has the right location, on a busy down- 
town corner, where plenty of people 
can see his colorful displays. 


$ 

It isn’t always necessary to call in 
person on business houses. G. M. Stam- 
baugh, merchandising manager of Su- 
pertest Petroleum Ltd., London, Ont., 
tells about a dealer who telephoned a 
list of real estate offices in his area, 
offering to pick up salesmen’s cars for 
lubrication, washing, or just to fill the 
gasoline tank. Three of the eight agen- 
cies he called took him up on it. 

$ 

Something different for your ex- 
hibit at the county fair or homebuild- 
ing show is an idea tried this fall by 
Oil-Heat Institute of Long Island. At 
the Nassau County fair they toasted 
and passed out 15,000 marshmallows 
The toasting was done over a low 
pressure gun burner to show the clean, 
odorless character of oil heat. Picked 
up a lot of prospects as a result. 
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A nice bit of public relations effort | 


in Abilene, Tex., won a prize for 
Humble agent W. I. Robinson. He was 
awarded $100 for having the most 
attractive station in a beautification 
contest sponsored by the Abilene 
Garden Club. 

$ 


Best philosophy about using credit 
to sell tires comes from General Pe- 
troleum Corp. dealer Al Sutton, in 
Yakima, Wash. If it’s a credit purchase, 
you might as well suggest a whole set 
of tires, instead of just one tire. The 
single tire trade-in offer doesn’t look so 
big to the customer, says Sutton. And 
he suggests it’s a mistake to assume 
that an old-car owner won't buy a 
brand new set of tires, and that a new 
car owner pays cash only. “We think 
of everyone in terms of new tires, on 


credit.” 
$ 


Sun Oil Co. is making a drive to get 
more batteries checked at Sun stations 
as a tie-in with its seasonal battery ad- 
vertising. Sun suggests dealers offer 
cash incentives to employes for 50 
completed battery checks, and provides 
dealers with two handy methods for 
keeping a record. One is a meal ticket 
punch card with battery code dates 
printed on the back. When all 50 
spaces around the edge of the card are 
punched the employe collects his 
bonus. The other is a book of 50 cou- 
pons, one to be torn out for each bat- 
tery check. Space on the back of each 
coupon is provided to write the car 
license number and battery code date. 


$ 


Fast driveway cleaning is now possi- 
ble for Humble agent D. E. McCarley, 
Kilgore, Tex. On a base from an oid 
power mower he mounted a 120-Ib. 
grease drum, to which he welded a 
spray made by drilling small holes in 
short lengths of pipe. Wired behind the 
spray on a broom handle are two mop 
heads that cover a wide area. One mav 
now does a job in less time than four 
men used to require. 

$ 

A good reminder to customers to 
have their tires switched is a tire rota- 
tion diagram painted on the lube room 
floor. Big numbers, and broad white 
stripes at the sides and beneath the 
frame contact hoist, get the idea across 
fast. And tire switching turns up a lot 
of new tire sales. 








...instead of THREE... 
























AUGLYDE® 
MAKES ALL OTHER 


MOUNTING COMPOUNDS 
RUBBER LUBRICANTS 
& RUBBER CLEANERS 


SURPLUS STOCK! 


. RuGLYDE IS BEST 
For changing Regular and Tubeless 
Tires! Best for regular tires because 
it assures proper tube seating, pre- 
vents failure from pinching and over- 
stretching. Best for Tubeless because 
of “Controlled Friction!” Permits 
proper lubricity for safe, easy scuff- 
free mounting and demounting . . . 
keeps tires in balance after inflation. 




























. RuGLYDE IS BEST 
For lubricating rubber parts and fit- 
tings. Removes squeaks quickly and 
safely. Completes the lube job. 










. RuGLYDE IS BEST 
For cleaning rubber... all kinds, all 
colors! Restores that “New Look” to 
tires, floor mats and other rubber 
surtaces. 













RuGLYDE 
SERVICE 
KIT 







Another 
"Big Saver’! 







. complete with brush & 
applicator for convenient 
application of RuGLYDE. See 
your jobber for details. 









AMERICAN GREASE STICK CO. 


MUSKEGON, MICHIGAN 













GAVE TIME 
RAVE TIRES 


\ 
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TIRE INFLATOR 
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UJ 
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4 SAVE TIME 


I. 
tjust dial the pressure you want, 
! get it automatically! No gauge- 
| watching, no valving-off. You can 
i air tires in seconds, even in the 
i dark! 
: 
! 
’ 
' 


CAVE TIRES 


you get exactly equal pressure in 
each pair or set of tires aired 
for smoother driving comfort, for 
longer tire life! 


There’s no easier, faster, more accurate 
way to air tires in your station than with 
NELSON Equamatic inflators. Why lose 
time and money with outdated equip- 
ment? See your jobber or write us now 
for free literature. 


IVI dal 4 


PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 





What They’re Saying 


“I would no more want to be in an 
industry without a trade association 
than in a community without churches. 
Just as churches set the moral environ- 
ment in which to live and raise a fam- 
ily, so do trade associations set the 
ethical and economic environment in 
which to run a business.” Raymond 
Blattenberger, Public Printer of the 
United States 


69 


“The commercial air transport in- 
dustry’s present one-billion-gal.-per- 
year requirement for high octane fuels 
will expand until 1962. Coincident 
with this expansion, a new requirement 
for jet fuel will begin its spiral. Based 
on projected delivery of jet equipment, 
this should create a requirement of 
1.4-billion gal. in 1962, equaling in six 
years the requirement which has been 
building from the day 52 years ago 
when the Wrights first flew at Kitty 
Hawk.” James H. Carmichael, presi- 
dent, Capital Airlines, before National 
Petroleum Assn. 


6? 


“It would be foolish to anticipate 
anything like the tremendous growth 
of stamp plans we have seen in the past 
two years. It is impossible to measure 
the industry exactly, but some surveys 
indicate retailers today are spending 
from $300 to $350 million yearly for 
stamps. This rate of expansion will 
have to yield to a more modest growth 
in 1957—but nevertheless a healthy 
growth.” J. W. Young, general sales 
manager, Eureka Specialty Printing 
Co. before the Premium Advertising 
Conference. 


o’7 


“It is upon reserves in this hemi- 
sphere that we must chiefly draw for 
our future supply. We dare not depend 
on the Middle East as a backlog to be 
drawn on at will to supply petroleum 
deficiencies. Demands outside the 
United States are increasing much 
more rapidly than in this country. 
They will continue to do so for a 
long time because of the lower degree 
of mechanization in the rest of the 
world and the giant strides being made 
to lessen the differences in our respec- 
tive economies. It is entirely possible 
that Eastern Hemisphere petroleum 
may all be needed in that area.” Stan- 
ley Learned, chairman of the executive 
committee, Phillips Petroleum Co. at 
the Florida Petroleum Marketers Assn. 
convention. 


“Perhaps a matter of more daily 
concern with the domestic petroleum 
industry for the average American is 
the job opportunities it provides. As of 
1954 the petroleum industry a living 
for nearly 1,650,000 people, an in- 
crease of approximately one-third since 
World War II. This represents a job 
and personal prosperity for one out of 
every 38 of the nation’s total labor 
force. Forty-six per cent of these jobs 
are in retail distribution, 19% in pro- 
duction and 13% in refining.” R. 
Paul Henry, vice president, D-X Sun- 
ray Oil Co. 


69 


“Suppliers can fight for dealers’ wel- 
fare just as unions fight for employes’ 
welfare. It is interesting to note how 
the unions are beginning to say to 
dealers, ‘We can do this fighting if you 
want us to, if your suppliers neglect 
you long enough.’” L. T. White, man- 
ager, business research and education, 
Cities Service Petroleum, Inc. 


6? 


“The oil industry has no reason to 
fear impartial investigations. In fact, 
we welcome the opportunity to tell our 
story in a public forum. I do not think 
we should pass up any opportunity to 
explain to the public the way in which 
competition sets the prices of our prod- 
ucts. However, I think that it is un- 
fortunate when these hearings are used 
to create differences when there is no 
real conflict of interest between the 
parties.” G. B. Hunter, president, Na- 
tional Petroleum Assn. 


>] 


“No matter how well the technical 
man does his job, his company doesn’t 
profit by it unless he can effectively re- 
port his findings and recommenda- 
tions. It is not enough that we get 
down on paper in the written word the 
knowledge we have gained. It is our 
obligation as writers to be certain that 
someone, and the right person at that, 
reads what we have written. We can’t 
compel him to read it, our only re- 
course is persuasion—and our persua- 
sive instrument is the character and the 
power of our written presentation.” 
Dr. J. Bennett Hill, director, research 
and development, Sun Oil Co. 


READ AHEAD OF THE NEWS 





page 83 
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Just as the “everyday” heroes of our nation’s Coast Guard risk their 

lives to protect our lives—Jones & Laughlin Steel Containers protect 

your products by providing dependable packaging that assures safety 

in transportation and storage. Precise fabrication provides accuracy 
in all fittings and closures. 

J&L drums and pails are chemically cleaned and dried by the JaLizing 
process. This assures a clean and dry, rust-inhibiting surface and increases 
the adherence and durability of decoration and interior lining. 

Special protective interior linings are available to provide the best possible 
packaging for your products. 

Jal-Coat, J&L’s lithographing process, applies your trademark and sales 
message to the finished container . . . no side seam touch-up is ever required. 


Plants located at Atlanta, Ga.; Bayonne, N. J.; Cleveland, Ohio; Kansas City, Kansas; 
Lancaster, Pa.; New Orleans, La., Philadelphia, Pa.; Port Arthur, Texas; and Toledo, Ohio. 


Jal-Coat, J&L's exclusive color 
lithographing process, adds 
sales appeal to your products. 


STEEL CONTAINER DIVISION 


STEEL CORPORATION: PITTSBURGH 405 LEXINGTON AVE... NEW YORK Ii7-N.Y. 
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Model NALR => 


NEW “Angle-Lume” Rapid Start 


Available in any length 
in increments of 2-feet. 





GREP RGAE ALOE EREEES ip RSAGERAT ot 88 es: 


<= Model AIR 
Area Illuminator, Rapid Start 
1000 ma. 4 or 6 lamp fixture, open faced 4 ’ Model AL 


or Plexiglass enclosed. Mounted on ' ss ue , 
Model HSP Hinged Pole. '@ “Angile-Lume” Slimline Fixture 
Available in any length in increments of 
2-feet. 





Adjustable Mounting 
Brackets on ALL 
Angle Fixtures! 


<= Model NAIR 
NEW Area Illuminator, Rapid Start 


800 ma. 4 or 6 lamp fixture, open |i! 4’ Model RSF 


faced or Plexiglass enclosed. Mounted ? F 
on Model HSP Hinged Pole. 4 Rapid Start Flat 
; Right above: Model CPS Cor- 


Whiteway’s high performance fixture i rugated Support Post. Left, 
utilizing 1000 ma. lamps and ballasts. above: Model TSP, Tapered 


| Square Post. Available in various 
Distributors a 7) , adjustable mounting heights. 


in ALL 
Principal Cities! 


























WRITE, NOW, FOR DEDICATED TO QUALITY AND SERVICE 
FREE CATALOG! 


7 ; MANUFACTURING COMPANY 
If you need lighting, you need White- 


way’s new catalog showing the best. 1736 Dreman Ave., Cincinnati 23, Ohio 
WRITE TODAY! 
PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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Selain enamel service stations 


MONET 


Avoncraft porcelain enamel service stations, porcelain inside-and-out—pre- 
fabricated and ready to erect on your site—ARE HERE TO STAY! Above 
are pictured some of the already erected service stations built by Avoncraft. 
Major oil companies all over the nation have joined the swing to porcelain 
enamel—to the ‘‘package’”’ unit that can be purchased in quantities of 1 or 
1000—to a station that can be erected quickly and inexpensively to bring 
in profits sooner. They are not only beautiful and serviceable—but durable 
through the years ahead. Before you decide—you owe it to your economical 
future to check with Avoncraft before you buy! 
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A DIVISION OF AVONDALE MARINE WAYRRRINC. © P.O. BOX 1030, NEW ORLEANS 





“Preventive medicine for tank cars?” 





Tank cars take terrific punishment. That’s why, like 
all equipment, they require periodical inspection and 
repairs to render the best possible service. In 30 car 
repair shops, strategically located throughout the United 
States, GATX tank cars receive this care—inspection, 
steam-cleaning, lubrication, tank testing, painting and 
general maintenance. The purpose of this “‘preventive 
medicine” is to keep GATX cars in service for longer 
periods—to give you maximum benefits from your 


GATX lease. 


GENERAL SERVICE CARS 


ALUMINUM CARS 


This service is part of every GATX lease ... a lease 
that provides shippers with the most dependable service 
available for bulk liquid transportation. When you lease 
cars from General American, you avoid the need for 
capital investment as well as operating, servicing, and 
maintenance problems. 

If you’d like additional information concerning the 
advantages of a GATX lease, call or write your nearby 
General American District Office. 

It Pays To Plan With General American 


PRESSURE CARS INSULATED CARS 


GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South LaSalle Street * Chicago 90, Illinois 


Service Offices In Principal Cities 
Service Plants Throughout The Country 








75 new Mack B-60T tractors like these have just joined the 
large and famous Adley over-the-road fleet: 312 heavy- 
duty units, all Macks, that provide fast and dependable, 
"round-the-clock service from New England to the Carolinas. 


M. L. Adley, president of Adley Express Co., one of the leading and most 
successful Eastern operators serving the thriving Boston to Norfolk territory, 
says... 


“FOR OUR PAY-OFF OPERATIONS 


.. It’s 


“Our business is over-the-road 
hauling,” says Mr. Adley. “It’s 
the kind of operation where pro- 
fits depend on getting top-notch 
performance from our trucks. 


“And that’s why we’ve just 
added. 75 new Mack B-60T’s to 
our fleet. In our 30 years’ experi- 
ence, we’ve found that for long 
distance hauling, Macks are the 
most dependable and economical 
trucks we can buy. Thanks to our 
Macks, we’ve been able to estab- 
lish tight schedules everywhere 
and keep them. 


‘““That’s why we won’t buy any- 
thing else but Macks for our over- 
the-road operations.” 


Mr. Adley is one of a long and 
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growing list of leading truckers 
who have found that for sheer 
earning power in a highly com- 
petitive field, you just can’t beat a 
Mack. Your Mack dealer will be 
delighted to give you the names 
of Mack users in your area. Why 
not ask them? Mack Trucks, Inc., 
Plainfield, New Jersey. In 
Canada: Mack Trucks of 
Canada, Ltd. 


4541 


MACK 
first name for 


TRUCKS 





& 
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TIM FLOCK, Championship NASCAR Driver 


“Purolator: Best for 


PROVED on the Race Track! 


Read what Tim Flock, champion NASCAR driver, says: 
‘‘What does it take to win? A good car and—a Purolator 
Micronic Oil Filter! Because it’s the Purolator Micronic 
keeps oil clean—keeps your engine on the job, mile after 
mile, spite of dust and dirt. That’s why I have a Purolator 
in my family car—why I use Purolators in all the cars I race!” 


PUROLATOR PRODUCTS, INC. 
Rahway, New Jersey and Toronto, Ontario, Canada. 
**Purolator’’ and ‘‘Micronic,"’ Reg. U.S. Pat. Off. 








RICHIE CHRISTENSEN, Proprietor Kenwest Service Station, White Plains, N. Y. 


ALL makes of cars!” 


PROVED at the Dealer Level! 


Here’s what Richie Christensen, veteran service station 
operator, says: “‘Best for all makes of cars means... Best 
for ALL dealers! Purolator has proved itself over the years— 
not by loud claims but by solid performance. What’s more, 
Purolator knows what the dealer wants and gives it to him 
—powerful advertising, clean-cut, on-the-spot sales help.” 


U zt O LAT ©O rR World’s Largest Maker of Filters 





CONVEYOR BELTING 


a) 


and MACHINERY + INDUSTRIAL HOSE : VIBRATING EQUIPMENT + DESIGN, MANUFACTURE, 
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story of a double life 


Things are not always what they 
seem on the outside . . . Take the 
Sinclair Petrolore, world’s largest 
cargo vessel. She’s the first com- 
bination tanker and self-unloading 
ore boat ever built. 


The story behind this double life 
is a unique system of ore hoppers 
and belt conveyors designed and 
built by Hewitt-Robins, world’s 
leader in the development of self- 
unloading boat mechanisms. As 
an ore boat, she automatically dis- 
charges her 53,000-ton cargo di- 
rectly to dockside at 4,500 TPH 


without special dock unloading 
equipment. Operated as a tanker, 
this dual-purpose ship carries 
386,000 barrels of oil in the hop- 
pers and surrounding hull areas. 


r 


The self-unloading mechanism of 
the Petrolore is another example of 
how Hewitt-Robins Incorporated 
is serving industry through better 
bulk materials handling equip- 
mentand systems. For information 
about Hewitt-Robins products 
and services, contact our nearest 
sales office, local distributor or 
write to Stamford, Connecticut. 


HEWITT-ROBINS 


ENGINEERING and ERECTION of BULK MATERIALS HANDLING SYSTEMS °- “GLIDE-RIDE"' the NEW MOVING SIDEWALK 
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4 Heavy Duty 
Gates Dock Hoses 


1200RB 


200 Ib Working Pressure, Rough 
Bore. Available in 4"°—12"'1.D. 


1200SB 


200 Ib Working Pressure, Smooth 
Bore, Available in 3’’—12''I.D. 


1150RB 


150 Ib Working Pressure, Rough 
Bore. Available in 3’’—12''1.D. 


1150SB 


150 Ib Working Pressure, Smooth 
Bore. Available in 3’’—12''1.D. 


* Special Recommendations: 


1 For aromatic petroleum deriva- 
* tives—use Gates Rough Bore 
with special synthetic rubber 
tube 
For Butane- Propane or Anhy- 
* drous Ammonia—consult your 
nearby Gates field engineer or 
write direct to The Gates Rub- 
ber Company Sales Division, Inc. 
999 South Broadway, Denver, 
Colorado. 
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Gate 


made to 
order 


Light, flexible, easy to handle i 
Dock Hose cuts costs 


From San Francisco to Yokohama, Buenos Aires to Brisbane—wherever 
sea-going tankers are loaded and unloaded—Gates Dock Hoses are proving 
costs can be cut. Here’s why: 

Cuts 
Man-Hours: 


Easy handling with this lighter weight, more flexible hose trims down 
loading and unloading operation time. 

Built-in fittings—your choice of rubber covered flange or virtually 
any type of steel, bronze or aluminum nipple or flange, for time- 
saving quick connections. 


Cuts 
Replacement: 


Hose made-to-order in 3 to 50 foot lengths for varying job require- 
ments... helps eliminate damage which can occur when excess 
lengths are used. 

Cover, custom-engineered for severest conditions of barge, dock, or 
sea-going tanker service; resists aging, oil, abrasion, and exposure. 
*Tube of black synthetic rubber has been developed expressly to 
handle all petroleum derivatives—from oil and gasoline, to kerosene 
and distillates—without softening or swelling. 


Every length is made-to-order, built by hand, to assure the uniform quality 
possible only in products of skilled individual craftsmanship. Multiple plies of light- 
weight high-tensile fabric, reinforced with spiral windings of steel wire, produce a hose 
that withstands maximum suction as well as working pressures of 150 to 200 pounds 
per square inch. 

All hoses and their built-in fittings are static-bonded to discharge electricity 
before a dangerous charge can be built up. 

Compare Gates Dock Hoses with the on-the-job performance of other hoses. 
You'll find this hose—built for the job at hand—gives more working hours of actual] 
service, saves big money in replacement costs. 


The Mark of LP» Specialized Research 
TPA-114 


Dock Hoses 
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COMPLETE MECHANICAL 
: HEADLAMP 
AIMING KIT 


WITH A CASE OF 8 ) soaos 


AIM PLATFORMS! 


sonnei REGULAR COST 


FOR LESS THAN THE 


OF THE AIMERS ALONE! 


HERE’S WHAT YOU GET IN THE KIT: 


@ A pair of Mechanical Aimers with quick 
check features. 


@® Level Compensator for uneven areas. 


@ Pad of Check Sheets to help sell aiming 
service to customers. 


@ Beam Demonstrator to show the dangers of 


Mechanical Aimers adjust headlamps in minutes, even 
in broad daylight! Get your share of this profitable 
service business! Boost your headlamp replacement 
Sales, too! 


Approved mechanical aimers open up a whole new , 


source of servicing profit for alert dealers. Every car 
that drives in can be checked for correct headlamp 
aim in a matter of minutes—day or night—even on 
uneven ground. A simple adjustment should bring a 
minimum service charge of $1.50. 

Most of the cars you check will have the old style 
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poor beam alignment. 


headlamps. If there's mo fog cap shielding the filament, 
you've got a potential customer for a pair of new 
Tung-Sol Vision-Aid Headlamps that offer 80 extra 
feet of seeing distance, more powerful beams and 
improved bad weather visibility! 

Plenty of repeat business, too, because—as leading 
authorities recommend—all headlamps should be 
checked every 5,000 miles. 

This big, ready-made headlamp servicing market 
pays for the kit in almost no time! For full details, 
see your Tung-Sol supplier. Tung-Sol Electric Inc., 
Newark 4, N. J. 


iipsiitabeiltipiniateleis hae ehtamaciiaedacbaiall 













ANYWAY YOU LOOK AT IT . ger 


SHOU Starliner Ppnadl — 
to your best Bucy! cas 


Inside or outside... from the striking streamlined 

housing, smartly displaying your trademarks and 

colors ...to the superfast 14 g.p.m. million-proof pumping 
unit—the Starliner 100 offers more! Now at really low cost you 
can attract and equip profitable consumer-commercial accounts 
with a pump having important advantages found only in 

high priced pumps. Compare... inside or out... at an 

price... you'll find anyway you look at it GASBOY Starliners 
are your best buy...and guarantee of customer satisfaction. 


Underwriters’ 
Approved. 


% Low Cost. 


3) Streamlined Beauty ... generous advertising space. 





featu res 4) 100-Gallon Roller Register... totalizer. 



















belt-driven pumping 
unit for long life. 6) 10 ft. Hose. 


All bronze meter 
with accuracy adjustment, 


d Speedy 14-G.P.M. 5) Full Size Nozzle. 





p Baked enamel fiinsh. 


Explosion proof, 4 hp 8) Rugged rattle- 
capacitor motor with proof housing. 
thermal overload. 


Check valve... 
no foot valve necessary , 


Large brass strainer. 


Heavy steel mounting 
base. 


Accessibility — all mechanical compo- 
nents easily reached without dis- 
turbing others 0" ring sealed covers 
used throughout. 


Write today for literature 
Heavy construction 


and prices. 


H" frame 


> a a aa aa aaa 














ATLANTIC PREMIUM — the famous Motor Oil that fights 
engine knock — is now on sale at Atlantic dealer stations 
in a bright new gold package. 

Combining all of the motor oil features that a car needs, 
Atlantic Premium is a multi-viscosity, heavy-duty, high- 
detergency oil with high film strength. 

Millions of miles of driving prove that this high-quality 
oil gives easier starting — protects against rust and corrosion 
—keeps engines clean—keeps down oil consumption —in- 
creases gasoline mileage — reduces engine wear — preserves 
that “new car pep.” 
® In its attractive new package, Atlantic Premium Motor 
Oil is helping Atlantic Dealers “keep cars on the go.” 
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high-quality products and 
top-notch service at reasonable price 
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® Rotary’s Pick-Up Pads distribute weight evenly 
- . . grip frame securely 


Design of the Rotary Frame frame ends so that the car 


Pick-Up Lift minimizes car weight is supported normally, 
frame and body deflection. without uneven or severe 
Weight of the vehicle is evenly stresses. Rotary Safety-Grip 
Pick-Up Pads are made of oil- 


resistant synthetic rubber. 


distributed over four contact 


points. These points are at 





IT CUSHIONS CARS! 






Rotary Frame Pick-Up 
lifts cars gently ... 
with speed and safety 








Durable rubber pads at four safety pick- 
up points give you these advantages 


* Sure, safe gripping action . . . no chance of 
car slipping off lift 

* Protection for undercar parts. . . 
to-metal contact 

* More working room car frame sup- 
ported above lift superstructure for easier 
accessibility to all parts 

¢ Lift practically all cars without axle sup- 
ports or adapters 


¢ Fast, accurate spotting of cars over lift 


no metal- 





ROTARY FRAME PICK-UP LIFT 








DO ALL THESE JOBS BETTER AND FASTER 
WITH A ROTARY FRAME PICK-UP LIFT 


ls a lubrication lift! Ute a mechanics’ litt! 


¢ Relaxes all spring suspen- ¢ Muffler and tail pipe re- 
sions . . . fittings take the placement 
grease easier, faster , ; 
ne, a 4pR ¢ Brake work and tire service 
¢ All fittings out in the open : 24% 
e ~ 
and easy to reach Automatic transmission and 


‘ universal joint service 
¢ Handles all cars . . . pick-up ] 


trucks, too ¢ All undercar repair jobs 








is There's a Rotary Lift for every type of service 






- 





& - 


~ Frame Pick-Up Lifts Roll-On Lifts Free-Wheel Lifts Truck and Bus Lifts Mechanic's Lifts 






WRITE FOR CATALOG AND PRICES 






MANUFACTURED BY 


Rotary, ROTARY LIFT COMPANY 


Memphis, Tenn. — Madison, Ind. 
And in Canada: Colville Industries Ltd., Chatham, Ontario 





THE ORIGINAL MANUFACTURER OF HYDRAULIC AUTO LIFTS ... AND STILL THE LEADER 








Important information 
for 274 key oil company executives about 


The Du Pont Plan Kor 


Any one of the Plan’s exclusive benefits can make more 
anti-freeze profits for your company. It will pay you 
and your associates to learn about all of them now. 





More profits through proven distribution efficiency. For ex- 
ample, Du Pont delivered 85°, of one major oil company’s entire year’s anti- 
freeze needs at the peak of the selling season .. . cut their carryover to less 
than 12°%. This is typical of how Du Pont’s warehousing-shipping service 
can help keep your distribution costs down...increase your anti-freeze profits. 


More profits through leadership in both standard and pre- 
mium markets. The Du Pont Zerone®-Zerex® anti-freeze team leads all 
others in public acceptance .. . is more widely used by motorists than any 
other methanol and ethylene glycol brands. 


More profits through a personalized field service. Du Pont gives 
you the year-round assistance of 48 full-time Anti-Freeze Specialists who 
provide the technical and promotional aids needed to help you increase 
sales in your marketing areas. 


More profits through sound sales policies. Du Pont’s anti-freeze 
line has consistently been a top money maker for service station operators the 
country over. Among the reasons: Du Pont’s streamlined procedure for 
fast enforcement of Fair Trade in states having such laws, as well as a firm 
stand against sales to employees at less than retail price. 
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Anti-Freeze Protits 


More profits through resultful advertising and product pro- 
motion. Anti-Freeze Week is just one of the exclusive Du Pont national 
promotions which have increased dealer profits every year. In addition, 
Du Pont has an extensive program of advertising that includes the industry’s 
only nation-wide television show specifically tailored to meet individual 
market requirements. 


More profits through quality products—made and backed 
by Du Pont. Most customers know from experience that Du Pont prod- 
ucts offer the ultimate in quality, satisfaction and dependability. That is 


one reason why ‘“‘Zerone” and “‘Zerex’”’ anti-freezes are so much easier to 
sell, resulting in more profits for you. 


These are only the highlights of how Du Pont's Anti-Freeze Profit Plan can 
help your company make more profits more ways. Certainly you and 
your associates will want to hear the full details of this Plan. Your Du Pont 
Anti-Freeze Specialist will be happy to confer with you at your convenience 
and outline the Plan in full. To reach him, phone or write E. |. du Pont de 
Nemours & Co. (Inc.), Polychemicals Department, ‘‘Zerone”-‘‘Zerex”’ Anti- 
Freeze Section, Wilmington 98, Delaware. 


REG. U. 5. PaT. OFF. 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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Strong, Swift, Sure, 
Precision Built 
Underwriters’ Approved 
Competitively Priced 


THE RUGGED STRENGTH of these great tuei o1! 


reels is more than a match for the most severe 
service. 


FRAMES are of channel steel, end-welded and 
angle-braced—extra strong, yet flexible enough 
to absorb road shocks. 


DRUMS are of heavy gauge steel, smooth-seamed 
and arc-welded for perfect roundness to prevent 
flattening of hose and restriction of flow. 


FRAME-MOUNTED SWING JOINT of exclusive 
Ardmore design. Compact, time-proven, free- 
running, non-leaking. Rigid frame-mounting 


takes strain off piping, eliminates vibration, saves 
valuable space. 


GEAR-TO-GEAR DRIVE assures smooth, positive 
power transmission—eliminates adjustment and 
alignment problems of chain drives. 


EXPLOSION PROOF MOTORS are of exclusive 
Ardmore design—compact, powerful, efficient— 
Underwriters’ Approved for all electrical systems. 
ALSO, Hydraulic, Compressed Air, Starter 
Motor, and Hand-Wind Models. Distributors in 
principal cities. Complete catalog on request. 
Write, wire or phone: 


ardmore pro ducts 


Division of Amco Corporation 
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Here Now! NEW CHEVROLET 
TASK:-FORCE 57 TRUCKS! 





FIRST with the MOST 
modern features 


They’re out to save you hours and dollars 
on any hauling job... and they’ve got big 
new power plus the modern features that 
make it a sure thing! They put you way 
ahead with time- and work-saving advan- 
tages you won't find in any other truck! 


Again, for 1957, Chevrolet medium- and heavy- 
duty trucks bring you the industry’s most 


There’s fleet-action power in Chevy’s outstanding 
engine line-up for ’57—with the 195-h.p. Load- 
master V8 standard in all 9000 and 10000 Series 
trucks, and the sensational new 283-cu.-in. Task- 
master V8 (160 h.p.) standard in 5000, 7000 and 
8000 series models. 


Many models are equipped with bigger, 
brawnier rear axles. And there’s a load of heavy- 
duty options for ’57—including Chevy’s revolu- 
tionary 6-speed Powermatic transmission, designed 
especially for heavy-load high-mileage hauling. 


advanced features—new developments that have 
already been proved in a history-making pre- 
announcement test run! (See below.) 


Be sure to check the new cab features, too... 
the handsome new upholstery, the new steering 
wheel, the new exterior colors. Your Chevy dealer 
has all the details, so see him soon! . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 


For ’57 there’s bold new styling to match 
Chevy’s remarkable stamina and dependability. 


Alcan Highway Test Run 
Proves Chevrolet Ruggedness! 


dN) 
S 


In an AAA-certified endurance run, 6 light-, medium- and 
heavy-duty trucks carrying typical cargoes roared up the 
1,520-mile Alean Highway (normally a 72-hour run) in less 
than 45 hours! In dramatic fashion, new Chevy trucks con- 
quered one of the world’s most challenging roads to display 
the great performance qualities they’ll bring to your roads! 
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BECAUSE [IJdaq REACHES MORE 
OF YOUR CUSTOMERS... 





First with more automobile owners 


An average issue is read by 30.4% of all car-owning 
households—more than any other weekly magazine. 


First with more people in YOUR area 


In the course of 13 issues, LIFE reaches 3 out of 5 
households in the average community. 


SOURCES: Audience, A Study of the Household Accumulative Audience of LIFE, 
A Study of Four Media. Advertising Revenue, P.I.B., first half, 1956. 
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ADVERTISED IN 


(M0749 HELPS MOVE MORE 


OF YOUR MERCHANDISE 





First in total advertiser investment 


LIFE leads all magazines in total advertiser invest- 
ment— $68,667,056 in the first half of 1956— 
$21,391,533 more than the next leading magazine. 


MAKE IT A PROFITABLE REGULAR HABIT— 


Feature the automotive accessories that 


LIFE pre-sells to motoring America 





isn’t THIS what you want in an 
UNDERPUMP CHECK VALVE? 


fe 4111 ¢ 1%” ball 
check valve 


SS 

















WRITE FOR FULL DETAILS AND SPECIFICATIONS 
BUCKEYE IRON & BRASS WORKS, Dept. N 
Box 883, Dayton 1, Ohio 


QUALITY VALVES & FITTINGS 
FOR THE OIL AND AVIATION INDUSTRIES 


SERVICE, above all? Full-flow without vibration or 
restriction? Positive seating? And don’t you want full 
and easy accessibility for service? We’re sure you do 
... and we're sure you'll like the new Buckeye Model 
4111 Ball Check Valve! 


NEW EASE IN MAINTENANCE 


Should service be necessary, slide hasp off the face 
plate, turn and remove. The nudge pin inside face 
plate lifts ball off “O” ring seat enough to drain line 
above valve. Service without removing valve from line 
or breaking pipe connections. 


LOW PRESSURE DROP 


New design features a chip-proof phenolic ball which 
affords a stream-line flow. This, plus oversize body, 
reduces pressure drop well below that of conventional 
disc or poppet designs. (See graph.) Cast guides, inside 
the body, guide the ball as it lifts from seat. 


Available in several combinations for connection 


BAC CHECK 
aii -1Yar 
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cents of every dollar Standard takes in 
goes to meet your future oil needs 


St wih 





Petroleum progress means... 


each of us will need 1007 
gallons of oil yearly by 1965 








Our search for oil has carried us to the sea, even though drilling offshore wells 
like this one (in the Gulf of Mexico) costs nearly 6 times more than land wells. 


BUILDING “ISLANDS” IN THE SEA from which to probe 
the ocean floor is one good example of how we must search farther 
afield to find the oil America uses in such quantity. And as new 
sources of oil become harder to find, locating it and bringing petro- 
leum products to you grows more costly. 


Last year, a quarter of every dollar Standard took in was plowed 

back into oil exploration, development of producing fields, re- 

search and construction of facilities. All told, during 1955 we 1956 | 1965 

. - ease . 5 817 gallons percapita 1007 gallons per capita 
invested $347 million to help meet your growing oil needs. 


STANDARD OIL COMPANY OF CALIFORNIA 


puts petroleum progress to work for you 
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PUT NIGHT SALES | 


PURCHASE 





YOUR 


Haase 


PRICE PER GALLON 




















IN A SELLING LIGHT 


MOVE MORE GASOLINE 
with the NEW GILBARCO 


SALES-MAKER 


More night-time sales can be the means to profit increases when your stations 


feature the new Gilbarco SALES-MAKER. It’s the only gasoline pump that sells 
just as hard at night as it does in broad day-light. The SALES-MAKER’s brilliantly 
lighted billboard-type brand identification panel keeps this most modern of 
pumps on twenty-four hour duty to merchandise more of your gasoline. 


BEFORE YOU CHOOSE ANY PUMP, CHECK THESE SALES-MAKER ADVANTAGES: 


@ One-piece Mono-Frame construction @ Billboard-type brand identification 
eliminates top and side panels. panel actually merchandises your brand 


@ Door panels can be removed in of gasoline right at the point-of-sale. 
30 seconds for accessibility. @ The operating components of the 


@ Only 4% feet tall yet with 14 feet, SALES-MAKER are world proven 
4 inches of hose reach. through years of operation. 





WRITE US AT..WEST SPRINGFIELD FOR YOUR 
COLOR-ILLUSTRATED SALES-MAKER BOOKLET! 


Gilbert & Barker 
Manufacturing Company 
West Springfield, Mass. 
Toronto, Canada 








Eldon Miller, Inc. modernizes fleet 


HANDLES 15% 


Bonus payloads and the easy cleaning, non-contamination 
features of Butler Aluminum Transports have made signifi- 
cant operating improvements for Eldon Miller, Inc., one of 
the fastest-growing and most diversified liquid haulers in the 
midwest. The firm jumped the volume of its hauls 15 to 20% 
by making a unit-for-unit replacement of older transports 
with light-weight, high-capacity Butler Aluminum Trailer 
Tanks. 

Miller’s transports carry more than 300 different commod- 
ities, ranging from acids to edible oils. His firm operates 130 
tractor trailer units in 30 states. 

“As far as I know,” remarked Eldon Miller, president of 
the firm, “we are the only carrier in the world that hauls dis- 
tilled vodka in trailer tanks. Commodities like this emphasize 
the need for high payload tanks that will not contaminate the 
next load.” 


Vern Miller, operations vice president, has this to say about 


without 


the firm’s new Butler Aluminum Transports: “Our new Butler 
Aluminum Trailer Tanks are helping us capitalize on the 
trend toward gasoline deliveries direct to service stations 
from over-the-road transports. Now we can make one of the 
fastest, most accurate drops in the industry, thanks to a spe- 
cial Butler-designed high-speed piping, metering and gaug- 
ing arrangement.” 


YOU CAN CASH IN, TOO 

You don’t have to be a big transporter like Eldon Miller, Inc. 
to take advantage of Butler Aluminum Transports. Much 
smaller transporters have found one or more Butler Alumi- 
num Transports in their fleets can make a spectacular in- 
crease in their operating profits. Extra payload alone pays for 
the unit in three to four years. And transporters are able to 
haul more commodities without fear of contamination, make 
faster clean-outs, and keep their aluminum rigs rolling and 
earning top revenue and top profits every trip. 


Record 9130-gallon shell full capacity permits Miller's new aluminum transports to carry maximum payload. Top payload models 
especially designed for your state. NOW IN STOCK AND READY FOR IMMEDIATE DELIVERY. Write for prices and specifications 
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with Butler Aluminum Transports— 


MORE BUSINESS 


increasing fleet size 


Eldon Miller, president of Eldon Miller, Inc., says: “We decided on 
aluminum transports because of their better payload, ease of 
cleaning, non-corrosive and contamination-free characteristics. 
Butler was selected to supply the transports because of the com- 
pany’s greater experience as a pioneer builder of aluminum 
trailer tanks and the fine cooperation their engineering depart- 
ment gave us in developing units that meet our many hauling 
requirements.” 


For prompt reply, address the office nearest you 


BUTLER MANUFACTURING COMPANY 


$ ® 7454 East 13th Street, Kansas City 26, Missouri 
Py & 954 Sixth Avenue, S.E., Minneapolis 14, Mi ta 
C7) PROUWY* Dept. 30, Room 602, 103 Park Avenue, New York 17, N. Y. 
913 Avenue W, Ensley, Birmingham 8, Alabama 
Dept. 40, 624 S. Michigan Avenue, Chicago 5, Illinois 








Oil Equipment + Steel Buildings + Farm Equipment + Dry Cl s Equipment + Outdoor Advertising Equipment + Special Products 
Factories at Kansas City, Mo. * Galesburg, Ill. * Richmond, Calif. * Birmingham, Ala. + Houston, Tex. * Burlington, Ont., Can. * Minneapolis, Minn. 
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oats 


— “gas 


aakekel-igalmelos-ilelamegaer-a 
tells your customers: 


‘‘Here’s efficient, up-to-date service!”’ 











Pa, \ \ High-Pressure 
Chassis Lubricator 
mM Sensational Super ‘’H’’ Pump gives 
' full 6000 to 7000 pounds pressure 


instantly — at the control valve! Six 


foot hose Adjustashot’’ Control 


PO rta 'e@) ie Valve instantly adjustable for full 


flow or measured shots. Flexible 


rubber follower plate removes all 


we b a for=he j rela’ i re] ul | e) MN? GS NIT __ iebricant from drum. Model 8502BF 


...everything you need to handle more lube jobs faster! 


¢ Distinctive beauty ! Customers know ata glance that your 
service is as modern as the cars they drive! Beautiful, easy 


to-cle aati teel cabinets, finished in d bl alhicmelate! 
Powered By Famous i bona i ola mmsslen i alialem)i-1 imi aelelial As) inisne mn eige| e wnife an 


Super “‘H’’ Power Pump 
—with exclusive ‘’Pressurtrol’’ that 2 ¢ Feather-touch portability! Roll where you want it—when 


gray baked enamel. 


gives instant, accurate control of q you want it—on fast, quiet, big ball-bearing swivel casters 
pump pressure —no air 
regulator needed! Ce l= -l-alel-1-] (Bae Viate ol-tael ito Maalol tit MelaleMel-Tol aml) ole lt tel-1ar) 

ers have sealed air motors guaranteed for 27 months! 


+ eet 








Alemite Visi-Drum Equipment 
* Instant power! Tremendous reserve a 4 Matching units that fit right onto original refinery 
power (70 to 1 ratio) handles tough lu- ae ' ' containers . .. ideal for bringing new flexibility, 
bricants, even at lower temperatures. . economy and dependability to your reconditioning 


¢ Fast delivery! No waiting! The Su- 4 it~ or used ried department. & 
per “H” forces lubricant through bear- a) Sey 
ing at top speed! Cuts lubrication time STEWART mia Piemere ° 


by one-third! Chassis Lubricator 
—Air-operated P P| ee 
* High Pressure! Maintains 6000 to B : 
7000 pounds working pressure at control Automatic penn Portable Waste 
ae. WARNER Transmission Oil Drom 


Fluid Dispenser Gear Lube Dispenser 
— Air-operated 


— Hand-operated 
A LE M I TE Ask Your Alemite Representative for 
M40. U5 PAT. OFF Complete Information —Today! 


Products of STEWART-WARNER CORPORATION Dept. K-116, 1826 Diversey Parkway, Chicago 14, Illinois 
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Bennett 


ELECTRIC CONSUMER PUMP 


Now, for the first time, a consumer type gasoline 
pump with greater dial visibility and fueling ease. 


NEW “scare” 
hEe* Lighted 


Dial Face* 
... featuring the convenience of 
“Multi-Level” Fueling Design 
where new extra pump height 
coupled with the “tilted” dial 
area assures perfect readability, 
regardless of vehicle size or ele- 
vation of vehicle fuel tank. No 
more stooping or bending... 
makes every fueling operation 
easier. Marketers can realize 
big returns on low initial invest- 
ment — stimulates larger bulk 
deliveries with fewer stops. 


“Multi-Level” 
Tilted Dial 
Area 


NE 
NE 


e Direct drive rotary vane 
pump and motor eliminates 
gears, belts or pulleys 


51” Overall 
Height 


e Adjustable compression type 
coupling eliminates alignment 
problems 


@ Heavy gauge steel housing 
over rugged welded chassis 


e Easy accessibility for inspec- 
tion and service 


Write today for full details, 


Mut cant discount BeENNett Chalily * Opriona 


Extra Cost 


JOHN Woop COMPANY 


Bennett Pump Division - Muskegon, Michigan 
Canada: John Wood Company Limited — Toronto + Montreal + Winnipeg + Vancouver 


fase tN ii a ° é POR I var Sea i mi 
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CRASH! BIG TANK 





ig ee ; 


HERE’S THE BIG McCUTCHEON LINES TANK TRAILER shortly after it overturned on the Los Angeles Freeway. Thanks 
to the strength of the USS Cor-TEN Steel tank, not a drop of gasoline was spilled and the danger of fire was eliminated. 


ONE YEAR AFTER THE ACCIDENT— 125,000 miles of service later—the MR. RICHARD V. STANTON, driver, points 
McCutcheon Lines truck trailer is still in A-1 condition. Mr. Hess figures out one of the large dents in the still-sound 
his tank trailer is good for two million miles and 8 years’ service. tank of this gasoline-carrying truck trailer. 


UNITED STATES STEEL CORPORATION, PITTSBURGH - AMERICAN STEEL & WIRE DIVISION, CLEVELAND +« COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO 
NATIONAL TUBE DIVISION, PITTSBURGH - TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. - UNITED STATES STEEL SUPPLY DIVISION, WAREHOUSE DISTRIBUTORS 
UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


USS COR-TEN High Strength STEEL 
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TRAILER OVERTURNS 
ON L.A. FREEWAY! 


USS COR-TEN STEEL TANK DOES NOT BREAK... 


Valuable gasoline cargo is completely saved... 
Disastrous fire is averted! | <a 


On July 1, 1955, Mr. Charles L. Hess, owner of Mc- 
Cutcheon Tank Lines, Gardena, California, put a new 
4700-gallon tank trailer in operation. Four days later, 
this same trailer, loaded with gasoline, turned onto the 
Los Angeles Freeway near Long Beach and rolled over 
on its back. It skidded 15 feet along the pavement, 
bounced into an abutment and sheared off a concrete 
light pole. 


One whole side of the truck was caved in, the top 
section was crushed and wrinkled . . . but not a drop of 
gasoline spilled. But let Mr. Hess tell about it. “Our 
USS Cor-TEN Steel tank did not crack or tear. We saved 
the whole cargo of gasoline, and the possibility of a seri- 
ous fire was averted. As a matter of fact, the chief of 
police of Long Beach complimented me on the rugged- 
ness of the tank trailer. And I’m sure that if the tank 
had been built of a less sturdy material, it would have 
cracked, I would have lost my load and been stuck with 
costly repair bills. As it turned out, the trailer was in the 
shop for repairs only three weeks, and in the more than 
a year since the accident it has traveled 125,000 miles, 
carrying gasoline in California, Arizona and Nevada. 
I’m certainly glad I took the advice of the trailer manu- 
facturer, Tuttle Manufacturing Company, Los Angeles, 
when they recommended the use of USS Cor-TEN High 
Strength Steel. 


“T have other reasons for liking USS Cor-TEn Steel 
for my trailer. Cor-TEN is lighter and allows for more 
payload, yet has all the strength of carbon steel in 
heavier gages. I figure that the weight saved on this 
trailer gives me at least a 5 per cent increase in payload. 
I now save $70.00 on each load of aviation gasoline 
hauled to Arizona. And the hauling of aviation gasoline 
brings up another point. Refineries are very particular 
about the tanks that carry aviation fuels. They take 
tests on tanks before fuels are loaded. If any rust is found, 
a clean tank must be substituted and the rusty one 
cleaned. I have no rust problem with my Cor-TEN Steel 
tank and thus no ‘down-time’ for maintenance work. All 
told, I think that the use of Cor-TEN Steel for tank con- 
struction means efficient, economical, dependable trans- 
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CHARLES HESS, youthful owner of McCutcheon Tank Lines, 
points out area on side of truck that was badly damaged in 
the accident. This entire area was caved in in a fashion that 
might have fatally injured a less-strong tank. 





portation. This is a competitive business. To stay in it 
you have to use the latest in running stock. I recently 
purchased another Cor-TEN unit and plan to buy two 
more this year.” 


USS COR-TEN High Strength Steel has a yield point 
114 times that of regular carbon steel, has 4 to 6 times the 
resistance to atmospheric corrosion, has 50% greater fatigue 
strength, and offers superior resistance to abrasion and 
impact. 

For more information on USS Cor-TEn, send for a free 
booklet, or contact the nearest Sales Office of United States 
Steel. 


NOW AVAILABLE 


Our “Design Manual for High Strength Steels” contains 

comprehensive and practical information that you will find 

extremely useful in designing your product for greater econ- 

omy and efficiency by the sound use of high strength steels. 
For your free copy, write on your company letterhead, 

giving your title or department, to United States Steel Cor- 

en. Room 2801, 525 William Penn Place, Pittsburgh 
a 3 


45 








NEW ROTOR ASSEMBLY WITH 
















TESTED AND PROVED OVER A THREE YEAR SPAN 


The superior performance of Rotocycle 
meters with the new crank controlled rotor 
has been thoroughly proved both in the 
field and at the Rockwell test station. The 
severity of these comparative tests included 
subjecting meters to operating conditions 
away beyond those normally encountered 
in actual use. Meters were run at accelerated 
rates, around the clock, on high temperature 
fluids and with much start and stop strain. 


Thus we know and you can be sure that 
Rotocycles with this advanced design will 
give excellent performance, longer life and 
with less maintenance on all liquids that 
can be metered. 

Rockwell Rotocycle meters with crank 
control are now in production—ready to go 
to work profitably for you. Write for new 
bulletin OG-411. 


ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta Boston Charlotte Chicago Dallas Denver Houston Los Angeles Midland, Tex. 


New Orleans 


New York N. Kansas City Philadelphia Pittsburgh San Francisco Seattle 


Shreveport Tulsa 


In Canada: Rockwell Manufacturing Co. of Canada, Ltd., Factory and Service Facilities, Guelph, Ont., Sales Office: Toronto, Ont. 


: 
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SIMPLE CRANK CONTROL 


Now Available In 


ROCKWELL (070C/C/é METERS 


Kockwell engineers have perfected a 
simple, coordinated linkage method to 
control the vanes in Rockwell Rotocycle 
meiers. The new design does not alter the 
proven floward principle of operation. 


It does enhance performance and offer 


All These Advantages 


INCREASED CAPACITY Through reduced NEW ROTOR ASSEMBLY—Note simple, clean con- 
friction and improved balance, the new struction in the rotor control area. 

rotor design provides approximately 20% 

greater capacity (depending on size). 


FEWER PARTS mean easier maintenance 
and longer meter life. And this new rotor 


assembly is interchangeable with earlier 
model rotors now in service. 


PERMANENTLY TIMED There is only one 


possible way to assemble the new vane 
control parts and once assembled the vanes_ 
are permanently timed. FEWER PARTS, with simple linkage controls, sturdy 


bearings combine to produce greater flow rates and 
a long life of sustained accuracy. 


QUIET OPERATION This new balanced OO? Ne ie 
crank and link construction runs smoothly, fae cot 
operates silently. 


EASIER IDENTIFICATION Rockwell Roto- 


cycles are now numbered according to 
their capacity within normal operating 
range. For example, the most commonly 
used bulk plant and pipe line sizes are 
now designated No. 400, No. 600 and No. 
1000 to code them to their ratings. READILY INTERCHANGEABLE with meters now in 


service. Conversion kits are available for all earlier 
Rotocycle meters to facilitate “on the job” changeover. 
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In general purpose tank trailers, which suits your hauling requirements best 


ALUMINUM 





You can get BOTH from TRAILMOBILE 
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The development of new aluminum alloys has 
provided many opportunities in tank trailer 
design. With this strong, lightweight mate- 
rial, it is possible to gain as much as 7% more 
payload than is possible in many similar steel 
tank designs. On the other hand, for many 
operations, there are valid reasons for choos- 
ing steel over aluminum despite the apparent 


difference in payload potential. 

Trailmobile manufactures both aluminum 
and steel tanks and maintains factory sales 
and service outlets in 54 cities. When you are 
ready to discuss your requirements call your 
Trailmobile representative first. He is quali- 
fied to help you determine which type will fit 


your operation best. TR-474 


TRAILMOBILE inc. 


Cincinnati 9, Ohio « Springfield, Missouri « Longview, Texas * Berkeley 10, California 
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ANCO METERING 
SYSTEMS! 


THROUGH THIS TERMINAL pass the fastest-loaded 
trucks in the world! This streamlined control tower is the 
nerve center for Standard Oil Company of Ohio’s Cleveland 
pipe line terminal ... cited as the most modern in existence! 
The amazing speed and efficiency achieved in this terminal 
is the result of years of planning and testing by the men of 
SOHIO. Granberg Corporation's technical coordinator for the 
project was L. O. Halverstadt, GRANCO’s Ohio Distributor. In selecting metering equipment, SOHIO 
conducted experiments with loading assemblies 
The efficiency of this installation results in savings of that delivered up to 1,000 GPM and with meters 
approximately $14 million annually for SOHIO. that would handle such speeds. Three major met- 
® Loading time cut in half. ers were tested. The final decision was in favor of 
@ Losses slashed to a fraction of one per cent. 800 GPM GRANCO 6” Meters! 


@ Huge volumes dispensed smoothly and quickly — Complete GRANCO Package Units were installed: 


averaging about one million gallons daily. LK 6” Meters with CAR Selsyn Adaptors 
L-60 6” Strainers 
And all this... at only “3 plant potential! FCS 6” Flow Control Valves 
VKB Solenoid Operated Balanced Control Valves 
A-2000 Air Eliminators 
CAR-B Bulk Counters 
CAR-D Desk Counters with Motor Extensions 


ONCE AGAIN... 
GRANCO ACCURACY BRINGS RESULTS! 


Write for FREE = ————) = 

Engineering and : 

Data Manual on . METERS and PUMPS 

P d Meters. 3 A SS 

ee Manufactured by GRANBERG CORPORATION 
1308 SIXTY-SEVENTH STREET * OAKLAND 8, CALIFORNIA 
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Petroleum processors agree that when it comes to 
efficient production at any speed, no other filler can 
compare with a Horix. Exclusive Sleeve-Type valve 
construction makes it possible to fill any petroleum 
specialty product into any size or style container. 


In addition, the Horix method of fill has proven over 
the years to be the finest, most efficient method ever 
devised for liquid filling. The flow diagram illustrates 
how the product flows naturally, smoothly, by gravity, 
from the supply tank, through the valve and into the 
container. 


OTHER HORIX ADVANTAGES 


@ LASTING ACCURACY—fill cuts off exactly at established 
filling height at any operating speed. Horix filling 
valves retain this accuracy for the life of the machine. 


@ LEAK-PROOF VALVE—leak-proof valves prevent run-off. 
Clean containers are assured. 


@ NO SPLASH—air-tight sealing of container against 
valve assures an absolutely clean fill—no splashout. 
Containers stay clean and accurately filled due to “one- 
at-a-time” removal by discharge turret. 


@ SMOOTH CONTAINER HANDLING—containers handled 
individually at both infeed and discharge which pre- 
vents damage to containers, and assures fast, quiet, 
uninterrupted handling of any container shape at any 
speed. 


DURABLE—the ability to stand up under the severest 
production loads over long periods has always been a 
major characteristic of Horix fillers. This is due to the 
simple, rugged construction with fewest moving parts. 


F4+ORIxX< 


MANUFACTURING CO.: PITTSBURGH 4, PA 
FILLERS AND CONVEYORS 
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NOW AVAILABLE 


A brand new folder describing 
Horix’s entire line of Petroleum 
Product Fillers for low and high 
speed production. Ask for Bulle- 
tin No. 158-E. 








& 
® 


SPIN-ON TYPE 


FULL-FLOW 
OIL FILTER 


PATENTS PENDING 
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— it's puiltin! 


iter change 
i alves that can 


ry F 
rmanent reliel V 
dirt and sludge- 


retains sludge 
during Filter change- 
aluminum r body with exclusive grip-paint 
and installation. Lightweight. rustproo 
This new full-flow Filter provides maximum flow rate and 
exceptional capacity for microscopic particle retention. 


This is the forerunner of 
equipmen- you'll want to get in-t 
Ask for the whole profit-making 


Nove 
mber, 195 
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EUM NE 
ws 


LOOK FOR T 
HIS 
GREAT NEW OIL FILTER 
DEVELOPMENT AS 


ON AMERIC 
A’S 
LEADING CARS IN 





“U.S. Matchless #5 does 5 different jobs,” 


says refinery division superintendent 


“It always passes our strictest lab tests.” 


A mechanical division superintendent of a leading Mid- 
western refinery says: 

“U.S. Matchless Steam Hose always passes our cen- 
tral maintenance department tests, and we've always 
had good experience with it. The neoprene cover is 
oil-resistant. The hose is highly flexible and light in 
weight. Asbestos ply, under the cover, conserves heat. 
Wire braid preserves static ground.” 

This great “U.S.” hose is serving many industries in 
many ways. It is obtainable at selected “U.S.” distribu- 
tors, at any of the 28 “U.S.” District Sales Offices, or 
write us at Rockefeller Center, New York 20, N. Y. 


Mechanical Goods Division 


Uses in refinery for U.S. Matchless® +5 Hose: 
e As a firetighting hose, for safety-checking atop the 
235-ft. cracking unit (see picture above). 

@ In propane tank, to thaw bottom of gauge glass in 
cold weather (see inset picture above). 

@ In pump room of cracking unit, as a steaming line to 
get gas traces out of the unit. 

@ On propane transfer line, to prevent orifice from 
freezing in cold weather. 

e@ Enables construction crews to run temporary steam 
lines more cheaply and quickly than using pipe. 
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*WHY GAMBLE? 
Install RED JACKET ‘'Ex- 
tracta'’ PUMPS—tested and 
proven by hundreds of ef- 


‘EXTRACTA”’ PUMPS 


REMOTE GASOLINE PUMPS 


AT LOW COST 


* 
* 
* 
* 
* 
* 


ficient and economical in 


stallations 


* 


The need of many major 
oil companies for a more 
efficient, more economical gaso- 
line pumping system, prompted 
Red Jacket to apply its experi- 


ence with over 40,000 submergible 


4% 
\ 


pump installations to the design of \ 
this new "Extracta"’ gasoline pump line. \ 


V7 Ze ZT 


Wy ee Yj ey 


November, 1956 + 


NATIONAL PETROLEUM NEWS 





. — RED JACKET = 


lies 


pumping 
equipment 


RED JACKET MANUFACTURING CO. 


Petroleum Equipment Division 
P.O. Box 270 Davenport, lowa 


Patents Pending 





Pat ’ 
. Kona) } 


sr a} / 


=) 


McDonald Loading Arm Assembly @ Solderless Joints on entire brass 
Every detail of design in this popu- slide sleeve assembly assure easy 
lar Loading Arm Assembly is replacement and stronger con- 

Plate 214, directed to a single objective — struction. 

Size, 3° the highest attainable degree of © Bolted Stuffing Box on slide 
loading efficiency. Balanced design, a ee a 
with divided counterweights that fone easy soecsiion. 8 
cannot strike the riser, assure 


, e@ Felt Wiping Gasket, easily re- 
effortless trouble-free operation. placed, keeps slide tube clean, 


These construction features are increases life of the tube and 

your assurance of dependable packing. 

operation. Aluminum Outboard Swing 

@ Swing Joint, identical swing joint Joint, concentric design, drop 
features as those of the well tube hangs vertically. 
known McDonald Master Series @ Detachable Handle operates 
— concentric design. slide sleeve and drop tube. 

@ Range, 7 feet closed to 11 feet @ Shock-Proof Loading Line Valve, 
extended, measured from center equipped with vacuum breaker. 
line of riser. ©@ Weight, 429 lbs. 


Remote Control Plate 214 Loading Assembly. At 
for Loading Assembly the same time, it permits the oper- 
Plate 214-R Remote Control fur- ator to watch the filling process 
nishes a convenient method for and have complete control of the 
holding open the line valve of valve. 


McDonald Flanged Non-Rising the heat of the sun, for example, 
Stem Type Expansion Relief Valve = the disc in the by-pass of the valve 
Plate 860-N, va Provides positive protection from opens to equalize the pressure in 
Size 4" ate leaks at gaskets and joints which the line with that of the tank. 
= result from excessive pressure Iron body — bronze-faced solid 
caused by expansion. Should pres- wedge, guided both sides — bronze 

sure build up in the line due to seats and stem. Weight, 106 Ibs. 


Send a card today C 0 ALD 
pe a 9 a A. Y. MSD N MFG. CO. 


line of oil equipment. 


Address your card to: DUBUQUE, IOWA 


r DONAL 
duet UOUE # 
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IN... IT’S WHITE THAT RAISES 
= THE PAYLOAD STANDARD 


IN PETROLEUM TRANSPORT 


WHITE 9000-T 


White unit options—138 2 in. wheelbase, 
10.00 x 20, 12-ply tires, 116-D front 
axle, 801B Transmission, 189C rear 
axle, 6.17 ratio. 


HERE'S big news about the 
White 9000 for the petro- 
leum industry! 

There are tremendous pay- 
load opportunities made to 
order for today’s needs for 
extra earning power. . 
extra profit. 

Here’s a typical example of 
what truck operators can do 
with this new dimension in 
truck earning power. 

Too, new chassis design... 
low operating cost... new 
power with the mighty 
Mustang series of engines... 
make this the year’s top value 
... top producer. 


See for yourself. 
FIND OUT HOW WHITE 
CAN HELP YOU! 


Get facts from your White 
Representative or write— 
today! 


FOR MORE THAN 55 YEARS 
THE GREATEST NAME 
IN TRUCKS 
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IT’S THE PAYLOaD 5 


i. Dimension 
Ont of Bum 
to Back of a 


*R 
Cady-for-the.- 
I 65 Ib. driver, 


TORV-OF-THe van, 


Engin 
g'neered fo, Standard Oil of Oni 
Maximum Payloads bi 


4,800 


ross Weight 38 000 
, ! 
67,480 Ib. ” 


" 
Gd with 82-galions 9asoline 


um 
Pumping System, regr fenders 


THE WHITE MOTOR COMPANY 


Cleveland 1, Ohio 








ELA-86 PA-RS-66 


Econ-Lite Open Island Lite 
Island Lite LSS 
a 
7 E Lee 


} i \| " 
A 








AR-6 Deluxe 








Area Lite 
a) ) Area Lite 
meu 4 Buta Dor 























26 RS Series 
Rapid Start 
Island Lite 








PB-640 
Pylon Lite 
With Decorative 
Base 





MANUFACTURED BY THE 


payy S& GOO VINE STREET 
CINCINNATI 16, OHIO 








Vhs 


HIGH PRESSURE ; LOW PRESSURE f 
OIL 
a a 


CHASSIS LUBE | GEAR LUBE 


iH 


eo 
MODEL DS-1330 


For use with hose reel units, air-operated 

Model DS-1330 unit, located in lube storage room, 
will accommodate either 100 tb. or 120 Ib. grease 
drums, Lubricants are pumped to hose reel 

units through easily installed 

piping arrangements. 


‘ 


i 


a 
J enue 


Air-operated portable Portable Air-operated portable 
high pressure oil drain low pressure 
chassis lube unit gear lube unit LOW HIGH 


PRESSURE @# PRESSURE 
PUMP PUMP 


: Now / 

Powertul | 

ad 
U.S. LUBRICATING PUMPS 

Increased pump ratios insure positive action with 
uninterrupted flow of lubricant. Equipped with 
trouble-free one-piece air pistons. Cylinder 
walls are hard chromed 
and polished. 


HOSE REELS and LUBE UNITS 
to fit any plan 


UNITED STATES AIR COMPRESSOR CoO. 
oie, @l OM al-ta's-leemy At a-salel> * (@ar-317-31- Vale more @)alre) 


AIR COMPRESSORS HYDRAULIC LIFTS LUBRICATING EQUIPMENT 


bi; 
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CAN YOU NAME THE YEAR? 


It was the year when President Theodore 


Roosevelt received the Nobel Peace Prize . . . 
when San Francisco was almost completely 
destroyed by earthquake and fire . .. when Lee 
DeForest invented the vacuum tube amplifier 


making radio possible. 


Gulf Oil Corporation * Gulf Refining Company 


General Offices, Pittsburgh, Pa. 
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This particular year sticks in our memory 
since it marked the first time Gulf ever laid a 
pipe line. This was an 8-inch line that ex- 
tended from Port Arthur, Texas to Glenn 
Pool in Oklahoma—a distance of 413 miles. 


If you think the year was 1906—you’re right. 


Today there are about 163,800 miles of pipe 
line in the oil industry’s transportation sys- 
tem—enough to circle the globe six and one 
half times at the equator. That’s a good ex- 
ample of the remarkable progress the petro- 
leum business has made; progress which 
has contributed mightily to the growth of 
America. 


We at Gulf believe that the years ahead will 
continue to witness great developments in 
our industry with increasing benefit to every- 
body. 





More service stations 





NEW/ Full-View— MAINTENANCE FREE ! 
: Never needs painting, increases visibil- 
ee ity, assembled without welding, no struts 
CO RQ cance Bask Sy or trusses, new glazing method, 10% 
lighter than a wood door of equal size 
yet stronger! Priced less than other alu- 
minum doors! Only 20% more cost than 
ALUMINUM DOOR wood doors! Send for free folder with 


complete information on how this sen- 
sational new door can save you money. 


{ 
en ate 
1 HN {\[3 
Hain 
Te oe DS. Re & 






































COPYRIGHT 1956, 0.0.c 
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are equipped with 


TRADE MARK 


than all other brands combined! 


For 35 Years, This Famous Door Has Been the Standard of Quality! 


— Stutz, the Marmon and the Pierce-Arrow 
were “‘modern’”’ cars when The ‘““SOvERHEAD 
Door” made its first bow to the market. Ever 
since the need for service stations was recognized, 
station owners have turned to Overhead Door 


Corporation for doors strong enough to withstand 








constant opening and closing. And Overhead 
Door Corporation has responded by striving con- 
stantly to improve the performance and appearance 
of its service station doors—as demonstrated by 
the new Panoramic door—and to give these hard- 


working doors top priority in prompt service. 


y @ NEW Sweet’s catalog insert 
has separate spre ads for each door, and 
comp [ le speci frons one ach spread eee 


! Lt F ; , 
wrth traceable details dr azen to scale. 





OVERHEAD DOOR CORPORATION, Hartford City, Indiana 


MANUFACTURING DIVISIONS: 
Hillside, N. J. « Cortland, N. Y. « Oklahoma City, Okla. « Nashua, N. H. « Lewistown, Pa. « Dallas, Tex. « Portland, Ore. 
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Business grows where the Red a 


-cececd ¢ 


You can find extra profit under 


the hood of every car with 
America’s first 


tai rep re iol. Gf ee 2. Minn. 


. A. Bowles, 1137 Wilshire Boulevard 
ifornia 


CONTACT THE CONOCO MANAGER crow 20 vc tents 


IN THE CONTINENTAL OIL 8 Sey at et 
COMPANY OFFICE NEAREST YOU. . §. Dulaney, 203 Carondelet Building 





New Conoco Super Motor Oi 
louble-duty motor oil. 


U. McBirney, 125 N.W. Park Avenue 
O. Box 795, Oklahoma City, Oklahoma 
L. 


McCulley, 117 Trumbull Avenue, S.E. 
.O. Box 1342, Albuquerque, New Mexico 


W. E. McCullough, 1710 Fair Building 
Ft. Worth, Texas 


M. T. Swanson, 1755 Glenarm Place 
Denver, Colorado 


Warner Tyler, 1301 W. Belden Avenue 
Chicago, Illinois 


K. R. White, 836 Stuart Building 
P.O. Box 393, Lincoln 1, Nebraska 


H 
P 
J. 
P 


J. G. Willis, 2065 Union Ave., Memphis, Tenn. 
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Want specific information on: 


[_] Planning your own advertising? fs as 2 
[_] Se/ecting a number-two man? , et 
(_] Getting the most from your men? 


Al 


Check one or more of these blanks and send to 
Continental Oil Company, Dept. AD, Box 2197, 
Houston, Texas. A qualified Conoco representative will help 
you get the most out of the free, factual booklet you request. 


Name 





Street. 











“NASCAR races prove 
ads tell 13 million car 


Champions spark 96% of all winning stock 
cars, including Ford, GM, Chrysler products. 


[t's a record that will convince owners of 


every make to switch to Champions! 


What does Champion’s December con- 
sumer advertising—bringing Champion’s 
outstanding racing-victory record to 13 
million car owners—mean to you as a 
dealer? 


For one thing, it means that more and 
more of your customers, regardless of 
the make of car they drive, will want 
Champions when they buy spark plugs. 
They buy new plugs to get better per- 
formance—and they want the best per- 
formance they can get. That means they 
want the plugs that are best for their cars. 
And this racing story will prove to them 
—whatever make of car they drive—that 
the best plugs are Champions! 





It also means that you will be able to 
reduce the shelf space and working capital 
that you have tied up in various brands of 
plugs. You can recommend and sell 


Champions to all your customers, with 
the complete confidence that comes from 
knowing Champions deliver top perform- 
ance in all makes. 


Feature Champion Spark Plugs—for 
more satisfied customers, faster turnover, 
and a bigger net profit. You’ll find your 
most profitable single TBA item can be 
Champions, America’s favorite spark plugs. 


America’s favorite — 5-rib 


} f° -< 
iL | ; 


SPARK PLUGS 


CHAMPION SPARK PLUG COMPANY, TOLEDO 1, OHIO 
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Champions best for all makes,’ 
owners during December 


Here is Champion’s NASCAR record* 
as it will appear in such leading 
publications as LIFE, POST, LOOK 
and COLLIER’S. 


11] Winners in 115 races Champion equipped 


GRAND 
CAR CONVERTIBLE | SHORTTRACK | NATIONAL TOTAL 





FORD 20 6 9 35 





CHEVROLET 9 18 2 29 





DODGE 





CHRYSLER 





MERCURY 





OLDSMOBILE 





BUICK 














*Races run from January | to September 3, 1956 
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Protect your product purity 


cat 


i n 


al 
as 
Sad 
aw 
i 
a 





with 





quality-controlled 








Now you can extend the results of 
your own exacting quality control 
measures right to your customer’s 
door. Quality controlled shipping in 
USS Steel Drums is the answer. 
HERE’S WHY: 

Both the inside and outside of every 
drum-body, head and bottom are 
completely descaled. Following this, 
all surfaces are purged with an 
alkali solution that removes every 
single trace of processing dirt and 
grease. The final step is to complete- 
ly cover all surfaces of the drum- 
body and both ends with a special 


USS 


phosphate solution that provides 
long-term protection from rust. 
These careful production steps add 
up to complete protection for your 
product — when your shipping is 
done in USS Steel Drums. 


Gre 
USS Steel Drums are available in 
sizes from 214 to 110 gallons . 
plain or decorated. One of our many 
sizes and shapes of fittings is sure to 
meet your specifications. 


“It’s Better to Ship in Steel” 
UNITED STATES STEEL PRODUCTS 


DIVISION 
UNITED STATES STEEL CORPORATION 
DEPT. 1116,30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Los Angeles and Alameda, Calif. * Port Arthur, Texas 
Chicago, Ill. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


STEEL 


NATIONAL PETROLEUM NEWS * November, 1956 






































ad 


MODEL 97 Special, 
3500 Gallon 

2 compartment 
Truck Tank, 2” 
pumping equipment, 
175’ of 1%” hose, 
65 GPM at nozzle, 
mounted on 1955 
Diamond T 102” C-A. 
Cunningham Oil 
Co., Chicago. 
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just 
aS 
Simple... 


as Simon, the PIE* man can tell you... 

Progress truck tanks are always the best buy in all ways. 
Progress custom built tanks give you exactly 

what you need .. .no frills or extras. 


Built to your specifications in any capacity. 


MANUFACTURING COMPANY, INC. 
ARTHUR: ILLINOIS 


PROGRESS INDUSTRIAL ENGINEER 

























Schrader #4000 
Valve Cores 
The Core with 
the spring at- 
the-bottom that 
has always out- 
performed 
every other 
Core on the 


coh market. 


_ Schrader #880 Valve Caps 
The Valve Cap 
with the doubly 
reinforced seal 


that has no equal 
in the field. 


Peyee 


Pua hae) 


Schrader #5050A Tire Gauge 
The glove compartment 
gauge that tells your cus- 
tomers when to come back 
to you for air. 


It pays to let customers weiter 
you carry the best...the safest! 


Look over your shop. You give only the finest service—why Other Schrader Certified 
not tell your customers through displays that you carry the Air Service Products 


finest products? — 
To back up your quality tire service—display your quality 


tires and the Genuine Schrader Products that keep them 
going—safely! Caps, Cores that seal air in—Gauges that 
tell when air is needed. 

This adds up to profitable “plus business’—and proves 
your service stands for quality in every way. All your busi- 
ness benefits when you use and display Schrader Products. 
Order from your supplier today! 





























A. SCHRADER’S SON 
Division of Scovill Manufacturing Company, Incorporated 


® 470 Vanderbilt Avenue, Brooklyn 38, N. Y. 
Schrader FIRST NAME IN THE SAFEST TIRE VALVES 


FOR ORIGINAL EQUIPMENT AND REPLACEMENT 





ESTABLISHED IN 1844 
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Build repeat business with the team 
that wins satisfied customers. Sell 
them the great combination that gives 
top road performance and greater 
gasoline mileage. Sell them clean-burning 
“FLYING A” ETHYL gasoline and 
VEEDOL 10-30 MOTOR OIL—the oil that 
curbs power-robbing pre-ignition. It’s the sure 
way to go farther, faster in your drive for business! 


ete 


‘Tnewarer Oi Company 


FORMERLY TIDE WATER ASSOCIATED Ol COMPANY 


SAN FRANCISCO * HOUSTON * TULSA + NEW YORK 
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one of the petroleum industry’s biggest headaches 


+ « « complaint of contaminated aviation fuel even though rigid checks prove 


fuel to be contaminate-free when it leaves the refinery. 


modern filter research has found the answer 


« « » and that answer is bulk filtration with Purolator MICRONIC* filters right at the 
point of delivery. Purolator’s modern research and engineering laboratories 


have developed the world’s finest airport bulk filtration equipment. And, along 
with it, they have developed valuable ideas for using this equipment to 
guarantee your customer relations. For details, write Purolator Products, Inc., 
Front and Linden Sts., Allentown, Pa. Dept. B2-111. *Registered Trade Mark 


TYPICAL INSTALLATIONS 


AT AIRPORT FUELING RACK IN SIDE COMPARTMENT OF AVIATION FUELING TRAILER 
(ten PAG-300 MICRONIC Filters) (two PAG-150 MICRONIC Filters) 


FILTRATION FOR EVERY KNOWN FLUID 


PURQOLATOR 


PRODUCTS, INC. 


Rahway, New Jersey and Toronto, Ontario, Canada 
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Rockwell-Nordstrom cylinder operated valves and Rockwell Rotocycle meters 
. .. the ideal combination for positive flow control and accurate measurement. 


How to pay less for safety 


The unmatched safety of Rockwell-Nord- 
strom valves has been proved in thousands 
of petroleum marketing installations. Yet 
they cost no more to buy, often less, than 
ordinary valves... and they save you money 
year after year. ; 

In Rockwell-Nordstrom valves, a double 
seal of pressurized plastic lubricant around 
the seat ports stops leakage of even lightest 
volatiles. And each valve is seat tested 
against leakage at 11% times the working 
pressure ... a safety margin you can’t buy 
in other valves! 


Lubrication benefits, though, don’t stop 
at safety and reliability. Lubrication is also 
preventive maintenance for longer valve life 
at lower cost. 

Rockwell-Nordstrom valves are available 
in sizes to 30’ and in API ratings to 10,000 
lb. for every marketing need. For complete 
information, see your supplier or write Rock- 
well Manufacturing Company, Pittsburgh 
8, Pennsylvania. 


Canadian Valve Licensee: Peacock Brothers 
Limited. 


ROCKWELL-Nordstrom VALVES 


Lubricant Sealed For Positive Shut-Off 
40th YEAR of lubricated pl 
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The line-up of refiners who use Crown as a source of supply for motor oil 
cans reads like a ‘““Who’s Who” of the Petroleum Industry. Crown is proud of this 
opportunity to share in the success of one of the world’s great Industries . . . and 
strives to merit continued confidence not only with fine-quality, always-dependable 
cans, but also with a wide variety of “plus-Services” which are extremely important 
to the refiner in many phases of his operation: 


Steadily expanding production facilities; deliveries when and where you want them. 


Lithography un-matched for excellence; can designs reproduced more faithfully, more 
brilliantly, and in greater detail than ever before possible. 


Engineering department that can work with the can-buyer as a member of his own organiza- 
tion. Ask about the money-saving innovations in motor oil can-filling recently introduced 
by Crown. 


WHATEVER YOUR INDUSTRY — WHATEVER YOUR PRODUCT— 
IT WILL PAY YOU TO TALK TO CROWN 
ABOUT CANS AND SERVICES. 


Send for Free Descriptive Booklet on Crown 
Art Design and Lithography. XO) YAY Ad 


‘Big Enough to Serve You . . . Small Enough to Know You" 
is CROWN CORK & SEAL COMPANY, INC. 


PHILADELPHIA * CHICAGO « ORLANDO « BARTOW «¢ BIRMINGHAM ¢ BALTIMORE «© NEW YORK ¢ BOSTON «+ ST. LOUIS * SAN FRANCISCO 
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UNRESTRICTED FLOW 


PHILADELPHIA HOSE REELS 


mean 
fast 
deliveries 





ive time at the delivery point, and 
you save money.” That is the con- 
sensus of tank docks operators every- 
where, and it is one of the many ad- 
vantages of Philadelphia Hose Reels. 





Self Aligning Ball Bearing Ball Bearings 
Seal 


Pipe 








-—— Spokes for Drum—- 
SECTION THROUGH REEL 














Unrestricted passageway is clearly 
of the 
spindle and seal. Note the long radius 


shown on the sectional view 


curvature of the elbow, free from re- 
striction. A self-tightening Neoprene 
seal is used. It is tight at high or low 
pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings for the 
spindle are outside the passageway 
and not in contact with the fluid. 
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The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 
full flow means faster delivery—without 
changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 
iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 
used on each reel. This means the reel 


2497 ONTARIO 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher. Quantity produc- 
tion of standard parts, plus many 
years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives— 
electric, air or hydraulic. Under- 
writers’ approved explosionproof 
motors when required (any voltage). 


Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


STREET, 


PHILADELPHIA 3g 


Manufacturers of Reels & Valves since 1922 


Pacific Coast Distributors: 
Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, California 


Howard Supply Co., 5125 Santa Fe Avenue, Los Angeles 11, 


California 
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BIG THINGS ARE IN THE AIR 


Things are really humming at D-X Sunray 
— America’s newest major oil company! 


Humming here at Tulsa, where great new 
products are in the “works,” with more on 
the way. Humming at our big and growing 
refineries, where output is stepped up again 
and again. Humming out in the field, where 
we’re pushing into new territories, spread- 
ing out in more and more markets, opening 
the finest service stations found anywhere. 


D-X Sunray growth is the talk of the in- 
dustry. And right now we are looking for 
jobbers who want to grow, prosper and 
build for a future — along with us. If you’d 
like to be one of them— if you’d like to go 
places with a company that will support you 
with the finest of products, advertising and 
merchandising — get in touch with us now. 
Write to N. B. Ingram, General Sales Man- 
ager, Box 381, Tulsa 2, Oklahoma. 


D-X SUNRAY OIL COMPANY (Subsidiary) 


SUNRAY MID-CONTINENT OIL COMPANY 
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Why be tied up 


Dunlop offers service stations the 
simple, sense-making answer to the 
tire inventory problem. It’s saving serv- 
ice station operators plenty of money 
and aspirin. 

Here’s how it works:— 

First, you need stock only enough 
sizes and types to take care of the 
normal demands of your customers. 


in Tires... 


This frees your cash for other uses. 

When there’s a rush of tire business 
or a sudden demand for particular 
types, you call on your nearby Dunlop 
warehouse for quick delivery, and get it! 

It’s as simple as that because the 
Dunlop fis: wi near you (like all 
of the others in the nation-wide net- 
work) is set up to service you quickly. 


It carries the complete Dunlop line 
for passenger cars, trucks, farm equip- 
ment, motorcycles...even for imported 
sports cars...as well as a complete line 
of dry-charged batteries. 

It will pay you to talk with the 
Dunlop man. He can give you straight 
facts on all the extra advantages of the 
Dunlop petroleum marketer program. 


t's worth more to you to Sell DUNLOP 


DUNLOP TIRE AND RUBBER coRPORATION, 6./fa/o, New York... Founders of The Pneumatic Tire Industry 
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Always insist on Thermoid Hose 


Whatever the job you have for = 
hose, make Thermoid your choice. : 
It wears better... lasts longer. 

Thermoid Company, Trenton, N. J. 
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REO AA SERIES 


with Cummins 175 h.p. 
__ JT-6B Turbodiesel 


Now Reo brings you Cummins 175 h.p. diesel 
power in the world’s toughest trucks. You get all 
the famous rugged Reo engineering features 
for smooth, trouble-free performance in a choice 
of two highly-maneuverable, easy-handling 
trucks. Both with roomy, conventional cabs 
designed for driver comfort. 


Tandem and single axles available in a wide 
choice of wheelbases for both trucks and trac- 
tors. Models up to 48,000 pounds GVW or 


62,000 pounds GCW for on or off highway use. 


Reo ‘‘A”’ and ‘‘F” series models also available 
with gas or LPG Gold Comet engines backed 
by 100,000 mile or 1 year warranty. All have 
modern short-stroke, wet-sleeve design. V-8’s 
and 6’s from 100 to 220 h.p. 


Coming soon—-200, 250 and 300 h.p. Cummins 
Turbodiesels in Reo’s new Super-V 63 C.O.E. 
See your Reo Branch or Distributor today! 
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Turbo ye 


REO F SERIES. 


with Cummins 175 h.p. 
JT-6B Turbodiesel 


REO MOTORS, INC. 
LANSING 20, MICHIGAN 


Subsidiary of BOHN Aluminum and Brass Corporation 


RUSH INFORMATION 

oO tay Series NAME = 

0 ‘F Series EE I 

(CO Super-¥63 (COE) sini 

Co Gold Comet "6" ssineaabaes ach aareamnin aaa makati meinen 
CO Gold Comet ''V-8"" ADDRESS. 


WORLD'S TOUGHEST TRUCK O Gas 2 LPG ee a 


November, 1596 * NATIONAL PETROLEUM NEWS 





Tri-Sure Closures make these 
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ESINS developed by American Cyanamid Company that make 
textiles wrinkle-resistant, spot-resistant and water-repellent 
are ranked high in the creative contributions of modern chemistry. 


These Cyanamid resins must not only adhere to exacting quality 
control, but their purity must be safeguarded from plant to con- 
sumer. Tri-Sure* Closures provide such safeguards. 


When quality protection must supplement quality production Tri- 
Sure Closures are essential—and this is proven by American 
Cyanamid and other companies in the vanguard of chemical and 
petroleum progress. 


Solve your closure problem—give your products security from 
*The “Tri-Sure” Trademark is a mark leakage, tampering and contamination—by specifying Tri-Sure 
of reliability backed by over 35 years Closures on every drum order. 
serving industry. It tells your cus- 
tomers that genuine Tri-Sure Flanges - -_ ' 
(inserted with genuine Tri-Sure The Sign ofa iL... mata Perfect Seal 
dies), Plugs and Seals have been used. : 2 


a oe AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
“NS } F ag: Pee CHICAGO, ILL. - NILES, OHIO - LINDEN, N. J. 
URE ay WORLD’O ER Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
ie Tri-Sure S/A Industria e Comércio, Sao Paulo, Brazil 
ve Va \ fo y American Flange & Manufacturing Co. Inc., Villawood, N.S.W., Australia 
: 2 


} 
NG a y: B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 


Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S.W. 1, London, England 
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Ahead of the News 


Rumblings in Washington—Look for a big fuss next 
year on tax matters directly involving the oil industry: 
Democrats will press for action in the next Congress on 
what they call “unintended benefits” of the big rewrite 
of the tax laws passed in 1954. Among the provisions is 
one that permits owners of oil properties to qualify for 
the lower capital gains tax rate by selling rights to their 
producing property for a specified length of time. Other 
areas to be investigated include tax treatment of coopera- 
tives, repeal of tax relief on income from dividends, and 
depletion allowances. 


Minimum Wage for New Dealers?—One major com- 
pany will soon start testing ways to guarantee a subsistence 
income for new dealers until they get their stations going 
well enough to be really in business for themselves. There 
are plenty of hurdles before the company makes a deci- 
sion; among them are the antitrust question and the possi- 
ble illegality of running company-operated stations in 
states where gasoline is fair-traded. The major hopes for 
experimental results in three or four months. 


Unifying Marketers—Look for the appearance of a 
group, representing all segments of marketing, that will 
try to thrash out the divergent viewpoints now causing 
dissension. The degree of dissension has caused many 
marketing leaders to fear that Washington investigators 
may be drawn in on problems that could be solved within 
the industry. The group would embrace not only major 
company and jobber representatives, but commission 
agents, dealers and low-price independents. The API is 
not now empowered to deal with such matters. So the 
only means of unifying marketing segments would be 
through the organization of interested segments. 


High Compression Going Higher—Although com- 
pression ratios of 12:1 have long been the goal of auto 
makers, it looks as if 15:1 may be possible within the next 
few years. One Big Three company has in the works a 
radically new version of a piston engine with a six-inch 
bore and only a one-inch stroke, designed to hit the 15:1 
level. That would make it a good candidate to hold off 
gas turbines a few more years. 


Private Brand Growth—Ballooning gasoline volume 
of low-price independents and other private-brand opera- 
tors is worrying many branded jobbers, causing some to 
wonder whether they should be getting into that business 
too. In some areas, distributors consider this situation more 
of a problem than the commercial discount and jobber 
margin issues. In Durham, N. C., private brand operators 
have grabbed a substantial chunk of the market; in Greater 
Des Moines, they reportedly have captured about 30% 
of it, compared with 9% three years ago. In Los Angeles 
Basin, large-volume multipumps are springing up again. 
There is widespread feeling that a trend has set in and 
will grow. 
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Unionized Equipment Shops?—Some marketers be- 
lieve Oil, Chemical and Atomic Workers Union may be 
starting a national campaign to organize employes of oil 
equipment jobbers. First reported attempt is in Detroit, 
at the Amco Corp. division office. The division office has 
about 12 employes. Union won’t comment on the scope 
of the situation, simply says it’s always interested in or- 
ganizing anyone. 


Highway Probe Looms—A complete investigation of 
the new multi-billion-dollar highway building program is 
a sure thing in Congress next session. Key congressmen in 
both parties will want to be brought up-to-date on (1) 
whether the states and the Bureau of Public Roads are 
getting construction going on schedule (2) what problems 
the administrators of the program now see, having had 
several months to work on the huge program voted this 
year. Such a review could cover provisions on limited ac- 
cess, the problem of diverting superhighways around towns 
that want the routes to stay right where they are, and the 
requirement that motorists using the highways “receive the 
benefits of free competition” in purchasing gasoline and 
other supplies. 


New Cars Get the Air—A tip-off on things to come in 
the automotive suspension field is the projected introduc- 
tion later this year of a luxury model car with air-springs. 
Add to this the news that Firestone Tire & Rubber Co. 
plans immediate construction of a new plant to increase 
its output of rubber air springs for passenger cars. It’s 
expected to go into volume production in July, 1957. 


When It’s Time to Retire—aAt least six major suppliers 
are reportedly conducting studies to find an inexpensive 
retirement program for their commission agents. The ex- 
pense of present programs if adapted for agents has been 
the big stumbling block. Outcome of the studies is un- 
certain, but at least one major has asked insurance com- 
panies to help it work out a program. 


FTC Hearings Hit the Road—Federal Trade Commis- 
sion will go to the grass roots in its current TBA “over- 
ride commission” hearings against three majors and three 
rubber companies. All the cases will open in Washington, 
then move out to various cities around the country for 
field hearings—mostly for testimony from service station 
operators and competing TBA sellers. Under present 
schedules, the Goodrich-Texas Co. case will move outside 
Washington in January. The Goodyear-Atlantic case 
opened with a week of hearings in Washington during 
October; the Firestone-Shell case will open in Washington 
in December. Hearings are expected to drag on for many 
months before any solid conclusions are established. 


More Ahead of the News 


83 





Ahead of the News 





Automatic Nozzle Approvals?—Now that Ohio has 
become the first state to officially approve automatic shut- 
off nozzles with hold-open latches, operating men are hope- 
ful of favorable action on several fronts. The Code Com- 
mittee of the National Fire Protection Assn. is expected to 
review the nozzle question at its meeting this month; and 
a basis for Underwriters Laboratories approval is being 
explored. 


New Uses for Plastics—Plastics will be increasingly 
used in combination with other materials in packaging 
and signs, according to a leading industrial designer. 
The joint use of plastics and other materials represents 
a “virtually untapped potential,” Peter Schladermundt 
told the New England section of the Society of the Plastics 
Industry recently. (For more on the importance of plas- 
tics to the oil industry, see page 90). 


Independent Goes Three Grades—American Petro- 
leum Co., marketing under the Cavalier brand, plans to 
market a super-premium gasoline at some of its Michigan 
stations. American is busy looking for a supplier, but its 
newest $65,000 station in Howell, Mich., is already 
equipped for three grades. The company (unconnected 
with American Oil Co.) plans to build more such stations. 


Clark Plans New Growth—All signs point to expan- 
‘sion of central Illinois market activities by Clark Oil & 
Refining Co., Midwest independent. Company has just 
opened a 120,000-bbI river terminal nine miles south of 
Peoria, Ill. New storage facilities bring total capacity of 
Clark properties to 597,000 bbl. President Emory Clark 
says his company expects to spend even more money this 
year, will probably increase number of service stations 
{397) in Midwest. 


Railroad Savings for Shippers—Oil companies will 
get back an estimated $20-million more each year in 
‘mileage allowances, thanks to a 1¢ per mile increase effec- 
itive Nov. 1. The hike, from 3¢ to 4¢, covers some 122,000 
ttanks cars used annually. Railroads grant mileage allow- 
-ances to shippers using their own (or leased) tank cars, 
to offset the cost of owning and operating the cars plus a 
6% profit. It’s paid on both loaded and empty mileage. 
Shippers had asked railroads for the increase on the grounds 
of higher ownership costs. 


.. +» But Rates May Rise—Oil shippers may get railroad 
freight rate increases next year, although not before, 
according to Interstate Commerce Commission. Eastern 
and Western Railroads are asking the ICC for permission 
‘to hike rates by 15%; so far Southern lines have not asked 
for an increase, but are expected to join with the other 
roads when hearings on the matter start next January. 
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Antifreeze Goes South—Service stations in the deep 
South will soon find a growing market for permanent anti- 
freeze, thanks to the increase in air-conditioned cars. Six 
auto manufacturers have combined air-conditioning and 
heating systems so the coolant for both is tied in with 
the car radiator. These systems must have antifreeze at all 
times; otherwise, during hot weather when cooling demand 
is high, the system may freeze up. Antifreeze will be 
needed for protection against temperatures ranging from 
15 below zero to 20 above zero—manufacturers’ estimates 
vary. But because it is easier just to leave the winter anti- 
freeze level in all year around, most car Owners are ex- 
pected to follow that course. 


Service Easier—The dash pad over the instrument panel 
in the 1957 Buick will be removable, enabling repair men 
to work from above on panel instruments. This will elim- 
inate the headstand acrobatics now required for replacing 
burned-out fuses, checking shorts, and so on. Oldsmobile 
will also pull a switch, by introducing printed circuit wiring 
and printed circuit radio. 


PMAT Solid Again—Petroleum Marketers Assn. of 
Texas, a consignee group, expects to enter 1957 in good 
financial shape, now that over 300 members are paid up 
on their dues. PMAT went broke earlier this year, had to 
cut off all employes and the association’s monthly publica- 
tion. 


Going Underground—Union Oil Co. of California may 
be pioneering a move to underground storage at bulk 
plants. The company has put in underground tanks at two 
new plants and several modernized ones, finds the job can 
be done as cheaply as with standard vertical tanks if 
conditions are right. The subsurface storage gives the plants 
an uncluttered appearance and more yard space. 


Gains for Fuel Injection—At least two of the Big 
Three auto makers plan fuel injection systems in some 
1957 models. General Motors has already announced 
availability of ram jet system in Chevrolet Corvette and 
other lines (See page 141). A second auto maker is re- 
ported almost ready to put fuel injection system into pro- 
duction. Manufacturer says first reports show the new 
system is cheaper to produce, has better fuel economy 
than conventional carburetors. Only one kink—faulty fuel 
pump—remains to be ironed out before OK is given. 
Approval is expected in time for inclusion in later 1957 
models. 


Two Routes for Jobber?—A Pennsylvania major-brand 
jobber may market a private-brand gasoline as well—but 
it will be a premium grade. He’s testing public acceptance 
of the one-grade idea, operating a station in what he calls 
the worst possible location (it can’t be seen far enough 
in advance by motorists). 


NATIONAL PETROLEUM NEWS * November, 1956 





Petroleum Indicators 


MILLION . 
BARRELS YEAR AGO 





NPN PRICE AVERAGES* 
Refinery/ Terminal 


(¢ per gal.) 
Oct. Sept. Oct. 
1956** 1956 1955 








GASOLINE Gasoline 


(regular) 12.0 12.0 11.81 
Kerosine 11.03 10.93 10.33 
Distillate 9.38 9.31 8.87 
Residual 5.26 5.26 4.79 
DISTILLATE 4 principal 

products 9.54 9.52 9.19 
Lube oil 22.86 22.86 19.07 
See eee ee “ RESIDUAL Crude at 

won e* 9 Seen cee Sen well ($ 
per bbl.) 2.84 2.84 2.83 
TRS, ae a “Weighted average price, prin- 
**Through Oct. 5. 























MONTHLY PETROLEUM STATISTICS 


Primary stock (Last Day) Oct. 1956* Sept. 1956 Oct. 1955 
Finished and unfinished gasoline (thous. bbl.) 176,000 175,086 153,103 
Distillate fuel oil (thous. bbl.) 151,805 + 150,777 152,288 
Kerosine (thous. bbl.) 33,243 33,653 
Residual fuel oil (thous. bbl.) 47,299 47,441 47,040 
Crude oil—B. of M. (thous. bbl.) 276,967 278,415 259,201 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) ete 7,697 8,030 7,465 
Foreign crude included (thous. bbl. daily) .. 1,044 1,039 814 
% of refinery capacity operated 89.9 93.7 89.3 


Refinery Output 
Gasoline (thous. bbl. daily) 3,931 
Kerosine (thous. bbl. daily) .. . . 333 
Distillate fuel oil (thous. bbl. daily) 1,818 
Residual fuel oil (thous. bbl. daily) 1,103 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


* Through Oct. 5. 
Source of Data: API Weekly Reports, except 1955, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month 


Exports of crude and refined products (thous. bbl.) 11,267 (July) 
Average station gasoline price, ex tax (¢ per gal.) 21.74 (Oct.) 
Gasoline consumption (million gal.) 5,263 (June) 
Service station permits (number) 842 (Mar.) 
Passenger cars—domestic shipments (thous.) 410 (Aug.) 
Trucks and buses—domestic shipments (thous.) ... 69 (Aug.) 
Automoive replacement tire shipments (thous.) . . . 6,178 (Aug.) 
Replacement battery shipments (thous.) 2,123 (July) 
Oil burner shipments (thous.) See MA: 58 (July) 
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Supply and Demand 


Gasoline Stocks: a Long-Range Problem 


HE PRESENT high gasoline stocks 

in refiners’ hands are likely to 
present a problem of market stability 
in the coming months, when seasonal 
demand drops. At their current level 
they also emphasize the growing im- 
balance of supply and demand for the 
refiners’ two major products, gasoline 
and distillate fuel oils. 

U. S. gasoline inventories Sept. 28 
totaled 174,720,000 bbl.—23,454,000 
bbl. (15.5%) higher than Sept. 30, 
1955. Total gasoline demand at U. S. 
refineries this year has been about 5% 
greater than last year. Gasoline in- 
ventories Sept. 28 represented 45 days’ 
supply of estimated fourth quarter 
demand. Last year at this date they 
were 40 days’ supply of actual de- 
mand. 

Gasoline inventories normally start 
to build up toward the end of Septem- 
ber. If they grow the rest of this year 
at the same rate as in the last quarter 
of 1955, about 15,000,000 bbl. will be 
added to the Sept. 28th figure, bring- 
ing total stocks at the end of the year 
to 189,700,000 bbl., compared with 
the 165,400,000 bbl. at Dec. 31, 1955. 
An adequate inventory for Dec. 31 to 
meet winter demand is estimated at 
about 170,000,000 bbl. 

Runs to Stills Down — Currently, 
crude oil runs at refineries are being 
reduced and some companies have 
called attention to the high level of 
gasoline inventories in announcing 
reductions in their own runs. “In- 
dustry-wide reductions in refinery runs 
are clearly indicated,” stated one large 
oil company president, “in order to 
bring gasoline stocks into balance with 


domestic gasoline demand.” 

However, there’s an offsetting factor 
to this trend to cut runs to stills: cur- 
rent inventories of distillate fuel oils 
are just about at the level considered 
adequate for needs for the coming 
heating season, if normal temperatures 
prevail in the areas of large heating oil 
consumption. U. S. distillate fuel oil 
stocks Sept. 28 were 150,367,000 bbl., 
4.6% greater than the 143,722,000 
bbl. Sept. 30, 1955 (API data). Also, 
distributors’ inventories are believed 
to be lower than last fall. Consequent- 
ly, an early cold winter may bring a 
pull on refiners’ stocks of these oils, 
which would in turn lead to higher 
crude runs to stills and a greater rate 
of buildup in gasoline stocks. 

From a long-range point of view, 
some authorities believe the matter 
of achieving a better balance between 
gasoline stocks and demand can only 
be reached by an adjustment between 
refinery yields of gasoline and distillate 
fuel oils. The greater relative growth 
in distillate fuel oil demand in recent 
years, as compared with gasoline, is 
changing the ratio of demand for 
these products to the total product 
demand, but the change is not fully 
reflected in plant yields. 

Total gasoline demand has increased 
from 1,019,011,000 bbl. in 1950 to 
1,356,051,000 bbl. in 1955, a gain of 
337,040,000 bbl., or 33%. Distillate 
fuel oil demand gained from 407,538,- 
000 bbl. in 1950 to 605,776,000 bbl. 
in 1955, an increase of 198,238,000 
bbl., or over 48%. For nine months of 
1956, gasoline demand has gained at 
the rate of about 5% while total de- 


U. S. Refinery Gasoline Stocks 


(cece bbi., API Data) 


Sept. 28 
1956 


77,548 


Total East of California .. 153,709 
California 21,011 
Boe, ieee 174,720 


Sept. 30 % 
1955 Change Change 


34,548 +8,556 +24.8 
29,336 +3,721 +12.7 
63,884 +12,277 +19.2 
6,500 +1,054 +16.2 
30,373 +4,230 +13.9 
15,452 +-2,504 +16.2 
15,037 +2,398 +15.9 
67,362 +10,186 +15.1 
131,246 +22,463 +17.1 
20,020 +991 +5.0 


151,266 +23,454 +15.5 





7 Millions of bbl end of month 


1956 GASOLINE STOCKS ARE 
MISSING THE TARGETS 
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mand for distillate fuel oil gained 
10%. 

Changing Ratio—Thus, while the 
rate of growth in demand for gasoline 
is smaller than that for distillate fuel 
oil, the proportion taken from the 
barrel of crude to make gasoline has 
become larger, from around 42.4% in 
1952 to 43.9% in 1955. The addition- 
al output of gasoline from crude proc- 
essed has helped to build the top- 
heavy stock level. The yield of 
distillate fuel oil has increased from 
20% in 1951 to 22% in 1955, about 
in line with the rate of gain in de- 
mand for this product compared with 
total product demand. Reducing crude 
runs to relieve gasoline stocks would 
materially alter distillate fuel output. 

Gasoline stocks at refineries east of 
California on Sept. 28 were 153,709,- 
000 bbl., an increase of 22,463,000 
bbl. (17.1%) from Sept. 30, 1955. 
(See accompanying table.) Largest 
surplus over last year is in the East 
Coast refining district, where inven- 
tories Sept. 28 of 43,104,000 bbl. 
were 8,556,000 bbl. (24.8%) larger 
than the year before. Stocks in the 
Gulf Coast district were 12.7% larger, 
making the total for the East and Gulf 
Coast districts combined 19.2% larger. 

In the inland refining districts, gaso-~ 
line inventories Sept. 28 were 77,548,- 
000 bbi., over 10,000,000 bbl. 
(15.1%) larger than the year before. 
In California, stocks of 21,011,000 
bbl. Sept. 28 were 991,000 bbl. (5%) 
larger than the year before. » 
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Use this faster way 


to make safe deliveries 
to underground tanks 


EVER-TITE 


97 Twisting Cap 


97 Locking Cap 
Can be padilocked 


97 Adapter 


No. 97 
Ever-Tite 
Fill Cap 


"99" Coupler 
with Sight Gauge 


‘ou can get faster, safer tight-fill deliveries to 

underground storage tanks by using the Ever- 
Tite No. 99 Coupler with full 3” I.D.—a coupler 
that is so adaptable that it meets every tight-fill 
delivery requirement, and can be used with a 
manhole as small as 614” in diameter. 
An outstanding safety feature is the specially 
designed sight gauge which shows from every 
angle that delivery has been completed—a valu- 
able safeguard against loss of product. Coupler 
is made with male or female threads or adapter 
for standard Ever-Tite Coupler as shown. 


Easy To Use 

This 3” Ever-Tite “99” Coupler is used with 
any of the Ever-Tite “97” Adapters pictured 
below, which also are full 3” I.D. in 3” and 
larger sizes. Until No. 97 Adapters have been 
installed on fill pipes, loose fill down spouts 
with brass tubes, pictured below, are available 
for use with the same 3” No. 99 Coupler. 
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To operate, just push the coupler onto the 
adapter and press down the push rod which 
locks the coupler tightly to the fill. After deliv- 
ery, just raise the push rod, remove the coupler, 
and replace the water-tight cap. The push rod 
can also be used as a carrying handle. The same 
operation applies to down-spout units. 


Reduces Operating Costs 
The Ever-Tite No. 99 Coupler is made of high 
tensile aluminum, with bronze push rod and 
cams. Extremely light, yet rugged and sturdy— 
your assurance of long, trouble-free service. 
Ask your distributor now, or write for full 
information. 


*The Ever-Tite Trademark is a hallmark of dependability in fittings 
for the petroleum industry—proved by 17 years of pre-eminence. 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 


Sa os oo 


3” 1.P.T. 2%" LP.T. 2” LP.T. 
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Sinclair Extra Duty Triple X Multi-Grade Motor Oil 
can Trouble-Proof Engines for 100,000 Miles 


NEW MOTOR OIL MEANS NEW BUSINESS 
FOR SINCLAIR DEALERS 
















Sinclair Dealers can get more new customers because Sinclair 
helps keep them constantly ahead with new products. 


One of the latest is new Sinclair Extra Duty Triple X Multi-Grade 
Motor Oil. This great new motor oil can trouble-proof engines for 
100,000 miles. That’s the kind of consumer advantage that increases traffic 
into Sinclair Dealer stations. 


And Sinclair is telling millions of motorists about this new motor oil with 
full-page ads in Life, and other national magazines. Telling them in hundreds 
of new Sinclair Power-X Gasoline newspaper ads too! Plus radio and eye- 
catching point-of-sale material. 


Right now is the time for you to switch to Sinclair and enjoy the profitable 
advantages available to you as a Sinclair Dealer. 


See your Sinclair Representative or write Sinclair Refining Company, 
600 Fifth Avenue, New York 20, N. Y. Ask, too, about the Sinclair TBA 
franchise, featuring Goodyear, the greatest name in rubber. 


‘‘leads the industry in dealer assistance”’ 
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Need for Clarification 


WEN ARE competitive price allowances lawful and when aren’t they? That 
issue in the complex realm of gasoline pricing has come up again, this 
time with the filing of complaints against Pure Oil and Sun Oil by the Federal 
Trade Commission. The two majors have been charged with price fixing and price 
discrimination in the Deep South. Both have flatly denied the charges. 

There seems to be no specific answer at present. What’s more, the difficulty of 
trying to determine an answer is causing confusion in retail marketing. One reason 
for the uncertainty is the absence of a definition of “a competitive marketing area”, 
an essential factor in determining violations. Also contributing to the uncertainty 
is the difficulty of understanding FTC’s interpretation of the law, because FTC 
policy has not really been clarified yet. 

Indications are that FTC is still in the process of evolving policy. Since com- 
plaints against some major marketers have been issued and it’s likely that others 
may be issued, FTC presumably has benchmarks of its own to determine its action. 

Because policy interpretation is difficult, the attendant confusion can be an 
impediment in marketing. It is to be hoped that a lucid clarification of policy and 
interpretation will be rendered. 


Here to Stay 


E IS APPARENT now that the National Association of Oil Equipment Jobbers 
is a solidly established organization. 

The five-year old trade association held its annual meeting at Pittsburgh the 
other day; and there were several signs of NAOEJ’s well-being. The meeting 
was the biggest assembly ever of oil equipment jobbers. Membership is at an 
all-time high—112 out of a potential of about 325. The trade show was the 
biggest yet and reflected good support from manufacturers. The program aroused 
brisk discussions over problems bothering those businessmen. 

The problems, incidentally, are similar to those of another prominent segment 
of the oil marketing industry—the oil products jobbers, who have a parallel 
organization, the National Oil Jobbers Council. Principal problems included direct 
marketing by suppliers, profit margins and overlapping distribution. 

The two groups have no common bonds, though. In fact, individual members 
are scarcely aware of the other organization. 

Although NAOEJ didn’t hit on any solutions, it stimulated some new thinking 
(See report on NAOEJ meeting, page 149). The prevailing opinion seemed to be 
that the frank criticisms and sparkling exchange of views would give the associa- 
tion much sustenance. 

Behind the push that got NAOEJ through difficult early years and seems to 
have it moving with sureness are the tenacity of the leaders and the able manage- 
ment of Howard Upton, executive secretary. 
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Uneducated guesses are fading from the design picture 


These new trends are appearing in sign programs... 


@ Design experts are calling the shots in brand-mark 
creation; market researchers are checking effects 


@ Companies are beginning to use a single brand-mark 
on packages, buildings and trucks, as well as signs 


@ The result is sharper merchandising through better 
consumer recognition of brands and products 


NEW DESIGN FEVER is hitting oil 
marketers. Half a dozen majors are 
modifying time-honored brand identi- 
fication marks (see pictures). Several 
others are saying that the time has 
come for a change. 

Socony Mobil Oil Co.’s sharp new 
sign is going up gradually on stations, 
bulk plants, terminals, and_ trucks. 
Sinclair Refining Co. is completing 
field tests of a proposed new sign at 
Macon, Ga., Ft. Wayne, and Salt Lake 
City. (The Sinclair sign shown above 
has not been finally approved by 
marketing officials.) 

Cities Service Oil Co. and Shell Oil 
Co. are testing new signs at key retail 
outlets. 

Tidewater Oil Co. and Standard Oil 
Co. of California are both coming out 
of the West with company-wide identi- 
fication marks. 

What does it add up to? Alert 
marketers want brand marks to do the 
best job possible. They are seeking 
the sharp, simple lines often referred 


By RICHARD C. SCHROEDER 
NPN Staff Writer 


to as “the professional look.” Some 
companies, of course, have had that 
look for a number of years and are 
standing pat in the design derby. 

Consumer research has sometimes 
shown popular confusion about prod- 
uct and company names. Both Sinclair 
and Socony began redesign efforts be- 
cause of what they call “an incredible 
mix-up” in the minds of customers. 

Design experts say instant recogni- 
tion of a brand is necessary for good 
merchandising. One designer lists five 
key points to brand identification: 

1. Impact—Single impression with 
immediate appeal; 

2. Legibility — Instant recognition 
and impression; 

3. Simplicity—Easy understanding; 

4. Distinction—Recall and remem- 
brance; 

5. Adaptability — Facile reproduc- 
tion in any size or media. 

Methods of Improvement—Follow- 
ing those principles, here’s what some 
companies have done to improve 
brand identification marks: 

e Elimination of conflicting or ob- 
scure elements in signs. 





Brand Identification Is Taking on 


In the old Socony sign, the flying 
red horse and the word “Mobilgas” 
competed for attention. The new sign 
reduces the size of the horse and 
builds up the simplified word “Mobil” 
in bigger and heavier letters. 

Sinclair’s station sign features the 
two letters H-C. The meaning of the 
relatively obscure symbol* has been 
lost to all but a few people in company 
management. The new test sign now 
features only the word Sinclair and 
three geometric symbols. 

e Use of larger, more readable 
letters. 

The Cities Service test sign removes 
the company name from inside the ex- 
panding circle. It appears in larger, 
easier-to-read letters, in a bar below 
the circle. 

e Sharpening of outlines. 

Ideally, designers strive for a con- 
trolled background upon which to 
mount the brand symbol. In some 
situations this may not be possible. 
Shell’s test sign has been given crisper, 
cleaner lines to assure recognition at 
greater distances. The color has been 
changed from orange to lemon yellow. 

e Creation of a single identity. 

Tidewater stations used to display 
one sign on the West Coast, another 
in the East. Now “Flying A Service” 
identifies all company stations from 
coast to coast. 

Standard Oil Co. of California’s 
addition of the chevron to the signs 
of Calso and other subsidiaries has the 
same “single identity” idea in mind. 





*The letters H-C do not, as many 
people believe, represent the first 
initials of founder Harry (F.) Sin- 
clair. They stand for “high com- 
pression,” a phrase applied to Sin- 
clair gasoline many years ago. 
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Observers guess that eventually the 
chevron will entirely replace the Calso 
sign and others. 

Designers are quick to point out 
that neither the principles nor the 
methods are new. Esso Standard Oil, 
for example, has used them for years. 
The red, white and blue oval is sharp 
and simple, easy to recognize and re- 
call. And unity of design has been an 
Esso feature almost from the begin- 
ning. The brand mark appears on all 
stations, packaging, letterheads, ads, 
and properties. 


Bring in the Experts 


Not all companies have been so 
consistent as Esso and a few others. 
To reach the plateau of excellence, 
more and more majors are turning to 
industrial design experts for help. 

Shell Oil retained Raymond Loewy 
Associates two years ago to aid with 
design problems. Sinclair, after con- 
sidering various design firms, settled 
on Donald Deskey Associates for their 
new sign program. 

The Mobil sign was designed by 
Peter Schladermundt Associates. The 
firm began its relationship with Socony 
a few years back by redesigning the 
case for a battery tester. 

Marketers also show a tendency to 
hire market research experts to eval- 
uate public attitudes and preferences 
and to test public reaction to the new 
designs. Recently, too, there has been 
an increase in the number of market 
research departments in majors. 

A Total Effort—Because of the 
complexity, few designers are content 
to take on a design modification as a 
one-shot deal. They ask for and get a 
relatively free hand in analyzing brand 
identification. Most designers contract 
to work on a yearly fee basis and then 





a Professional Look 


launch a full-scale barrage at all facets 
of identity. 

Common philosophy of designers 
seems to be this: a station sign doesn’t 
stand alone. It is part of a unified 
whole that ranges from point-of-pur- 
chase promotional material to bulk 
plants, terminals, and trucks. 

Once a company has been sold on 
an integrated program, the job is to 
produce a hard-hitting brand mark 
that can be reproduced on all prod- 
ucts and properties. 

Gulf Oil is extending its strong 
brand mark, the orange oval, to the 
flags and stacks of its tanker fleet. 
To achieve even sharper unity of 
design, Gulf will paint tanker hulls in 
the blue-gray of its newer stations. 

For some designers, the station 
sign is only the first in a series of 
point-of-purchase steps leading finally 
to the sale. For them, unity of design 
includes pump islands, merchandising 
displays and conceivably even station 
design itself. 

But for most marketers, unity of 
design means simply that a sharp 
brand identification symbol must make 
its appearance in all public contact. 
Conflicting identification in the sym- 
bol itself or in the different ways it is 
displayed is a bugaboo to be elimi- 
nated. 

When Schladermundt produced the 
Mobil sign, he made sure it could be 
reproduced on properties and trucks 
(see pages 92-93). A special reflecting 
paint will be used on Socony tank 
wagons. The effect will be a startling 
night-glow as headlights flash against 
the new sign. 

But the most ambitious unity of 
design project is Sinclair’s. The new 
brand identification, when finally ap- 
proved, will appear on all Sinclair 
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products, letterheads, advertising, 
transport _facilities—wherever _ the 
“image of Sinclair” meets the public 
eye. 


lt Costs Big Money 


Price is the big question for mar- 
keters in the mood to redesign. Esti- 
mates of total cost vary with the am- 
bition of the project. Most industrial 
designers are retained on a yearly fee 
basis. Single project fees are hard to 
determine. 

This much is true: marketers can 
expect to pay high for the services of 
a professional design firm. One ex- 
pert says his fee for a redesigning job 
would begin around $25,000 and run 
higher as the job grew more complex. 

Another difficulty in establishing 
price is the amount of pre-planning 
behind a design program. In the case 
of Shell, for instance, Raymond Loewy 
Associates spent four or five months 
learning the complexities of oil mar- 
keting. 

Yet the biggest single cost, market- 
ers find, is the price of new signs. A 
porcelain enamel banjo sign runs about 
$70. The cost of sign replacement 
would thus be 70 times the number of 
outlets. 

If a company planned to use plastic 
signs, the price might be six to eight 
times as much. But plastic has ad- 
vantages that might make the invest- 
ment worthwhile. 

If new signs follow an established 
weight and shape pattern, the same 
poles and frames can be utilized. But 
if a different shape is used, the cost 
rises sharply for support replacement. 

A major marketer with thousands 


‘Hottest thing right now 
is the interior-lighted 
plastic sign... .”’ 


of retail outlets across the country says 
redesign expenses would be “several 
million dollars.” 

Of course, a certain number of 
signs have to be replaced each year 
in any case. The cost of these might 
be deducted from over-all design costs. 
Many companies replace old signs 
gradually, spreading the heavy invest- 
ment over a period of time. 

Basic Research—One reason for the 
vast amount of time and money con- 
sumed is the long and often agonizing 
period of research testing required. 

Socony’s manager of market re- 
search and analysis, Arthur Skilling, 
describes good market research as 
“creative and continuous.” The data 
that underlies the new Mobil sign, 
Skilling says, was gathered by Alfred 
Politz over a period of years. 

Given the facts about market re- 
quirements, the designer outlines the 
characteristics demanded of the new 
sign. Various shapes, colors and sym- 
bols eliminate themselves in the test. 

Several dozen ideas were sketched 
and rejected by Schladermundt before 
he presented two basic designs to 
Socony. Sinclair’s experimental sign 
was developed partly from research on 
consumer preference for geometric 
shapes and symbols. 

Testing of a proposed sign is the 
most hazardous research. An other- 
wise excellent brand mark can be 
consigned to limbo if it meets with 
poor consumer acceptance or recogni- 
tion at a test station. 

Marketers don’t spare the horses in 
these tests. For nearly a year now, 
Sinclair has had its experimental sign 
at test stations. It is still not ready to 
announce the results. Shell has been 
studying the Loewy brand mark for 
many months at key stations. 

Revolution or Gradual Change?— 
Behind the extreme caution is the al- 
most unpredictable taste of the con- 
sumer. Marketers approach this prob- 
lem in various ways. 

At one end of the spectrum, Shell 
proposes only slight changes in its 
brand mark. It has years of consumer 
recognition to help sell the new sign. 

At the other end, Sinclair is ex- 
perimenting with a sign so different 
that a problem of consumer education 
presents itself. 

The new Socony sign draws on ele- 
ments of the old— it still has the word 
Mobil and the flying red horse—al- 
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Design unity is Mobil feature 


though in different proportions. Like 
Shell, Socony plans to draw on years 
of consumer acceptance. 

The Tidewater and Standard of 
California signs have met with popular 
approval over a period of years. All 
that remains is a gradual transition in 
the geographic areas where the signs 
are new. 

Sinclair’s headache is lack of carry- 
over between the old and the new. For 
many years, H-C has meant Sinclair; 
now that may disappear. By all stand- 
ards of design, the new sign is cleaner, 
sharper, more effective. But some de- 
sign experts predict Sinclair may have 
trouble maintaining consistent con- 
sumer recognition. 


Plastics: A New Invasion 


Hottest thing in the station sign field 
right now is the interior-lighted plastic 
sign. Of 33 oil companies with at least 
1,000 retail outlets, 30 use illuminated 
Plexiglas to some extent. The growth 
of plastic sign manufacturers has been 
as phenomenal as that of industrial 
designers. 

Designers usually keep the possibili- 
ties of plastics in mind. A Socony 
official says one reason for designing 
a new sign was the difficulty of effec- 
tively reproducing the old brand mark 
in plastic. 

The advantages of plastic over neon 
or porcelain enamel are these, accord- 
ing to sign manufacturers: 

e Fidelity: faithful trademark re- 
production; 

e Flexibility: plastic has almost un- 
limited design possibilities; 

e Depth: three-dimensional repro- 
duction possible in plastic; 

e Weight: lighter, therefore easier 
to mount and ship; 

e Illumination: at least equal to 
porcelain enamel and neon in day- 
light, and superior at night. 


FLAMMABLE 


. .. from stations and tank wagons 


The chief disadvantage of plastic is 
cost. A Plexiglas banjo may be six to 
eight times as expensive as a similar 
porcelain enamel sign. Maintenance 
costs may also run higher. 

Plastic sign makers still say that 
within a few years, nearly every 
medium and large-sized gasoline sta- 
tion will have interior-lighted banjos. 
Porcelain enamel signs, they admit, 
will hold their own in smaller outlets 
where the initial cost of plastic is too 
high in relation to volume or profit. 

To overcome the cost-barrier, many 
majors rent plastic signs to dealers, or 
include them as a part of station prop- 
erty on which rent is collected. 

Other Trends — Motion is being 
boomed as an eyecatcher for station 
signs. But it gets mixed reactions from 
marketers. Four types of motion most 
frequently mentioned are moving 
borders, revolving signs, and flashing 
and curtain action lighting. 

At least two manufacturers have 
come up with animated borders. Both 
report “favorable interest” among 
customers. 

But even marketers who think mo- 
tion may be a clue to consumer rec- 
ognition are moving cautiously. One 
says “motion is the coming thing,” 
but adds significantly, “we won’t go 
into it for a long time.” Another is 
opposed to motion because “it cheap- 
ens the sign.” 

Designers generally frown on mo- 
tion. A moving border detracts, they 
insist, from the brand mark itself. And 
a revolving sign, they continue, pre- 
sents its lateral edge to the motorist 
only 50% of the time and thus loses 
50% of its effectiveness. 

Station signs have their own special 
motion problems. The motorist him- 
self supplies motion, and when he’s 
speeding by at 50 or 60 mph, the im- 
portant—and difficult—thing is to as- 
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. . . to colorful new letterheads 


sure instant recognition of a brand. 

On this basis, says Peter Schlader- 
mundt, flashing signs might be effec- 
tive on a lonely road, but on a bright- 
ly-lit, heavily-travelled highway, they 
would not stand out. The ideal for an 
identification sign, says Schladermundt, 
is a free-floating banjo with sharp im- 
pact. 

Revolving signs present an engineer- 
ing, as well as a merchandising prob- 
lem. Shell, which has experimented to 
a limited degree with this type, re- 
ports the motors that turned them 
would burn out in strong winds. It 
took considerable work to develop a 
motor adequate for the job. 


The Bigger the Better 


As cars go faster, signs have to grow 
larger. In the days of sidewalk pumps 
and 20-mph speed limits, size was not 
a vital factor. But speeds increased. 
Stations were set back. And signs 
were made larger and thrust higher in- 
to the air. 

Today the average banjo sign is 
six ft. in diameter. They’re still grow- 
ing. Tel-a-Sign is reportedly at work 
on an eight-ft. sign for Texaco. Plasti- 
Line has produced an experimental 15- 
ft. sign for Gulf. 

Several factors limit the size of 
signs. Chief among them is the en- 
gineering difficulty of making a stan- 
chion strong enough to support in- 
creased weight. But as sign companies 
tackle the problems of making strong- 
er, lighter signs, that limitation will 
disappear. 

A second consideration is the size 
of plastic sheets available to sign 
manufacturers. Larger signs require a 
plastic weld, which often leaves a 
ridge that weakens sign structure. 
Rohm & Haas, suppliers of Plexiglas, 
recently announced it would produce 
a sheet 100”x120” (the biggest sheet 





. and signs for buildings. Elements are shuffled, theme is constant 


at present is 67”x102”), so this prob- 
lem also seems near solution. 

The third limitation is local ordin- 
ances restricting the size of retail sign 
displays. In many communities, the 
restriction is 36 sq. ft., limiting signs 
practically to the six-ft. size. 

But API, which fights this battle on 
the public relations front, says such 
ordinances are no cause for alarm. 

Above the Law—While municipal 
restrictions may affect the banjo signs, 
they seldom stop the growth of station 
spectaculars—the huge neon or plastic 
signs mounted on top of stations. 
These grow to phenomenal size, have 
visibility of several miles. 

The largest Esso spectacular now 
carries a seven-ft. “E” and _ five-ft. 
“sso.” One of the biggest of all signs 
is the huge (76 ft. high) Standard of 
Indiana torch atop the company’s 
Chicago headquarters. 

Even more problems face users of 
plastic signs. Among these are illumi- 
nation and maintenance. While the 
actual amount of available candle- 
power is superior in a plastic sign, 
interior lighting presents its own color 
headaches. In working on the Shell 
sign, Raymond Loewy found that in- 
candescent light, a source of red, made 
the yellow plastic look orange. His 
solution was fluorescent bulbs. 

Maintenance cosis are sometimes 
higher for plastic than for the sturdy 
porcelain enamel signs. Bulbs burn 
out, high winds damage frames and 
faces. Sign makers say they note a 
growing tendency among oil com- 
panies to hire sign maintenance firms 
on a contract basis. 


What Will the Future Bring? 


It’s clear that more marketers are 
concluding that brand identification is 
an increasingly important merchandis- 
ing tool. 
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Redesign programs are on the up- 
swing. One nationwide oil company 
with a good record for consumer rec- 
ognition recently voiced a desire to 
redesign. “We’ve had our old mark 
long enough,” an official of the com- 
pany said. “It’s time for us to jump 
ahead of the pack again.” 

More designers and market re- 
searchers will be used by oil com- 
panies. 

The use of professional consultants 
is growing in all industries. An ac- 
count list at a big design firm ranges 
from a razor blade manufacturer to 
producers of TV sets and perishable 
foods. Look for more oil companies 
among them. 

Unity of design will be a feature of 
most redesign projects. 

As market research turns up con- 
sumer confusion, companies will do 
all in their power to eliminate it. This 
clearly means hitting on a single sharp, 
clear symbol to present to the public. 

A four-way design partnership will 
firm up between oil companies, de- 
signers, market researchers, and sign 
manufacturers. Already, the bigger 
sign manufacturers are finding them- 
selves included in conferences on 
packaging and station design. To get 
best results, say marketers, key people 
at each stage of design must know 
over-all problems. 

The impact of a redesign program 
reaches into all departments of an oil 
company. Recently, a minor crisis was 
forced on the Tidewater public rela- 
tions office. 

The PR men had featured a month- 
ly pin-up photo in their dealer maga- 
zine. Her name was “Miss Ty-Doll.” 
When the Flying A replaced the Tydol 
sign, PR asked plaintively, “Now what 
can we call her?” 

Even Raymond Loewy would be 
hard pressed to solve that one. a 


93 





General 


— 


Delivering oil’s message to civic, church and social groups. . . 


a 


and filling a community need are two vital elements in program 


Here's a New Plan to Upgrade Dealers 


Experimental ‘Key Dealer’ program puts stress 
on intensified community relations. Its aims: 


more good will, more prestige, more business 


DOZEN CITIES spread across the 

nation will be the scene of 1957 
tryouts for the Oil Industry Informa- 
tion Committee’s “Key Dealer” plan— 
a plan that may hold vital significance 
for oil marketers. 

Hatched in Cincinnati less than 
two years ago, and currently fanning 
out into other Ohio cities, the plan 
aims at making the dealer a full-scale 
public relations representative in his 
community. Three by-products of this, 
as demonstrated in Cincinnati: 

e An increase in the dealer’s pride 
in himself and in his industry; 

e Better business for the dealer 
through wider community contacts; 

e Better relations between com- 
pany line managers and their retailers. 

It all began with one man: Elmer 
Horstmeyer, 1955 Brand Names Re- 
tailer-of-the-Year and a dealer whose 
doilar sales have tripled because of 
his public relations activities. After 
his Brand Names championship, 
Horstmeyer was looking for some- 
thing new to shoot at. Doward F. 
Anguish, a Standard Oil Co. (Ohio) 
executive who is Ohio state chairman 
of the Oil Industry Information Com- 
mittee, suggested that he try OIIC 
work. Horstmeyer knew little about it, 
but liked what Anguish told him. To- 
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gether they developed the “Retail- 
Action” plan that has become the Key 
Dealer program. 


How It Works 


The blueprint for the Key Dealer 
program calls for ultra-careful plan- 
ning and delicate development. It be- 
gins with a closely calculated series of 
three meetings for interested dealers, 
ends with a self-starting team carrying 
the ball for the industry in virtually 
all phases of community life. 

Examples: In Cincinnati, “Retail- 
Action” dealers brought 62 of the 
city’s 82 schools into the OIIC School 
Program, with orders received for 47,- 
700 pieces of material. All this within 
two months. 

In Cleveland, Sohio dealer Mike 
Anthony is going all out for the young- 
er set in suburban Parma. Promotions 
like teen-age record dances, trips to 
major league ball games for Little 
Leaguers, and special movie shows for 
sub-teens have won the hearts of the 
community for Anthony—and brought 
him new business in the bargain. 

Successful enterprises like these are 
convincing more and more Ohio deal- 
ers that community relations can be 
good for everybody. Now OIIC hopes 
they'll spark a nation-wide program. 


If pilot tests in key cities in OIIC’s 12 
districts work in 1957, the Key Dealer 
plan will shift to national basis in 
1958. 

Three to Get Ready—Groundwork 
for a community program starts with 
the recruitment of a key dealer and 
a canvass of other local dealers to find 
potential team members. They meet at 
the first of three get-togethers, with 
the key dealer acting as chairman and 
a few OIIC officials and representa- 
tives in attendance. 

After the key dealer outlines the 
program’s objectives, each dealer in- 
troduces himself briefly. Then the 
OIIC area chairman presents the Cin- 
cinnati story to inform and motivate 
the dealers. After a discussion period, 
the key dealer suggests a time and 
place for the next meeting, asking 
each man to bring one or more dealers 
along. Before leaving, all dealers are 
assigned specific jobs to implement the 
program. 

The second meeting is designed to 
orient new prospects, to summarize 
progress (both local and national), to 
assign new jobs. 

The third meeting—a joint husband- 
and-wife affair—is designed to inte- 
grate the team and send it off to a 
flying start. It features a “Magic Suit- 
case” presentation and a “Motivation 
Minstrel Show” to whip up interest. 
Various groups—school program, Oil 
Progress Week, farm—are set up and 
volunteers are called for. As the groups 
form, they’re urged to caucus im- 
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mediately. 

Follow-Up—After the three initial 
meetings, others can be held as needed. 

With the program under way, the 
key dealer’s main job is to coordinate 
his group and keep it enthusiastic. 
Ohioans who have worked on the 
project point out that drive is more 
vital than free time: not more than 
four or five hours of non-selling time 
per month are necessary, and much of 
the work can be taken care of in the 
course of routine station work. Ad- 
vertising tie-ins are a case in point— 
many Ohio dealers simply add foot- 
notes to their regular newspaper ad- 
vertising, reading, “Do you know it is 
possible through me or your own 
service station to procure free films, 
projector and operator for your clubs 
or church groups? Stop in and talk it 
OVE..." 


The Problems Involved 


Doward F. Anguish, a prime mover 
in the whole program and the architect 
of its blueprint for action, is very con- 
scious of the potential blockades to 
success. His blueprint, for example, 
lists seven hurdles: 

e Assurance of management’s un- 
derstanding, backing, and cooperation. 

e An understanding of pitfalls by 
OIIC district people, who must be able 
to guide the effort from a “back-seat” 
point of vantage. 

e Selection of a key retailer with 
community stature and leadership. 

e Well-planned meetings. 

e Expansion of key retailer into an 
effective, full committee. 

e Sustained cooperation from OIIC 
district and staff people. 

e Occasional re-evaluations and 
productive planning sessions. 

Anguish puts special stress on the 
first of these: “With shortsighted men 
in local management jobs, you can’t 
get anywhere,” he says. Understand- 
ing, he adds, is “the crux factor.” For 
that reason his blueprint calls for the 
plan to go to managers before the first 
approach to retailers takes place. 
Actually, Anguish says, the plan can 
bring better relations between man- 
agers and dealers—especially when 
managers see the _ business-building 
aspects of intensified community rela- 
tions. 

How far can the program go? An- 
guish says this depends largely on 
supplier support, partly on the num- 
ber of good dealers that can be en- 
listed. He thinks 20% of retailers 
“have the PR moxie to do the job”; 
Key Dealer Horstmeyer thinks 35%. 
Both agree that no matter how high 
the plan flies, the important thing now 
is that it’s off the ground. sl 
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APIs Martian reconnoiters Earth, learns all about oil and free enterprise 













































































Oil's in the Movie Business 


| gyrnnysing INDUSTRY films may or 

may not be threats to Hollywood, 
but they can be expected to perform 
real services for the industry both in 
attracting new men and in helping 
public relations. 

Pulling in manpower is the primary 
purpose of a new Shell Oil Co. film, 
“The Story of Oil Marketing.” Prob- 
ably the first movie on the industry’s 
marketing segment, it’s part of a Shell 
series called “This Is Oil.” J. G. Jor- 
dan, Shell marketing vice president, 
says that until Shell tackled the sub- 
ject, film producers had apparently 
considered it too complex for effective 
treatment. 

The picture begins with an animated 
cartoon sequence, produced in Holly- 
wood, which tells what modern mar- 
keting is, how it serves the public, and 
how competition improves that serv- 
ice. Then the film switches to the 
“live” story of a college student who 
takes a summer job in a service sta- 
tion. He meets an oil company market- 
ing manager, gets a picture of oil sell- 
ing and distribution from him, and 
learns about job opportunities by 
watching specialists at work. When he 
returns to college, he’s set on a career 
in oil marketing. 

“The Story of Oil Marketing” runs 
27 minutes in sound and color and 
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will be distributed free to schools, 
church groups and social and civic 
organizations. 

API and Space Travel—American 
Petroleum Institute has also come up 
with a new film, first released for Oil 
Progress Week last month. Called 
“Destination Earth,” it tells the story 
of a Martin explorer who makes a 
flying-saucer trip to Earth to “steal 
the secrets” of American growth and 
progress. 

The two main secrets, of course, 
are free enterprise and the wise use 
of petroleum products. Colonel Cos- 
mic, the explorer, starts out as a 
servant of Mars’ Dictator Ogg. When 
he returns to Mars and tells his fellow 
Martians that the big “secret” is that 
oil powers America’s economy and 
competition keeps it going full tilt, he 
precipitates a revolution that over- 
throws the dictator and his controlled 
economy. Unlike some spies, Colonel 
Cosmic does his prying from atop a 
traffic light (picture). 

This animated cartoon is done in 
Technicolor, but the colors are com- 
patible so it can be used on television. 
It runs 13% minutes and will be dis- 
tributed to schools, clubs and similar 
organizations as part of the Oil Indus- 
try Information Committee’s public 
relations program. 6 
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Goodbye 
Broadway, 


Hello 42nd 


SOCONY MOBIL OIL CO. last 
month completed its farewells to 26 
Broadway and moved the last of its 
2,500 employes into its new, stainless- 
steel skyscraper home at 150 East 42nd 
Street, diagonally opposite New York’s 
Grand Central Station. 

When the move began, there was 
plenty of nostalgia for the old address, 
where John D. Rockefeller built a 
home for the old Standard Oil Trust 
in 1885. When the trust was dissolved 
in 1911, Socony continued to occupy 
the building, successively as Standard 
Oil Co. of New York, Socony-Vac- 
uum, and Socony Mobil—until it out- 
grew its space after World War II and 
spilled over into other buildings. 

Now, Socony people are discovering 
all the fabulous features of their new 
home, where the company has leased 
21 floors, part of three others, and 
subleased three more to provide for 
future expansion. 

The building is billed as the largest 
office structure to go up in New York 
City in 25 years, the largest metal-clad 
building in the world, and the largest 
air-conditioned commercial structure 
ever built. It has 3,261 hurricane- 
proof windows and more than two 
and a half miles of elevator shaft. 

Socony rented unfurnished and 
largely unfinished space, provided its 
own interior fixtures, furnishings and 
equipment. A third of all interior walls 
are movable steel partitions that make 
it possible to tear down and re-erect an 
office overnight. 
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FTC Reopens Dealer Discount Hassle 


New Federal Trade Commission cases bring up old 


questions: When are temporary discounts legal? 


HE FTC bounced back into the 

news with two fresh discount 
cases this month. Oil marketers are 
wondering if they’re back on the same 
old merry-go-round—or if, at last, 
they have a chance to grab the brass 
ring. 

The brass ring amounts to this: a 
clear-cut picture of the way FTC 
thinks marketers ought to behave in 
granting temporary discounts to deal- 
ers facing cut-price competition. 


What the Charges Say 


Chances of getting a definitive 
answer look none too sure. The ques- 
tions at issue are these: 

e Could Sun Oil legally give a 1.7¢ 
discount to one dealer in Jacksonville, 
Fla., (see map) without giving it to 
other Sun dealers in the locality? Was 
a fixed-price agreement involved? 

e Could Pure Oil legally allow a 
discount to its 120 dealers in Birming- 
ham, Ala., without giving it to dealers 
elsewhere? And did Pure make a 
“Chicago Plan” agreement with 60 
Birmingham dealers to stay within 1¢ 
of local private brands, allegedly in an 
attempt to knock out independent com- 
petition? 

The cases against Sun and Pure are 
the latest chapter in a story that started 
in 1936, when Congress passed the 
Robinson-Patman Act. Since then, 
businessmen and federal officials have 
been trying to untangle the act’s key 
language that makes it illegal for a 
supplier “to discriminate in price be- 
tween different purchasers ... where 
the effect of such discrimination may 
be substantially to lessen competi- 
tion. . .” However, the act also says 
that nothing shall prevent a seller from 
showing “his lower price was made in 
good faith to meet an equally low 
price of a competitor.” 

Last May the FTC reversed a long- 
standing position and decided the 
“good faith” clause referred to com- 
petition between suppliers for jobber 
or dealer customers, not between deal- 
ers for consumer business. 

This changed the discount situation 
radically (NPN—April, p104). But 
FTC implied that marketers were safe 
if they gave allowances to all dealers 


How big an area must they be granted in? 





in the same competitive area—though 
marketers had to guess what a com- 
petitive area was. FTC didn’t say. 

With the two new cases, that ques- 
tion is very much in focus. In a Jack- 
sonville hearing Dec. 5, Sun will have 
to defend a competitive area consist- 
ing of city blocks. Pure has asked a 
delay in its Dec. 10 hearing at Birm- 
ingham, but it will eventually have to 
face a charge that seems to construe 
a competitive area in terms of states. 
(Some observers, however, think the 
“price-fix” count against Pure is the 
more vital charge.) 


What Sun and Pure Say 


Sun marketing vice president Frank 
R. Markley made an immediate reply 
to the charge against his company. 

Sun’s Stand—‘“Mr. McLean, the 
dealer referred to in the complaint, 
asked for our assistance because a 
competitor across the street was post- 
ing prices ranging substantially under 
his price,” said Markley. Sun found 
the facts correct and gave the discount, 
Markley said. 

“Such action made in good faith to 
meet competition, we understand, is 
permitted under law,” said Markley. 
“We made no agreement with Mr. 
McLean with respect to the price at 
which he was to sell gasoline.” 

McLean disposed of his lease early 
this year. His station, now operated 
by J. C. Duane, is on a main North- 
South route used mostly by local mo- 
torists to bypass U. S. 17, which paral- 
lels it (map). On the opposite corner 
is a “Super-Test” station selling 3¢— 
or more—below the Sun station. 

Pure’s Stand—Marketing vice presi- 
dent L. W. Sweet said: “. . . These 
reductions in wholesale prices to our 
dealer customers not only enabled us 
to avoid pricing our gasoline out of 
the wholesale market, but also enabled 
our dealer customers to compete and 
stay in business. There has been no 
price discrimination, nor have the com- 
pany and any of its dealers entered 
into any price agreement. . .” 

How It Adds Up—One observer 
summarizes, “Since Pure had the same 
tank wagon price for the whole county 
but is charged with being unfair to 





November, 1956 + NATIONAL PETROLEUM NEWS 
































Sun Station—> — 
3 P 
3 
Sun Station 











SUN STATION 
IN QUESTION 





























Scale in Miles 


0 % 











Competitive area? FTC objects because 
Sua gave discount to only one station 


dealers in other states, the need for 
a definition of a competitive area is 
greater than ever.” 

Taking a broader view, another 
says: “The real rub is that once FTC 
has wrestled with itself and come to 
a conclusion on what the law means 
on any particular point, the issue isn’t 
settled. Respondents are always chal- 
lenging FTC’s decisions in the courts 
and the courts sometimes disagree 
with FTC—as in the Detroit Case. 
And enough loose ends are always 
left hanging to inspire further dif- 
ferences of opinion and litigation.” @ 
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Merchandising 








and slick cabinet designs for maximum efficiency 


Shell Hits the Road—In Style 


IT LOOKS LIKE a day in the country 
when Shell Oil Co.’s merchandising 
representatives set out to visit dealers.” 
Pastel-colored station wagons, neatly 
fitted with mobile training equipment, 
serve as Shell’s magic carpets to better 
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dealer contact. The wagons are also 
used by trainers to take classes on field 
trips. Shell now has 15 in operation. As 
company cars become obsolete, they 
will be replaced by the sporty mobile 
units. s 


Promotion Parade 


Shell Oil Co. this month enters the 
second quarter of its nationwide deale. 
sales contest. The first quarter bangea 
to a close in New York City a few 
weeks ago amid a shower of gifts and 
entertainment for nineteen lucky Shell 
dealers. 

Winners were judged on station 
potential and percentage increase. Top 
men—and their wives—were brought 
to Manhattan for three days of win- 
ing, dining, praise and sightseeing. 

Typical evening for the station 
wizards: cocktails with Shell brass 
at Rockefeller Center; dinner and a 
show at the brassy Latin Quarter. 

Nice is Nice—Gulf Oil Co. may 
yet walk off with giveaway honors. 
The company has launched a salvo of 
national advertising for its “Life of 
Riley” contest (same name as its TV 
show). Some lucky couple will spend 
30 delirious days at Nice on the 
French Riviera. Vacations must come 
higher there, because Gulf is throwing 
in $200 a day for pocket money. 

Other prizes range from four 
Citroen sports sedans to 12 TV sets, 
10 outboard motorboats, and 50 shot- 
guns. Dealers can win prizes, too. Top 
award for them is an all-expense trip 
to Hollywood. 

In contest ads, William Bendix 
(TV’s Chester A. Riley) tells readers, 
“It’s easy to win.” Just complete a 
jingle extolling the merits of No-Nox 
gasoline. A well-known airline gets a 
plug by flying the lucky poet and mate 
to the shores of southern France. 

Pooled Ads for Openings—At least 
two majors have adopted the “cheaper 
by the dozen” philosophy. Sinclair 
Refining Co. and American Oil Co. 
are using pooled advertising for multi- 
ple station openings. 

Sinclair opened 15 new stations in 
Denver last month. Ads highlighted a 
growth theme. Amoco recently took 
the wraps off nine Miami stations with 
two-page spreads in newspapers. 

This system, say admen, has double 
advantage. It provides eye-stopping 
picture layouts, and economizes by 
combining promotional costs. 

Reaching the Man at the Pump— 
Humble Oil & Refining Co. recently 
held a series of all-day service clinics 
for 200 driveway salesman in Houston. 
Usually confined to dealers and com- 
mission agents, this type of clinic is 
a “natural” for selling merchandising 
ideas to the men who actually make 
gasoline and TBA sales. (For more 
ideas on how to train help, see NPN 
—Oct ’56, p94). e 
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success is not a distant thing 


Success consists of action—the right action. 

If your operation gives you the right to 

become truly successful while truly independent, 
contact the Ashland Oil & Refining Company 
today. Others, like yourself, discovered we 
could help them create a successful independent 
business. They wanted to work with us because 
we know how to work with them. Ashland Oil 

is the independent supplier of high octane 
gasolines and other quality petroleum products 
for independents. Call us today. Wrap up your 
future with a phone call. 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 2616 E. Broadway — BUFFALO, N. Y., 800 Ellicott Square — CHICAGO, ILL., 6 N. Michigan Ave. — CINCINNATI, 
O., 1402 Federal Reserve Bank Bldg. — CLARKSVILLE, IND., 214 Center St. — CLEVELAND, 0., Standard Bidg. — DETROIT, 
MICH., Dearborn P. 0. Box 6025 — EVANSVILLE, IND., 2500 Broadway — FINDLAY, 0.. P. 0. Box 210 — FREEDOM, PA. — 
LOUISVILLE, KY., 1202 S. Third St. — NASHVILLE, TENN., 5 E. Main — PADUCAH KY. — PITTSBURGH, PA., 711 Park Bidg 


The Independent Brand for Independents 
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Brief But Significant 


®@ Census Bureau reports indicate that 
new housing starts in 1957-60 will 
range between 525,000 and 775,000 
annually, with a 15%-20% increase 
after 1960. This is way down from 
the more than 1.3-billion built each 
year in 1950-55. 
SIGNIFICANCE: This shrinkage in the 
new-home market reduces the poten- 
tial for heating oil jobbers. To sustain 
growth, they will have to put more 
steam in selling conversions, fuel oil 
men predict. 


@ Esso Standard Oil Co.’s latest fig- 
ures show that Golden Esso Extra ac- 
counted for 10% to 15% of July 
sales at a sampling of Esso stations, 
with the over-all premium ratio about 
4% higher than July 1955. Esso esti- 
mates that premium sales used to run 
about 40%. Humble Oil & Refining 
Co. says its third-grade sales have been 
averaging 8.16% of total gasoline 
sales. 
SIGNIFICANCE: Esso originally ex- 
pected the third grade of run 10%- 
20% of gasoline sales; Humble says 
it’s doing about what it anticipated. 
Both say it’s still too early for firm 
conclusions. 


@ Crown Central Petroleum Corp. 
conducted a “get out the vote” cam- 
paign for this month’s elections by dis- 
tributing reversible lapel pins through 
its dealers. The pins had a donkey on 
one side and an elephant on the oth- 
er. TV spots, newspaper ads and point- 
of-sale material were used to plug the 
campaign. 

SIGNIFICANCE: This special promotion 

reflects a serious effort by a medium- 

sized marketing company to perform 


a public service by trying to stimulate 
interest in the election. 


@ New York’s Desk and Derrick Club 
will complete a sixteen-unit course on 
business management in the oil indus- 
try this month. Oil women members 
have covered everything from raising 
money to marketing, from refining to 
automation. 
SIGNIFICANCE: The New York D&D 
girls have shown how their club can 
perform an intensive educational func- 
tion in addition to the more ordinary 
lectures and social functions. 
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@ The Interstate Commerce Commis- 
sion has abandoned an investigation of 
offers by for-hire carriers to paint 
shippers’ names on tank trucks used 
for gasoline and oil deliveries. ICC 
Officials say they were only interest- 
ed in two companies that filed tariffs 
offering the inducement: the com- 
panies have withdrawn the tariffs, so 
no inquiries are needed. 
SIGNIFICANCE: ICC won’t investigate 
the practice until someone complains, 
and industry sources say neither ship- 
pers nor carriers are likely to do so. 
So the practice, fairly widespread in 
the industry, will continue. 


@ The Federal Trade Commission has 
turned down the National Congress of 
Petroleum Retailers’ application for 
an oil industry trade practice confer- 
ence, because of the number of in- 
dustry cases new pending before FTC 
and the Department of Justice. 
SIGNIFICANCE: NCPR thinks FTC’s 
refusal may indicate an FTC belief 
that the outcome of present litigation 
will give retailers the maximum pro- 
tection possible under existing laws, 
making a conference unnecessary. 


@ Newspaper accounts blamed a re- 
cent fire in a Chicago suburb on “a 
bottled gas explosion.” Five children 
were killed and the parents hospitaliz- 
ed. But in less than 24 hours, a Nation- 
al LP-Gas Council investigation 
brought about corrections in newspa- 
per, radio and TV reports when it was 
discovered that the fire was caused by 
misuse of cleaning fluid. 
SIGNIFICANCE: The council’s prompt 
action did a lot toward correcting 
erroneous impressions. To help end 
such careless reporting, the council 
is issuing a four-page brochure to 
members telling about its step-by-step 
action and what to do in similar future 
emergencies. 


@ An order permitting use of stainless 
steel tanks for hauling oil and other 
flammable liquids has been issued by 
the Interstate Commerce Commission. 
SIGNIFICANCE: Truckers and truck 
makers are happy over the long- 
awaited order, but the high cost of 
stainless means there’ll probably be no 
big swing to the new material soon. 


@ Iowa Independent Oil Jobbers Assn. 
is advising its members how to protect 
themselves on farm tank deals. Out- 
right sale of farm storage tanks is 
recommended. If they’re loaned or 
rented, jobbers should make sure 
they’re completedy covered by insur- 
ance. 
SIGNIFICANCE: A storage tank fire re- 
cently brought out the fact that if a 
jobber owns equipment on a farm, he 
assumes liability for fire damages or 
injuries to animals or persons caused 
by the equipment. 


@ Another top Texas jobber expects 

to switch suppliers before the year is 

out. He’s been weighing “offers” from 

other suppliers for several weeks. 
SIGNIFICANCE: The suppliers’ battle 
for good distributors shows no sign of 
easing, and jobbers are now scouting 
for “fringe benefits” like aid in station 
building. 


@ The Federal Trade Commission has 
conducted an investigation of charges 
growing out of Houston’s first full- 
scale gasoline price war in several 
years. Dealers asked for the inquiry, 
claiming major suppliers cut tank wag- 
on prices in an unfair way. And 
Phoenix dealers asked for an Arizona 
state investigation of price wars there. 
SIGNIFICANCE: Major brand dealers, 
backed up by strong dealer associa- 
tions, are determined to rid themselves 
of price cut troubles, even if it means 
calling in the government. 


@ The Texas Co. has consolidated all 
consumer advertising at one agency, 
Cunningham & Walsh, effective Janu- 
ary 1. G. M. Basford & Co. will han- 
dle industrial ads. 
SIGNIFICANCE: Texaco says no new ad 
strategy is planned, but local advertis- 
ing will get greater weight. (Texaco 
was ranked No. 46 in national adver- 
tising last year.) 





Are jobbers outdated? 
Phillips Petroleum Co. doesn't think so. 


For the part they played in Phillips 
march through Dixie, see page 104 
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to meet exacting lubrication standards, specify 


ENJAY PARANOX’ 


detergent-inhibitor additives 


Refiners and blenders from coast to coast count on Enjay for a complete line 

of highest-quality petroleum additives. An important part of this line is the 

Enjay Paranox group, the detergent-inhibitor additives famous around the 

world for use with every type base stock. 

You are assured a prompt solution to your additive problems at Enjay. You 

get the benefit of the Enjay Company’s extensive experience in working with 

oil companies and leading engine manufacturers to develop lubricating oil 

additive formulations for a wide variety of military and commercial uses. 

For complete information write, wire or phone the Enjay Company—your only Pioneer in 
source for a complete line of additives (Paramins ®) for fuels and lubricants. Petrochemicals 


ENJAY COMPANY, INC.,15 WEST Sist STREET, NEW YORK 19, N.Y. + Other offices: Akron, Boston, Chicago, Tulsa 


November, 1956 * NATIONAL PETROLEUM NEWS 101 





: 


GD St Gamie 


YEARS AHEAD IN THE SCIENCE 





“The Mystere’, Ford Motor Company’s new styling research car 


THE LOOK-AHEAD PUMPS FOR GO-AHEAD PROFITS 
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Pump, strainers, by-pass valve, air 
eliminator, float chamber and motor 
in one easy to service unit. Gasoline 
cooled motor permits continuous duty, 
high gallonage service. Slow speed 
(pumping unit for long life, minimum 
/ noise. 


Built for life of dispenser. Exclusive 
Wayne 2-cylinder design gives effect 
of 3 cylinders for smoother, quieter- 
operation. Perfect valve seal. Precision 
adjustment made to all pistons simul- 
taneously with turn of knob. Meter 
removed for service in 60 seconds. 


Larger, easily read numerals. Semi- 
automatic reset next to nozzle port. 
Totalizers glass enclosed prevent fail- 
ure due to dirt or tampering. Two 
hundred fewer parts ...longer life. 
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Gala openings with special service, top brass, and a clown for the kids are important in the story of... 


How Phillips Marched Into Dixie: 


PHILLIPS PETROLEUM CO. is con- 
sOlidating its gains, after a three-year 
invasion of the Southeast marked by 
careful advance planning and heavy 
reliance on jobbers. 

Now Phillips says it’s halting its 
“March to Maine,” at least for the 
time being. But competitors don’t quite 
believe it. They keep eying the results 
of Phillips’ three-year push: 

e Phillips’ sales ranked third among 
the majors in Florida, eighth in 
Georgia and Alabama, sixth in North 
Carolina and fifth in South Carolina 
at midyear. A total of 13 majors 
operate in Alabama and Florida; 14 
operate in Georgia and the Carolinas. 
The company is reportedly doing well 
in Virginia, too. 

e Today 151 Phillips jobbers are 
selling company products through 
2,744 retail outlets in the six-state area. 
And 451 sales employes are active in 
the territory. 

Rumors persist that advance scouts 
for Phillips have penetrated Pennsyl- 
vania and New Jersey, looking for 
jobbers who might want to take on the 
‘66’ line. Phillips sales manager E. H. 
(Ted) Lyon says such reports are 
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simply the out-croppings of a bad case 
of “buck fever” in the competition’s 
camp. He insists he has to concentrate 
now on intensifying present marketing 
operations. However, he does not rule 
out further expansion eventually. 

But many competitors stick to their 
convictions, observing that it takes a 
lot of time—even in pre-planning 
stages—for a major to move into 
virgin territory. For proof, they point 
to Phillips’ Southeast invasion. 


D-Day Minus Two Years 


Phillips plotted its move into the 
new area for two years before taking 
the actual step on Aug. 15, 1953. Ad- 
vance man Fred Cordell (now Atlanta 
division manager) spent that time 
analyzing the territory’s potential, in 
cooperation with the Phillips market 
research department. 

Studies of the six states showed ex- 
cellent population and car registration 
growth, especially in Florida. Predic- 
tions by local businessmen indicated 
continued growth. 


By MARVIN REID 
Southwest Editor 


As Cordell’s studies progressed, the 
oil marketing picture that took shape 
seemed favorable. While most majors 
had operations in the area, and some 
had new station-building and remodel- 
ing programs, Phillips says the over- 
all picture indicated the area was ripe 
for a major that could bring in eye- 
appealing new stations and top serv- 
ice. 

Phillips had already determined that 
it would be in a good position from a 
supply point of view. From its Sweeny, 
Tex., refinery, the Southeastern coast 
could readily be served by tanker, and 
the Plantation products pipe line was 
available further inland. 

Phillips is a jobber-minded com- 
pany—roughly 68% of its gasoline 
sales volume moves through jobbers— 
and it planned on using jobbers ex- 
clusively in the new territory. One 
reason for this seems plain to many 
marketers: where Phillips picked up 
an established distributor, it got a lot 
of ready-made gallonage. Building ac- 
ceptance and volume was then easier 
than with a new direct operation or a 
jobber new to oil marketing. 

Part of Cordell’s work therefore 


NATIONAL PETROLEUM NEWS + November, 1956 














@ Refineries 


mem Plantation Pipe Line 


@D Water Terminals 
==> Barge and Tanker Routes Ml Pipe Line Terminals 








From its home base (light) Phillips swept through six Southeast states that were ripe 


for invasion (dark). Next move: North? 


Jobbers Led the Way 


consisted of sounding out the more 
aggressive and progressive jobbers. 
Phillips men also talked with other 
businessmen to see if they were in- 
terested in Phillips jobberships. The 
studies showed the company could get 
good jobbers. 


Attack Sounded 


Phillips established its first beach- 
head in Tampa, Fla. on August 15, 
1953, when Lee & Pomeroy Oil Co. 
started selling Phillips products through 
55 retail outlets. A new marine term- 
inal to supply this distributor and 
others who were to follow was opened 
on the same date in Tampa. In just 
60 days, more Phillips gasoline was 
being sold in the Tampa area than 
that of any other major. 

After other Florida jobbers were 
signed up, the push northward came. 
There is also a little activity in eastern 
Tennessee, and the company recently 
moved into Memphis from the west- 
ern Tennessee area where it has been 
for some time. 

The Hard Core— The invasion was 
carried out by first-line troops that 
Phillips drew from its other marketing 


areas. Junior marketing men, picked 
for their experience and ability, form- 
ed a hard-core nucleus in the new ter- 
ritory. Their job was to line up the 
new jobbers and then aid them in get- 
ting the Phillips brand—new to many 
people in the area—accepted. 

Two good examples of the type of 
men picked are W. O. White and R. W. 
McBride. 

White was a regional manager’s as- 
sistant. He moved to Tampa as assist- 
ant division manager when the divi- 
sion was established in 1953 and later 
opened up the Atlanta division as man- 
ager. Today he’s regional manager of 
Phillips’ Northeastern region. 

McBride, who was assistant division 
manager in Omaha, opened up the 
Raleigh, N.C., division as manager 
and is now regional manager in the 
Southeast. 

Their examples show the type of 
men Phillips used and the personal 
advancement that expansion meant to 





Back in college grid days, Ted Lyon 
had a theory—take off your helmet 
and charge. For an inside profile of 
Phillips’ marketing boss, see p. 189. 
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marketing employes. They also point 
up another problem—the drain on key 
experienced manpower. Phillips doesn’t 
say so, but the lack of additional ex- 
perienced personnel is probably one 
reason possible future expansion is be- 
ing held up. 

The hard-core personnel hired local 
people to supplement the company’s 
sales force, following the recruiting 
practices Phillips uses throughout its 
35-state marketing area. The com- 
pany hires mostly college business ad- 
ministration graduates and gives them 
a six-month training course in selling 
oil products. They work on drive- 
ways, in bulk plants and warehouses, 
in division offices, with experienced 
salesmen, and take advanced training 
with dealers. 


Lining Up Jobbers 


In seeking jobbers, Phillips scouts 
looked for men who could give the 
company good, aggressive representa- 
tion. 

“We looked for the jobber who had 
a good volume of business, a high 
standing in his community, and who 
was aggressive,” Lyon says. “The last 
two factors were more important. We 
picked at times a man with lesser vol- 
ume than his competitor, simply be- 
cause he seemed more eager to move 
forward and expand his business.” 

Phillips ran checks on virtually 
every jobber in the Southeast, though 
some may not have realized it at the 
time. Before approaching them, the 
company checked the jobbers’ com- 
munity standing. From local business- 
men, civic leaders, competitors, and 
other sources, Phillips collected infor- 
mation that told them which jobbers 
to approach, which to leave alone. 

There were times when no local 
jobber measured up to what the com- 
pany was seeking, or when those who 
did had no desire to switch suppliers. 
When that happened, Phillips looked 
for men who wanted to become job- 
bers. In the end, 20% of the company’s 
distributors in the six states were mak- 
ing their first ventures as jobbers when 
they started handling Phillips products. 
In Florida, the figure is 50%. 

The Financial Front—To appeal to 
Southeastern jobbers, Phillips used a 
special margin and financial aid policy. 
Even today, Lyon won’t discuss de- 
tails of the company’s jobber aid plan. 
“There are still a lot of things about 
it our competitors would like to know,” 
he says. 

But word gets around among job- 
bers. It’s known that Phillips has 
offered to “build a station and lease it 
to you for every one you build” for 
some jobbers. In other cases, Phillips 
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‘If he really works, the local jobber can slap the 
ears off any major trying direct operations . . .’ 


(Story begins on page 104) 
builds stations, then sells them to job- 
bers on long-term payment terms. 

The company offered jobbers in the 
area 3¢ to 3.5¢ base margins, higher 
than most other companies were giv- 
ing. This, too, appealed to jobbers. The 
Phillips move to higher margins has 
earned the company the reputation of 
being the “margin leader” not only in 
the Southeast but also in some other 
sections of the country. 

Then, of course, Phillips recently 
inaugurated a form of. sliding-scale 
margin (NPN—Aug., p103), which 
moves up and down with variations in 
normal tank wagon prices, something 
many jobbers have been seeking. 


‘Psychological Warfare’ 

This side of the invasion saw Phil- 
lips carry out a costly advertising and 
sales promotion program to help its 
new jobbers build up acceptance and 
volume. Figures on the program’s cost 
aren’t available, but they’re reported 
to be very high. 

Phillips did no advance advertising 
before moving into the area. But when 
a jobber actually switched, people in 
his territory were hit with a heavy sal- 
vo of advertising in virtually all media. 
The ads told motorists they were in 
for something new in gasoline, and 
stressed the local angle. A typical ad 
says, “THE GASOLINE WITH THE 
‘Southern Accent?’ COMES TO MI- 
AMI! Made and Blended in the South 
for Our Southern Customers.” 

A good portion of these advertising 
costs were carried by Phillips, though 
jobbers paid for local tie-in ads. At 
first, ads in the Southeast were de- 
signed to familiarize the public with 
the Phillips brand and therefore con- 
centrated mostly on gasoline. Today 
other products are also being plugged 
heavily. 

To back up the advertising, Phillips’ 
promotion people made full use of 
what Lyon calls “showmanship.” All 
grand openings, where there were a 
number of stations being switched 
over, had top Phillips marketing men 
from Bartlesville, the regions and di- 
visions on hand, working the drive- 
ways, greeting customers, and gener- 
ally helping to get the local jobbers 
and dealers off to a good start. 

To get the motorists in, searchlights, 
sound trucks, clowns, banners and 
other decorations were freely used. A 
typical grand opening in Atlanta in- 
cluded all these things, plus a group 
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from the Jane Phillips Sorority (a 
company-wide organization of Phil- 
lips’ women employes) handing out 
free souvenirs and soft drinks. 

A further push was made on Phil- 
lips’ credit cards, which are stressed 
not only in the Southeast but through- 
out the company’s marketing territory. 
New jobbers in the South turned over 
their old credit card lists to Phillips, 
and Phillips cards were automatically 
issued. Dealers, jobbers, company em- 
ployes—everybody is encouraged to 
get credit cards into the hands of cus- 
tomers and friends. An oil trade maga- 
zine editor who lives in New Jersey— 
almost 200 miles from the nearest 
Phillips station—received an unsolic- 
ited Phillips credit card with a letter 
of recommendation from an engineer 
in the company’s research and devel- 
opment department. 

Fair Fighting—Some Southeastern 
competitors complained that Phillips 
at times built acceptance by cutting 
prices to gain gallonage. Such reports 
make Lyon bristle. He insists Phillips 
fights fair. 

“We have never cut prices and don’t 
intend to,” he says. “In the first place, 
we have absolutely no control over 
how our jobbers, or their dealers, price 
products. That is for them, and them 
alone, to determine. 

“When we went into the Southeast, 
we did grant higher margins than some 
other suppliers were allowing. But 
they knew what we were doing. And 
as far as we were concerned, we fig- 
ured we could allow 3¢ or 3.5¢, get a 
good return ourselves and help the 
jobber make more money. I don’t see 
anything wrong with that.” 


Battle Report 


Phillips now aims to push for higher 
rankings in all six of the Southern 
States it’s now in. 

Some of the business it already has 
came from natural growth. The rest 
came from what others had, or prob- 
ably would have had, if Phillips hadn’t 
moved in. Brand acceptance, the com- 
pany reports, is good despite the fact 
that many Southerners had never 
heard of the company before 1953. 

The very fact that Phillips was new 
to the area may have helped the com- 
pany in the beginning, Lyon believes. 
Gala openings and the eye-appeal of 
new or remodeled stations were 
backed up by service designed to 
make regular customers out of curious 
first-time visitors. Introduction of the 


Phillips name was also helped by the 
Phillips 66 basketball team, which 
tours the country every year. 

Prior Campaigns—The Southeast 
isn’t the first section of the U.S. to be 
invaded by Phillips since World War 
II. The company moved into the Gulf 
Coast area in 1946, when it acquired 
the Sweeny refinery. In 1948, it struck 
out toward the Rocky Mountain states 
and the Pacific Northwest. Then, in 
1953, came the Dixie campaign. 

From its first service station in 
Wichita, Kan., in 1927, Phillips has 
expanded to today’s market: 2,368 
bulk plants, 126 pipe line terminals 
and 17,057 stations bear the orange- 
and-black Phillips 66 shield. There are 
1,469 jobbers and 519 consignees 
handling Phillips’ refined products. 
The company also has a few dual 
operations in its older territory. 


The Jobber Is Best 


Lyon gives several reasons why 
Phillips prefers jobbers and is using 
only jobbers in its new territory. “We 
have found jobbers give us better 
local representation than we could 
ever hope for with direct operations,” 
he says. “If he really works, and the 
good ones do, the local jobber can 
slap the ears off any major trying 
direct operations. 

“The local marketer has more flexi- 
bility, can tackle and solve a local 
problem on the spot. With direct oper- 
ation, this is often impossible, and you 
end up getting all boiled down in red 
tape, losing valuable time when quick 
decisions are called for,” Lyon con- 
tinues. 

As Lyon sees it, the jobber can 
usually buy real estate more cheaply 
and easily than a major company; he 
has closer ties with his community 
than a major can ever hope for; and 
best of all, says Lyons, “he doesn’t 
have to consult somebody higher up 
every time he starts to move.” And 
Lyon believes the jobber’s “sense of 
proprietorship can’t be overcome. He’s 
going to work mighty hard to make his 
business a success.” 

To get new jobbers, and keep his 
present ones happy, Lyon follows this 
basic philosophy: 

“We know fundamentally both busi- 
ness parties have to make money if 
the relationship is going to be a lasting 
one. We think we have treated our 
jobbers fairly and squarely. Since very 
few of them leave us, I believe we are 
on the right track.” 





S 
Why do jobbers switch to Phillips? 
Here’s one case history 
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Tom (left) and J. C. Brangan talk shop with new dealer .. . 


Who gets a bright, Brangan-built station 


Why Davenport Oil Switched to Phillips 


This jobber introduced the major to San Antonio 
and found supplier assistance enabled him to: 


e Acquire 21 new service station accounts 


e Triple his badly sagging gallonage in a year 
e Plan for bigger and better station building 


F. DAVENPORT OIL CO. is 

« one of the fastest-growing inde- 
pendent jobbers in Texas today. Al- 
most overnight, it has moved up from 
over 20 years of being an “also-ran” to 
become a definite factor in the San 
Antonio gasoline marketing picture. 

There’s no great secret behind 
Davenport’s sudden spurt in growth. 
More capital was made available to the 
company for expansion by a new 
supplier, Phillips Petroleum Co., which 
made its first move into the San An- 
tonio market when it signed up Daven- 
port in June 1955. 

Some jobbers shy away from sup- 
plier financial aid, fearing acceptance 
may reduce their independence. In 
Davenport’s case, however, acceptance 
spelled growth. It was either that, or 
face the prospect of continued medi- 
ocrity in a marketing territory where 
standing still today means probable ex- 
tinction tomorrow. 


Picking Up Fast 


Davenport Oil, headed by Tom 
Brangan, principal owner and man- 
ager, had 12 retail outlets in San An- 
tonio when it took on Phillips as sup- 


plier. Since mid-1955, Davenport has 
acquired 21 new service station ac- 
counts. Five of these are brand new 
stations built according to Phillips’ 
modern construction plans. 

With the additional stations, Daven- 
port’s gasoline gallonage has tripled. 
From 115,000 gal. per month in mid- 
1955, the company is now selling over 
350,000 gal. per month—and the fig- 
ure is still climbing. 

This increase business came after 
one of Davenport’s darkest moments. 
Before tying in with Phillips, the com- 
pany had seen its gasoline business 
slip from around 250,000 gal. a month 
to 75,000 gal., then slowly build back 
up to the 115,000-gal. mark between 
1946 and 1955. 

There were three basic reasons for 
Davenport’s nosedive. First, the com- 
pany came out on the short end of 
the terrific war for commercial busi- 
ness in San Antonio. Second, its farm 
business dropped from 80,000 to 20,- 
000 gal. a month in the face of the 
seven-year drought which that section 
of the state still suffers from. Third, 
the few retail outlets it had were more 
or less obsolete. 
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The commercial and farm losses 
hurt the most, because Davenport used 
to be strongest there. After World Wa: 
Il a good 70% of its business was in 
those categories. 

After those losses, there was only 
one way to turn. “We had the choice 
of facing facts and spending money 
for retail outlets, or face the prospect 
of going out of business,” Branagan 
says. “There was only one catch: we 
didn’t have the money to build new 
stations.” 


How Phillips Helps 


Phillips did have the money, though 

and happened to be looking for a 
keen, aggressive jobber to represent 
the ‘66’ brand in San Antonio. A con- 
tract was signed, and Davenport’s 
place in the sun in the Alamo City 
market has been growing brighter ever 
since. 

The supplier agreed to help Bran- 
gan increase the number of stations 
through which Davenport Oil will sell 
Phillips products. It amounts almost 
to a “You build one, we'll build one” 
arrangement. 

Neither Brangan nor Phillips will go 
into specific details on complete finan- 
cing arrangements, but they have en- 
tered into what they call two-party and 
three-party agreements on_ station 
building. 

In the two-party deal, Phillips leases 
or buys land, builds a station, and then 
leases it to Davenport. On the three- 
party agreement, Davenport buys the 
land and builds the station, leases it to 
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‘Stations today can easily cost $50,000. Not many 
jobbers can stand that kind of expense .. .’ 


(Story begins on page 107) 

Phillips, which then sub-leases it to 
Davenport. On the basis of the lease to 
Phillips, Davenport is able to borrow 
capital to build the station in the first 
place. Phillips will control the stations 
that it takes a part in building either 
through outright ownership or leases. 


Threat to Independence? 


Jobbers who argue against this kind 
of supplier aid say it’s costly because 
the jobber loses some of his indepen- 
dence in exchange. He doesn’t have 
complete control over all his outlets, 
they complain, and can’t switch sup- 
pliers if he wants to later on. 

That may be so. But, as Brangan 
says: 

“What else can a small jobber like 
myself to today? Real estate and sta- 
tion construction costs in San Antonio 
have increased tremendously in the 
past few years, and they’re still going 
up. Lots for stations which cost $8,000 
four years ago are now going for $15,- 
000 to $21,000. One independent here 
just paid $35,000 for a lot. 

“This increase has been partly due 
to a terrific station-building program 
undertaken by all major companies 
in this area. But whatever the reason, 
the small jobber stands little chance 
competing for choice locations without 
outside money from somewhere. 

“Add to property costs the expense 
of building a modern station today,” 
Brangan continues. “We’re putting two 
4,000-gal. underground tanks in all 
our new stations, plus running lines in 
case a third grade of gasoline is 
brought out by Phillips. This big stor- 
age is for direct delivery, a must today 
to cut handling costs and product 
losses. And we're putting in remote 
control pumping and other modern 
station features that are costly. 

“By the time you end up, a station 
today can easily cost $50,000. Like 
myself, there aren’t many jobbers who 
can stand that kind of expense.” 

As Brangan sees the picture, he’s 
still about as independent as ever. He 
owns some stations that he controls 
completely. What he would stand a 
chance of losing, were he to switch 
suppliers today, would be the stations 
Phillips has built. 

“I didn’t have them to start with, 
so what have I got to lose?” is Bran- 
gan’s comment. 


For the Future 


Neither Davenport nor Phillips 
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plans to stop building. Counting the 
21 new acquisitions and the 12 he al- 
ready had, Brangan now supplies 33 
stations. Those owned neither by 
Phillips nor Davenport are what Bran- 
gan calls “open accounts”—owned by 
individuals, leased by Phillips, then 
sub-leased to Davenport. 

There are 27 more stations planned 
to make sure Davenport’s growth con- 
tinues, and they'll be mostly brand new 
ones. Davenport will build 14, Phillips 
the others. 

“We have plans for a total of 60 
retail outlets in San Antonio and Bexar 
County,” Brangan says. “Our building 
program should be about complete 
within the next year or so.” 

When the program is completed, 
Davenport is expected to push some 
of the city’s top marketers for business. 
There are now about three jobbers in 
San Antonio with gallonage around 
the 1-million mark, and at least two 
majors with more than that in direct 
operation. 

They'll have to be reckoned with, 
but they’ll have to reckon with Dav- 
enport, too. “We intend to be a definite 
factor in the San Antonio market,” 
Brangan says. “How much business we 
can swing our way, we don’t know. 
But we are shooting for that 1-million- 
gal. class.” 

Brangan thinks most of the gallon- 
age increase he hopes for will probably 
come from other majors, plus new 
business coming into the San Antonio 
area. The Phillips brand, he says, has 
been well accepted in the area, and a 
very strong Phillips advertising cam- 
paign and credit card push has been 
going on since last year. Brangan’s 
own belief in bright stations and good 
products backed up by top service 
should help, too. 


For Growth, Get Dealers 


More new stations alone won’t get 
the business both Davenport and Phil- 
lips seek. Great care is taken in select- 
ing and training new station dealers 
and helpers. 

Brangan leans toward older, aggres- 
sive merchandising men as dealers. He 
believes in the theory that it’s action 
rather than a lot of talk that sells gaso- 
line today. A dealer should know his 
customers, greet them, and so forth, 
but he can easily talk himself out of 
a sale. So he looks for men who can 
move, rather than ones who can only 
talk. “A dealer does have to be a talk- 
er,” Brangan says, “but he has to prove 


his station to his customer through 
the service he gives.” 

Brangan seeks dealers with capital, 
but if he finds one without cash who'll 
make a better dealer, he doesn’t hesi- 
tate to pick him. He’ll finance a man 
up to $1,000, lets the dealer pay him 
back on a 1¢ gal. basis. Even when he 
picks an experienced dealer for a loca: 
tion, Brangan makes him take at least 
a two-week Phillips service station 
training course. 

To get first-class station personnel, 
Davenport also offers dealers some- 
thing many of them have been de- 
manding: longer lease agreements. 
Brangan’s leases run for more than 
three years, and he uses 30-day can- 
cellation clauses to protect himself. 
All the Davenport-owned stations are 
leased to dealers. 


Private to Major and Back 


The company Tom Brangan runs is 
one of the oldest oil marketers in San 
Antonio, and has operated at times 
under a major flag, an independent 
refiner’s flag, and as a private brander. 

It was formed as Laurel Petroleum 
Co. in the early thirties; O. F. Daven- 
port, for whom it was later named, was 
its president from the beginning until 
his death during the forties. 

Brangan took over as general man- 
ager in 1946, having worked up the 
ladder after joining the company as 
a salesman in 1932. He’s been buying 
stock all along and recently acquired 
complete ownership, except for a few 
shares still held by Mrs. Davenport. 

Pure Oil Co. was Laurel’s supplier 
until 1934, when Pure bought the com- 
pany. It was known as Pure Oil Co. 
until 1938, when Davenport leased the 
bulk plant, bought some of its trucks, 
and took over station leases on a gal- 
lonage basis. Pure moved out of the 
picture then, and Davenport started 
flying an independent refiner’s flag. 

When that independent went out of 
business, Davenport became a private 
brander. Magnolia Petroleum Co. be- 
came principal supplier in 1946, an ar- 
rangement that lasted until Brangan 
signed up with Phillips last year. 

There are 13 Davenport employes 
besides Brangan. Two are salesmen 
who help Brangan handle station ac- 
counts; one is a nephew, J. C. Bran- 
gan, who handles new dealers, while 
the other handles “open accounts.” 

Davenport has three transport 
drivers who deliver almost 100% di- 
rect from a pipe line terminal to 
Davenport stations. The 90,000-gal. 
underground storage at the Davenport 
bulk plant is seldom used except for 
emergency purposes. * 
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“MARK E” steel 


JOHN W. BYRD 


DEEPWATER, MISSOURI 
INDEPENDENT 





built this complete... service SEL 
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It’s a traffic-catching beauty spot on Missouri High- 
way 13, this fine modern 12’ x 24’ MARK E Service 
Station of the Byrd Oil Co. 


And it proves once again what a smart independent 
operator can do with limited capital and unlimited 
energy. From the day the concrete slab for driveway 
and station floor was poured to the day the station 
opened for business was less than two weeks. And 
Mr. Byrd’s total cost — including interior finishing 
and two modern restrooms — was less than $4,000. 


Attractive in appearance, the Columbian MARK E 
station is a complete showroom that displays and sells 
TBA through its huge slanting, non-reflecting win- 
dows. The wide overhanging marquee on three sides 
— 36” in front, 30” on the sides — provides shade 
and protection for outside displays ...a covered walk 
to the restrooms. The station is easier to keep clean 








MASTER-CRAFTED BY 


0) RU 1S) FAN. 


SINCE 1893 


and the steel construction requires a minimum of 
maintenance. Designs with or without lube bays, to 
fit your lot, can be supplied — and it doesn’t take 
skilled help to erect the precision fitted bolted steel 
sections. 


...and here’s another MARK E! 


Not a dozen miles 
from the Byrd Oil Co., 
station, another pro- 
gressive independent 
distributor has found 
the value of modern 
stations at low cost 
. . . the Columbian 
MARK E way. Where 
else can you get so 
much station, for so 
little, so fast? 


Wouldn’t it pay YOU to find out more about fine, modern Columbian MARK E Stations? 
Write, giving your lot size and description for a design suggestion and cost estimate! 


COLUMBIAN STEEL TANK CO. 


P.O. Box 4048-1 


VEL, Master-Crafted by Columbian... . First for Lasting Strength. 





Kansas City, Mo. 














Proudly Presenting the NEW 
Guardian 
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hee 


..a@ brand new 
concept in Service 
Station Building 
Lighting! 


the third and final member of the 
Guardian “I hree-some”’ 


* Guardian T Lights for Island lighting 


* Guardian Fluorescent Floods for area lighting 


* Guardian Facade Lighting for building lighting 


NATIONAL PETROLEUM NEWS + November, 1956 





NEW 


Guardian 


i = 


unobtrusive in 


design, but spectacular in RESULTS!” 


Facade Lighting blends in, almost unnoticed, with your building’s 
architecture. Instead of calling attention to itself, as a fixture, Facade 
focuses attention on the building—on the products you wish to mer- 
chandise, on your station identity. 


No longer do you need an assortment of ‘‘spots,” incandescent floods, 
‘‘cluster’’ lights, and so on. For Facade bathes the building—all of it— 
in a soft white light, from roof to grade, without shadows, without glare. 
Your building becomes brilliantly visible for miles, yet you can stand 
right next to it with no feeling of harsh lighting — no sense of glare. 


Like all Guardian developments, Facade is correctly designed, cor- 
rectly engineered, correctly manufactured to give years of trouble-free 
service —to give maximum light at minimum cost. So for the warmth 
and cheerfulness that only good lighting can generate—for more gal- 
lonage, both transient and neighborhood, get the whole story on this 
final step in service station lighting. All the “bugs” are eliminated, 
all the lab and field service tests are behind us . . . FACADE IS 
READY ... NOW! 


WRITE FOR YOUR COPY OF THE FACADE MANUAL 
(there is no cost nor obligation) 


cuanoian ight comrany 


500 NORTH BLVD., OAK PARK, ILLINOIS 
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Customer come-ons: toy tank trucks and modern stations help merchandising efforts that explain . . . 


How Fast-Moving Petrofina Built 


e New gasoline, station design and marketing set-up 
have put Petrofina up front among Canadians 


e Fina’s ‘new standard of service’ means doing 
‘a little more of what everyone ought to do’ 


“IN MARKETING, after all, there is 
nothing new,” says Alfredo F. M. 
Campo—even though he’s talking 
about Canadian Petrofina, Ltd., the 
newest factor in the gasoline market 
north of the border. 

Four years ago the company didn’t 
exist. Today it’s selling over 10% of 
the gasoline in eastern Canada (Mari- 
time Provinces, Quebec, Ontario). Its 
climb to fourth place among the 
country’s marketers rests mainly on 
achievements like these: 

e 2,000 retail outlets (projected for 
the end of this year), including 1,300 
distinctive company-built stations. 

e A pioneering extension of mod- 
ern service into Canada’s rural areas. 

e A new 20,000 b/d refinery in 
Montreal East. 

e Introduction of Canada’s top 
octane (and top price) premium fuel. 

Campo is the man who founded the 
company and built it to its present 
position, drawing on his 27 years of 
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experience with McColl-Frontenac Oil 
Co. (a subsidiary of The Texas Co.) 
and the capital resources of Com- 
pagnie Financiére Belge des Petroles, 
the giant Belgian oil group known as 
Petrofina. 

“Three years is a very short time 
to gain public acceptance,” says Cam- 
po, “but we don’t have any magic 
formula. The most important factor 
has been a tremendous effort on the 
part of all the staff. We have people 
here who literally worked night and 
day for two years. With effort like that 
you’re bound to get results.” 


Impact and Service 


“We started out with two main 
thoughts,” says Campo. “One—we had 
to come out with outlets that were 
handsome and built in large numbers, 
fast, so there would be an impact on 
the public. We wanted our outlets to 
be as near perfect as possible, and we 
wanted to get away from the square 


box-type station. 

“Two—we wanted to go into areas 
that were small, but growing, and give 
the public the service to which we 
think they are entitled.” 

Station design fell to G. B. Long- 
hurst, general manager of marketing, 
who’s one of the dozen Fina “ori- 
ginals” who followed Campo from 
McColl-Frontenac to form the new 
firm. 

“I'd always felt something could be 
done to improve the square box sta- 
tion,” Longhurst says. “I'd been 20 
years with a big company, and I'd al- 
ways had that feeling, ‘If they’d just 
let me try it my own way.’ Everyone 
thought the square was the most 
economical design. We didn’t come up 
with anything revolutionary, but we 
do have something different and, I 
think, better. And it actually costs 
about $1,000 less to build than a 
square station.” 

The Fina stations that mushroomed 
in eastern Canada are red, white and 
blue two-bay buildings of enamelled 
steel, with semi-circular glass-walled 
salesrooms and a large FINA spelled 
out in illuminated block plastic letters 
on the salesroom cornice. 

Petrofina has been building two 
versions of the same design. In urban 
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Three-men-on-a-car system helps bolster Fina’s claim of a new 


standard of service in Canada’s rural 


Four men at Fina’s desk: founder Alfredo F. M. Campo ringed 
markets by marketers G. B. Longhurst, J. R. Laporte, Leslie Choyce 


a Major Brand in Three Years 


markets it’s a full-scale unit with two 
pump islands, four or more pumps, 
and sometimes a third lube bay. 

For rural areas, Fina has a “junior 
station,” a cut-down version which 
costs about half as much as the $27,- 
000 estimated for the standard type. 
It’s somewhat skimpier in its over-all 
dimensions, is more economically con- 
structed, and usually has only two 
pumps out in front. Standard units are 
designed to handle a minimum of 100,- 
000 gal. a year; junior stations, from 
60,000 to 100,000 gal. 

The smaller unit is Fina’s strongest 
competitive weapon. Designed for 
areas where most gasoline has been 
sold from store-front pumps, in some 
places it’s been the first real service 
station. Longhurst estimates that over 
60% of Fina stations are in “other 
than urban” areas, and the company 
is reported leading its competitors in 
many of them. 


Service: A Bit More 

While Fina’s advertising says it is 
bringing “a new standard of service” 
to the Canadian market, Longhurst 
makes no claim to having a new way 
of inspiring dealers to good service. 
“We've just made all our people feel 
that service is their prime responsi- 


bility,” he says. “To say any more 
would be belaboring a point. I guess 
we just do a little more of what every- 
one ought to be doing.” 

Dealers and attendants are en- 
couraged to meet the customer at a 
trot. When a car goes on the grease 
rack, one man inspects it for details 
that might need attention and calls 
them out to a partner standing by, 
who marks them on a _ worksheet. 
Whenever possible this routine is car- 
ried out in the customer’s presence. 

One Fina service-builder is sending 
a shopper to its stations incognito. If 
a dealer gives complete service, the 
shopper identifies himself and hands 
the dealer a $5 bonus. If something 
is skipped, the dealer gets a short note 
in the next day’s mail saying, “Sorry 
you missed the $5.” 

And every six months the company 
has a housekeeping contest, using an 
NPN checklist to check stations on 
over-all appearance and orderliness. 
The top three dealers in each division 
win prizes of $100, $50 and $25. 


Growth Promotes Itself 


Petrofina has made the most of its 
rapid growth in promoting the new 
brand. As Campo puts it, “The public 
sees our stations going up in large 
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numbers, they get interested in this 
new company, and we capture their 
imagination.” 

Mass station openings point up the 
company’s arrival in a market. Fina 
conducted one opening for 40 new 
stations in Ontario last year. Openings 
for 10 to 20 have been held, and two 
or three at once are commonplace. 

A Fina opening takes place after 
the station has actually been open 
several weeks. The company pays 
40% of the cost (average: $800) of 
a program that runs five weeks, in- 
cludes advertising (newspaper, radio, 
TV and sound truck), drawings and 
give-aways. 

A week before the advertising starts, 
some 20 or 30 jeep pedal cars or toy 
tank trucks are lined up in front of the 
station to whet public curiosity. These 
prizes for weekly drawings have been 
very popular, Fina says, because 
they’re luxury items that parents really 
want for a child but could never bring 
themselves to buy. The stations also 
offer small premiums with minimum 
purchases during the opening, chang- 
ing the premium each week. 

A Fina merchandiser explains the 
long openings this way: “If you hold 
a station opening for a couple of days 
the place is usually jammed. The les- 
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‘It may sound radical, but I'd actually love to find 
a dealer who would refuse to wear a uniform...” 


(Story begins on page 112) 
see has little time to meet people and 
his service is apt to suffer. 

“This way, the new prospect gets 
acquainted with your service, and by 
the time it’s over, he’s acquired the 
route habit which directs him to your 
station.” Fina says an opening can 
boost gallonage as much as 300%, 
with increases expected to run 40%- 
60% at stations that started well to 
begin with. 

Gasoline Helps — Fina’s Montreal 
refinery, with one of the only two 
alkylation units in Canada, helps the 
company’s advertising push. Fina’s 
new premium fuel is plugged as the 
highest-octane gasoline in Canada, 
with an extra power boost from the 
added alkylate. 

Although the new “Alkyl-gas” is 
priced 1¢ higher than competing ma- 
jor brands, Fina reports a steady rise 
in its premium-to-regular ratio, with 
sales as high as 2 to 1 in some spots. 


Getting the Men 


Top men in the Fina orgahization 
are long-time associates of Campo. 
Nearly all middle management men, 
like division managers, have come 
from similar positions with other oil 
companies. 

Longhurst explains the company’s 
attraction for oil men this way: “They 
see a chance to move up with a grow- 
ing company. We have no seniority 
system; advances are on merit alone. 
I’ve never seen a company with a 
freer atmosphere, where a man’s ideas 
are appreciated as much.” Fina’s salary 
scale is no higher than those of other 
companies. 

For field supervisors, Fina prefers 
college graduates with a business back- 
ground, looks first for the “likable 
chap who mixes well with people.” A 
number have been chosen from the 
company’s white-collar workers. 

Field supervisors are trained on the 
job in an informal four-month pro- 
gram that includes eight weeks of 
working in a station. Once on the job, 
they have a heavy responsibility for 
picking new station locations, finding 
dealers, training them, and finally sell- 
ing to them. Final approval for select- 
ing locations rests with top manage- 
ment, but the field supervisor is ex- 
pected to present a full analysis of cost 
and competition (according to a for- 
mula prepared by the company) along 
with the original recommendation. The 
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supervisor’s area usually includes 16 
to 18 stations (fewer in rural areas). 


Dealers: Low Turnover 

Despite the rate at which Fina has 
had to find dealers and Campo’s strong 
views on dealer selection, the com- 
pany has been fairly successfully in 
keeping square pegs out of the round 
holes. Eight of every ten dealers’ 
leases were renewed the first year, and 
since then the figure has been nine out 
of ten. 

“Personally,” Campo says, “I feel 
that one of the gravest problems of 
the industry is that nothing has been 
done to lift the service station business 
from its original level. . . It’s still the 
last type of business a person plan- 
ning to go into business for himself 
would choose. 

“It may sound radical, but I would 
actually love to find the type of man 
who would refuse to wear a uniform 
—a man who, perhaps, even thinks of 
himself as a little better than a uni- 
formed employe—who thinks of him- 
self as a manager and a salesman, not 
a man who thinks of the job as just 
pumping a gallon of gas.” 

That’s why Fina men keep their 
eyes open for dealers in all types of 
pursuits. They have found that good 
potential dealers often work as as- 
sistant managers of food stores, variety 
stores and the like, and that bank 
managers can give good leads on local 
men. 

The Money Question — Petrofina 
estimates that the inventory, equip- 
ment and working capital required to 
open a station add up to $7,000. It 
will finance $3,500 if the dealer can 
match it. For as little as $500, Fina 
will take on a trainee dealer, who gets 
an intensive six-month course in sta- 
tion operation. 

The company has found that poor 
financial handling has been the major 
cause of dealer unhappiness, so it re- 
quires the dealer either to put up his 
own money or show that any money 
he borrowed from outside sources is 
not due within three years. The dealer 
pays back the money lent him by Fina 
at the rate of 0.25¢ gal. the first year, 
0.5¢ gal. the second year, and 1¢ gal. 
the third year. 

A good dealer doing 100,000 gal. a 
year should make a net profit of 
$4,000 for the year after deducting 
$150 a week salary for himself and 
one other man, the company figures. 


Exceptional men can do better: Fina 
can point to at least one dealer mak- 
ing $25,000 yearly. The Fina formula 
is that a station should make a gross 
profit of 18% on its total business; 
operating expenses should take 12.5% 
of that gross profit, and rent, 2%. 
Dealers have a TBA quota of $25 
per 1,000 gal., with a recommended 
objective of $43 per 1,000 gal. Fina 
requests dealers to allow field super- 
visors to examine their books to help 
the dealers keep their finances in order. 
Centralized Training—Until recent- 
ly, Fina trained its dealers in the field, 
but it’s now changing over to a 
centralized training program. Former- 
ly, the dealer had a brief period in an 
operating station and training was 
continued after he had moved into his 
own outlet. This required extra field 
supervisors, specialists in certain 
phases of the business, to call on the 
dealer to give him help in service, 
merchandising, and bookkeeping. 
Now, dealers will be brought to a 
company station in Montreal for train- 
ing: four weeks for brand new men, 
two-week refresher courses with pay 
every year for all interested dealers. 


What's Coming 


Canadian Petrofina has been aim- 
ing toward fully integrated operation 
from the start. One of its earliest 
moves was the acquisition of oil-pro- 
ducing lands in western Canada, and 
it moved quickly to get its own re- 
finery. 

It’s no secret that Fina is looking 
westward for a new refinery location. 
The Montreal plant is the only one in 
Canada with sufficient alkylation faci- 
lities to supply the Fina blend, and 
the company’s distribution lines are 
already approaching the break-off 
point of the haul from Montreal at 
some places. “We could expand into 
areas where we would have to buy 
someone else’s product,” says Campo, 
“but I don’t like it.” 

Last year the company acquired 
400 retail outlets in the Maritime 
Provinces through an agreement with 
United Service Corp., but most of its 
expansion has been along the build- 
and-lease route and will continue that 
way. 

To raise its fourth-place standing in 
the Canadian market, Fina will have 
to overhaul three tough competitors: 
Imperial Oil, Ltd., British American 
Oil Co., and Shell Oil Co. of Canada. 
Campo makes it plain that the com- 
pany plans to continue its marketing 
growth by extending its stations all 
across Canada, and by sharing the 
rapid growth of Canada’s rural areas, 
where it staked out an early claim. & 
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The Marketing Race: Gulf's Ready, Set— 





And C. J. Guzzo sets a fast pace. He sold a once 


production-minded management on marketing 


Gulf's meeting the sales challenge by reorganizing, 
decentralizing, building up distributors, dealers 


GULF OIL CORP. has long been an 
industry giant, but until recently it has 
seemed like a sleeping giant in retail 
marketing. Now, there are signs that 
the giant is on the move: 

e Gulf is more aggressive than ever 
before in picking up new outlets, re- 
modeling old ones, and getting rid of 
the losers. It’s going modern with 
maximum use of its new glass-and- 
aluminum design (NPN—May, p133). 

e It has a new training program 
calling for nearly 100 training sta- 
tions, merchandising managers in each 
division and a staff of field merchan- 
disers. 

e It’s jacking up the efficiency of 
its distribution with programs like its 
Texas products pipe line operation 
(NPN—Oct., p103). 

e Gulf’s profits were 50% higher 
in the first six months of 1956 than 
the same period last year—the biggest 
improvement in the industry, much of 
it due to marketing, says Gulf. 


Selling to Management 


Behind these activities is a basic 
change in Gulf’s top-level thinking 
that has given marketing a new em- 
phasis. The man who’s done most to 
bring it about is C. J. Guzzo, vice 
president, domestic marketing, de- 
scribed by his associates as the man 
who “sold the company on market- 
ing.” 

This wasn’t easy in a company that 
for years was only production-minded, 
then turned its attention to refining 
while marketing got little emphasis. 
One company official says Guzzo sells 
marketing to management with “his 
air of confidence that these things 
must be done if the company is really 
in the marketing business. He believes 
in what he’s doing and he has 40 years 
of experience to back him up.” 

Guzzo came to Gulf’s Pittsburgh 
headquarters by way of New Orleans, 
where he served as division manager. 
The home office called him in, in 
1953, to give the field’s views on 
streamlining a marketing reorganiza- 
tion program. Management liked his 





fresh ideas, asked him to stay on and 
“quarterback the team” that put a 
new look on the program. 

From there he moved quickly to the 
marketing vice presidency and the job 
of making the reorganization click. 
Guzzo hasn’t regarded the job as rev- 
olutionary. Much of it has been pull- 
ing Gulf’s marketing techniques 
abreast of its competitors-—to make 
it possible for the company to push 
ahead. 


Customer or Product? 


New advances in organizing mar- 
keting by type of customer instead of 
by product were important in Gulf’s 
new look. Guzzo coined a phrase for 
this idea — “Customer application 
rather than product specialization”— 
and put his men to work proving that 
it’s better for the customer. 

It means that one salesman sells a 
customer all his needs—gasoline, fuel 
oil, lubricants, TBA. Customers like 
fewer calls and dealing with one man 
who comes to know their operation. 
But Gulf says it also benefits: it’s 
easier to control costs . . . Duplica- 
tion of sales effort is eliminated .. . 
Salesmen must know all products rath- 
er than one or two, so their work be- 
comes a continuous training program. 

Gulf’s marketing segment is now 
divided into two parts, retail and 
direct. The retail department is sub- 
divided into markets like service sta- 
tions, home heating and farm sales; 
the direct department, into markets 
like industrial, transportation, con- 
tractor and fleet. Common consumer 
interest is the determining factor. 
There are no product managers. This 
structure is reflected on divisional and 
district levels, with salesmen classified 
as either retail or direct. 


Give the Field Authority 


Gulf has long had geographical de- 
centralization; when Guzzo came to 
Pittsburgh he brought with him a 


By ANTHONY M. ASTRACHAN 
NPN Staff Writer 
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program to strengthen it. He increased 
field authority fivefold over personnel, 
capital and operations (Gulf won’t 
reveal the exact limits of managers’ 
authority). “I gave them adequate 
authority to run the business,” Guzzo 
says. “They should and do spend less 
time consulting headquarters than 
formerly.” He also simplified job titles, 
eliminated surplus jobs and cut each 
man’s job functions to a minimum to 
increase the flexibility of the eight 
divisions. 

Real delegation of authority, Guzzo 
believes, creates efficiency and con- 
fidence and builds manpower. “But 
don’t misunderstand,” he says, “we 
hold them responsible for results.” 
Guzzo has given special emphasis to 
defining authority, creating uniform 
standards and methods for the divi- 
sions, and showing his managers that 
decentralization doesn’t mean free- 
wheeling departure from company 
policies. On the other hand, R. A. 
Hunter, general manager of retail and 
jobber sales, points out that the gen- 
eral office will not establish or change 
a company policy without getting the 
field’s view—and prefers that ideas 
come from the field. 

Guzzo’s efforts to develop an esprit 
de corps go hand in hand with his 
ideas on decentralization. Gulf men 
are still talking about the time last 
year when district managers and the 
equivalent level of division manage- 
ment were invited to the annual com- 
pany-wide meeting of general and 
marketing staffs. That’s old hat in 
some companies, but it was the first 
time Gulf ever did such a thing. 

Guzzo also believes that even top 
sales executives belong in the field 
whenever their administrative duties 
permit. He has undertaken to visit 
every one of Gulf’s 98 districts this 
year—he meets salesmen, dispatchers, 
stenographers, not just the district 
managers. As New Orleans division 
manager, Guzzo spent 60% of his 
time in the field, and he still en- 
courages division and district man- 
agers to get out from behind their 
desks, visit their salesmen and even do 
a little selling themselves. 


Place for the Middleman 


Gulf has 1,127 commission dis- 


tributors (compared with 247 jobbers 
and 209 salary-operated bulk plants), 
and Guzzo makes a strong point of 
regarding commission agents as inde- 


115 


Management 





‘You must enjoy your work to do it well . . . The 


key is meeting the challenge of the job’ 


pendent contractors, not just adjuncts 
to direct operation. “Distributors and 
Gulf both work to develop retail out- 
lets,” he says. “They have complete 
freedom of action to get into another 
business as well, to build themselves 
in the community.” 

To back up its regard for the inde- 
pendent commission agent, Gulf says, 
it has no competitive dual operation. 
A company salesman working in a 
distributor’s area routes orders to the 
distributor. 

Gulf backs up its jobbers, too, when 
they earn it: it’s an exception to the 
rule, but in Manhattan, the center of 
New York City, where most com- 
panies operate direct, most of Gulf’s 
service station business goes through 
Harmosa Oil Corp., an independent 
jobber. 

The virtue of commission distribu- 
tion, Guzzo says, is that it enables a 
good individual to. get into business 
without nearly the capital he’d need 
to be a jobber. Since he regards a dis- 
tributor as being as independent as a 
jobber, he sees nothing to be gained 
by converting from commission to 
jobbership, says both are in the same 
position so far as the industry picture 
is concerned. 


Dealers: ‘No Strain’ 


“I can’t understand why anybody 
would do anything that would strain 
his relationship with a dealer,” Guzzo 
says. He believes that the more a 
dealer learns about and from his sup- 
plier, the happier the relationship is. 
Gulf explains to its dealers the way the 
company works, as well as the usual 
product application and merchandis- 
ing techniques. 

Training is another place where 
Gulf is placing new emphasis. The 
company is building at least one train- 
ing station for each of the 98 districts, 
to replace divisional training programs 
that produced uneven results. Gulf 
salesmen have been specially trained 
to train the dealers, and jobbers’ and 
distributors’ dealers may be trained 
at Gulf’s expense. 

To get the right men to train, Guzzo 
says “I look for the sales type. The 
first question is, Does he like people? 
Second, does he enjoy serving them?” 
Hunter, who runs the training pro- 
gram, says, “We’re trying to build in 
more of the ‘why,’ plus enough of the 
‘how’ to get a new man trained if he’s 
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adept. He can always be kept an extra 
week in the driveway if he’s got 
enough ‘why’.” 

A good deal of “the why,” Hunter 
says, is based on the idea that the best 
service to the customer means the best 
profit for the dealer: service either 
promotes gallonage or keeps a man 
from losing it to competitors. The 
company will give “the why” to deal- 
ers’ wives, too, to help form the right 
emotional attitudes toward the service 
station business. 

Something new to the company 
is the idea of having a merchandising 
manager in each division, plus a staff 
of merchandisers who'll report through 
the district managers to the division 
manager of retail sales. They'll help 
the dealers’ merchandising efforts, find 
out what their problems are and help 
the dealers solve them, providing a 
continuous training follow-up. 

Tell the Public — Besides helping 
dealers give the public a good impres- 
sion of Gulf, Guzzo would like the 
public to get a good impression of 
dealers, too. “If there was only some 
way we could get it over that the 
dealer is by no means a downtrodden 
individual,” he remarks. “He’s a hell 
of a good businessman doing a great 
job through free competitive enter- 
prise.” 

Gulf helps its dealers in two main 
ways. One is Gulf’s commission sta- 
tion plan, which enables a good pro- 
spect with limited funds to get started. 
The plan is up to division manage- 
ment; so far the Houston division is 
the only one that’s made wide use of 
it. Some dealer groups oppose com- 
mission stations on the grounds that 
then are price-fixing devices. 

The other dealer aid is Gulf’s will- 
ingness to give a long-term lease or 
sell a station outright, the latter a 
Guzzo specialty. Guzzo says not too 
many dealers have asked for long 
leases. The records of the Humphrey 
Senate subcommittee hearings on the 
New Jersey price war reveal that Gulf 
so far has sold 1,700 stations to deal- 
ers throughout the country. 

Station Future—Gulf dealers will 
have plenty of good-looking stations 
to work in, but Gulf says there will be 
more rebuilding than new building. 
“We're upgrading our retail outlets,” 
he says. “We expect to have no more 
at the year’s end than at the beginning 
—if as many.” 

But Gulf says, “Where we need 


new ones, we're going to try to put 
them there. In a place like Columbus, 
Ohio, with four shopping centers go- 
ing up, you’re going to have to have 
representation there. In other places, 
especially rural areas where there are 
grocery store outlets, one new station 
may do the work of several others.” 

The company is alert, too, for other 
kinds of expansion—like the deal 
whereby Gulf acquired 50 former 
Texaco outlets with an estimated 16- 
million gal. a year on a lease from 
New York City jobber Louis Ber- 
kowitz. 


How to Inspire People 


Administrative assistant A. A. Stam- 
baugh, Jr., puts it this way: “Mr. 
Guzzo’s enthusiasm is contagious. He 
convinces the men that there is a 
purpose to what they’re doing. He 
creates confidence throughout the mar- 
keting department, and that’s why 
they’re doing a better selling job.” 
There’s always a letter, a pat on the 
back, or a verbal tribute for a good 
job, and Guzzo is diplomatic when 
someone hasn’t done well. 

For Guzzo, it’s selling salesmen on 
their work. “If you don’t enjoy your 
work you can’t do it well,” he says, 
and he finds the key to enjoyment in 
meeting the challenge of the job. 
That’s why Guzzo gives major credit 
for his work to Gulf president W. K. 
Whiteford, who preceded him to Pitts- 
burgh by only a few months. “The 
president’s encouragement is an in- 
spiration” in meeting the challenge of 
the marketing vice presidency, he says. 

Guzzo says that a challenge goes 
with a salesman’s job. “I point out to 
him how much joy he’ll get out of it, 
and out of enjoying the fruits of his 
efforts. Even worthwhile individual ac- 
cepts a challenge and enjoys meeting 
its” 

The fruits are more than just a pat 
on the back: “People can’t live on 
sweet words,” Guzzo points out. But, 
he says, “If you take care of people 
adequately in the first place, you don’t 
have to use incentive bonuses. The 
kind of people you have to give a 
prize to get °em to do a good job 
don’t give continuous results.” 

Guzzo gets results at headquarters 
with committee staff work. Gulf men 
says he’s good at developing unified 
team thinking, but has nurtured the 
feeling that he doesn’t want yes-men. 
When committee members see Guzzo’s 
own assistants speak their minds, 
Stambaugh says, they know Guzzo 
won't object to differences of opinion. 

(For an NPN profile of Guzzo, see 
page 190). . 


NATIONAL PETROLEUM NEWS * November, 1956 





Bulk Plants and Terminals 


an 


Setting up a division in a fast-growing suburb opened the way to more sales for Lewis Oil. Here’s the way this . . . 


New Plant Helps a Jobber ‘Go Local’ 


A booming suburb was snubbing a fuel oil jobber 
because he wasn't a hometowner. Lewis Oil solved 
that one by moving in—with a new bulk plant 


LS gmenete YOURSELF a heating oil 
market in a boom area some 30 
miles from your headquarters is no 
snap. Lewis Oil Co. of Port Washing- 
ton, N.Y., found that out in three 
years of trying. 

“You're not a local company.” “We 
prefer to deal locally.” Lewis salesmen 
kept getting answers like these as they 
hunted accounts in the fast-growing, 
250-sq-mile Suffolk County area of 
Eastern Long Island. 

Then Lewis hit on the key to 
localizing: it built a $150,000 bulk 
plant at Kings Park, hub of the new 
market. The 500,000-gal. plant, loaded 
with new features, goes into operation 
this month. 


New and Special 


The new plant is a full-scale project 
—not window-dressing to flimflam 
homeowners into thinking Lewis has 
become a local company. The jobber- 


ship is simply getting in on the ground 
floor, to stay and grow with the area. 

Lewis is not only offering the Gulf- 
brand heating oil and its own burner 
service; it’s adding Gulftane liquefied- 
petroleum gas (to be stored in two 
30,000-gal. tanks) and a line of LP- 
gas appliances including ranges, hot- 
water heaters and refrigerators. It will 
be selling oil burners and air condi- 
tioners, too. 

Cooperation Produces—In mapping 
plans for the plant itself, Lewis con- 
sulted Gulf operations men. As a 
result, the plant has four special fea- 
tures: 

e A swinging arm inside the tank. 
“That’s so we can load clean product 
into our truck and give it to our 
accounts,” says John M. Lewis, com- 
pany treasurer. The arm is attached to 
the tank outlet, and can be raised or 
lowered by a small winch and cable on 
the outside of the tank. Product can 
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be drawn off from just under the 
liquid level in the tank, leaving the 
bottom layer of sediment undisturbed. 

e Larger shell manhole. Lewis had 
planned on a 22-in. manhole but Gulf 
suggested that it be made larger by 
2 in. This, says Lewis, will make it 
easier for men to get into the tank to 
clean it out. 

e Flanged vent on top of tank. 
Should Lewis want to use the tank 
for another product, or replace a vent, 
it can be done without taking the 
tank out of service and “burning off” 
the old vent and welding on the new 
one. 

e Spring-type gage hole hatch 
cover. This, says Lewis, is a safety 
device that would open up to relieve 
internal tank pressure if the main vent 
became clogged or didn’t work. 

Lewis didn’t buy Gulf’s suggestion 
to use block-type valves. “We prefer 
the rising-stem type because we can 
see from a distance if the valve is open 
or close,” explains) Lewis, who in- 
stalled steel valves instead of cast-iron 
valves. “Although they’re more ex- 
pensive, they are safer as far as 

(Continued on next page) 
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Bulk Plants and Terminals 





(Story begins on page 117) 


breakdowns are concerned,” 
contends. 

Added Extras—Several other fea- 
tures new to Lewis were put in. The 
500,000-gal. tank was set below grade 
by about 5 ft. to improve plant appear- 
ance, giving the tank a closer-to-the- 
ground look. And when the hole for 
the tank was dug, Lewis had a ready- 
made earth dike. 

Automatic gaging equipment is also 
new. Lewis has installed a Petrometer 
to give a continuous gallons-and-inches 
reading of what’s in the tank. Physical 
inventory will be taken once a month. 
Heart of the Petrometer is an air bell 
in the bottom of the tank, with a 
Y%-in. O. D. copper (tube) transmis- 
sion line and an equalizer line run- 
ning from the top of the tank to a 
direct-reading mercury gage in the 
dispatcher’s office. 

The National foam chamber is 
bolted to the tank, not welded, to 
make it easier to replace or repair. If 
it were welded on, Lewis would have 
to shut down the tank to make changes 
or repairs. 

Scaffolds can be set up without 
having to secure the rigging over the 
top of the tank because Lewis has 
welded “eye” hooks to the outer rim 
of the tank. 

Following a trend, Lewis is using 
remote-control metering, with a 
Neptune 433 printing counter in the 
dispatcher’s office and a Neptune reg- 
ister on the rack. 

Lewis has two trailer unloading 
spots on opposite sides of the tank 
to unload four trailers at once, if 
necessary. While an Ingersoll-Rand 
Model 3RVNP-15 pump (400 gpm) 
pumps product from one trailer, other 
trailers can use their own pumps to 
unload. 

Product moves through 6-in. lines 
to the tank and from the tank through 
the Ingersoll-Rand Model 3RRVI-7.5 
(450 gpm) pump to the register on 
the loading rack. A 4-in. line con- 
nects to the Wheaton Brass Co.’s 
counterbalanced 4-in. loading arm. 


Lewis 


Serving the Market 


The new operation is a separate di- 
vision of the company, with its own 
trucks (one at present), with its own 
drivers (one now; he lives in the area), 
its own dispatcher (he’s transferred 
from Port Washington), two burner 
mechanics, its own sales staff, clerical 
help (two local women will find work 
there), its own RCA two-way radio 
station (Lewis has two-way radio at 
Port Washington) and its own degree- 
day system (Hidy degree-day record- 
er). It has its own management, with 
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Bill Reich, 
charge. 

For the present, billing will be 
handled by Port Washington, and 
product will come from Port Washing- 
ton in a new rig with a 6,000-gal. 
lightweight steel tank. The tractor is 
a White diesel, Lewis’s first such mo- 
tive power. 

If Lewis grows in the new market, 
billing could be transferred to Kings 
Park and product could be barged to 
Northport, about seven miles away, 
then transported to the plant. And the 
plant’s three acres give Lewis plenty 
of room on which to build. 

With the new plant, Lewis cuts 
down On non-productive driver time. 
Before the plant was built, drivers 
spent more than two hours daily in 
making the round trip from Port 
Washington to serve accounts in Suf- 
folk County. At $2.35 per hour for 
straight time—frequently it was at 
overtime—it came to a sizable sum at 
the end of a year. “It’s more sensible,” 
says Harvey Lewis, company presi- 
dent, “to ship from the center instead 
of the rim.” And the new plant makes 
such an operation possible. 


Lewis comptroller, in 


The Prize Is a Plum 


But economics of retail delivery was 
not the big factor in getting Lewis 
into Suffolk. “We figure this more 
from a sales angle than from an 
operations angle,” says John Lewis. 

Suffolk, he adds, is mushrooming, 
with many new homes in the $15,000 
class. And because natural gas can’t 
handle the heating load, builders are 
going to oil heat. Last year, new 


housing starts in Suffolk exceeded 
those in Nassau County for the first 
time since the post-war building boom. 
For the first seven months of 1956, 
Suffolk, with 7,000 housing starts, 
leads all counties in the state. Another 
example cited by Lewis is Smithtown, 
now a town of 35,000 people. “Its 
population has doubled in each of the 
past two five-year periods,” Lewis says. 

Nassau County, on the other hand, 
doesn’t offer this growth possibility. 
Most of its available land has been 
built up. High taxes and overcrowding 
are influencing some to move to Suf- 
folk County. Lewis saw this trend 
among its own accounts. “We had no 
trouble keeping them—about 250 in 
all—when they moved to Suffolk. But 
they were scattered all over the place 
and we wanted to develop a good mar- 
ket there,” says John Lewis. 

Lewis now has about 500 accounts 
in Suffolk, a little less than 7% of its 
total. Lewis developed some new busi- 
ness there by installing oil burners in 
one large development, then taking 
over burner service free for the first 
year under the burner warranty. Most 
of the new homeowners also gave him 
the oil supply contract. More new busi- 
ness came from learning when new 
owners were about to take title to their 
homes and then seeing that Lewis 
salesmen got to these homeowners first 
to make the pitch for supply and serv- 
ice. It was in this group that Lewis 
came up against the “outsider” feel- 
ing. That was a stopper for a while, 
but today the salesmen have a come- 
back that’s hard to argue with. Be- 
cause Lewis is local now. ® 








“Fill her up with gas, wipe the windshield, and where’s the restrooms?” 
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GORMAN-RUPP 
“O" SERIES VERTICAL PUMP 
Two-inch Models 02-v3/4 and 02A-V1 


DON’T BREAK THE PIPING! 


Cartridge Design Permits Rapid Field Service Without ing the piping. And it’s another in the famous 
Disconnecting Pipe and Excess Spillage. Gorman-Rupp ‘‘O” series centrifugal pumps that 
Versatile is the word for this Gorman-Rupp model! prime. That means high efficiency, dependable oper- 
Its vertical design asks only a single sq. ft. floor ation and exclusive safety features. No check valve. 
area. Its cartridge construction allows pump and Straight-through piping. This pump is covered by 
motor to be removed and exchanged without break- the Gorman-Rupp plain-language guarantee. 


The Gorman-Rupp Company 


305 BOWMAN STREET ° MANSFIELD, OHIO 


BOTH PUMPS pull blending oil from delivery transport to 100 G. P. M. are delivered by these pumps through 2” meters, 
storage tank. By changing valves, they then transfer it to loading truck tanks, pumping from transports and filling 
weighing tank. bulk storage tanks. 


November, 1956 * NATIONAL PETROLEUM NEWS 











A Me 


From coast to coast NATIONAL CAN has proven to be a reliable 
and resourceful supplier of quality cans and helpful service. 


NORTH CHURCH, BOSTON 
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INJECTOR-STICKING is the problem at hand here. In this case, a combina- 
tion of Du Pont FOA-2 and Metal Deactivator proved to be the solution. 


Now—a new DuPont Service to help you 


solve diesel-fleet fuel problems 


When a diesel operator encounters a 
fuel problem—such as injector-stick- 
ing or filter-plugging—he often tends 
to blame the refiner for his troubles. 
And with a big fleet operator, such 
complaints are likely to jeopardize a 
substantial amount of business. It is at 
this point that your customer relations 
can often be improved by the analysis 
and opinions of a third party, a Du 
Pont technical representative backed 
up by numerous Du Poni facilities. 
To help you solve these problems as 
quickly and easily as possible, our Du 
Pont Petroleum Chemicals Division 
automotive specialists will be glad to 
work with your men. Their practical 
experience with this type of problem 
can be added-to your own experience. 
And our five conveniently-located re- 
gional laboratories, as well as the main 


Sales Offices: 


CHICAGO 3—8 So. Michigan Ave. ........ 
CLEVELAND 15—25 Prospect Ave. 


HOUSTON 2—705 Bank of Commerce Bidg. .. 


LOS ANGELES 17—612 So. Flower St. . 
NEW YORK 20—1270 Ave. of the Americas 


Du Pont Petroleum Laboratory, can 
also aid you in this work. 

In cases where filter-plugging occurs 
—in both truck and tractor fleets— 
our service representatives have found 
that Du Pont Fuel Oil Additive 
No. 2 (FOA-2), or a combination of 
FOA-2 and Du Pont Metal Deactivator 
(DMD) helps overcome the trouble. 
This same combination of additives 
has proved helpful also in overcoming 
injector-sticking. However, since 
different diesel fuel stocks vary consid- 
erably in composition and response to 
additives, each problem must be 
studied on an individual basis. 

Different diesel engine injector de- 


signs may also affect the performance 
of fuels. We are, therefore, also work- 
ing with diesel engine manufacturers 
on injector-sticking problems. 

So if you are encountering fuel 
problems with any of your accounts, it 
may pay you to discuss them with one 
of our automotive specialists. And you 
can request this service through any of 
our offices listed below. 


8G. u, 5, Pat, OFF 
Better Things for Better Living 
- « « through Chemistry 


Petroleum Chemicals 


RAndolph 6-863 PHILADELPHIA 2 
SUperior 1-1363 PITTSBURGH 22 2m 
CApitol 5-1151 SAN FRANCISCO 4 
.. MAdison 5-1691 SEATTLE 3—Room 215 
COlumbus 5 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals—85 Eglinton Avenue Eas 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496 Nemours Bidg.—W 
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2342 TULSA 1—P. O. Box 730 


E.1. DUPONT DE NEMOURS & COMPANY (INC.) © Petroleum Chemicals Division ® Wilm ngton 98, Dela 


in 
LO 


AT 








THIS TAG SELLS BATTERIES... 
WITH A PROFIT / 














NEW PLASTIC RIBS GIVE 
GREAT MECHANICAL STRENGTH 


New plastic discovery assures batteries of 
faster starting power... and faster sales. 


The tag that Tom Henderson is holding fits on the 
battery post easily and quickly. 

It identifies a battery that uses the sensational 
new plastic discovery—separators with plastic 
ribs that deliver greater cranking speed even 
in winter. 

‘Tom Henderson, the famous cartoonist, 
is illustrating a series of Saturday Evening 
Post ads for new U. S. Sentinel Battery 
Separators that are sure to attract the 
attention of millions. Tell your suppliers 
to stock you with batteries that carry 
the U. S. Sentinel tag... because that’s 
exactly what car owners and truck 
operators will be looking for. United 
States Rubber, Rockefeller Center, 

New York 20, N. Y. 


Electrical Wire & Cable Department 


United States Rubber 
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Why Not Train Your Own 


Give raw recruits a good basic course, then put 
them in the field and add more skullwork. You'll 
wind up with servicemen you can brag about 


Hie OIL people often cry 
in their product that good burn- 


er men are hard to find. 

This lament, says a Gary, Ind., 
heating oil distributor, is true only if 
you don’t develop your own supply of 
good burner servicemen. 

Dalton Coal & Supply Co., handling 
Shell heating oil in that midwestern 
steel center, found this out in the ’55- 
56 heating season when, for the first 
time in its 25 years in the heating oil 
business, it offered burner service with 
its Own crew. 

To get rolling on service, Dalton 
bought out a small local burner service 
company and put in its former owner, 
Don Blake, as service department 
manager, and also added Blake’s two- 
man crew. Before the season was 
over, Dalton had to add three “ex- 
perienced” men to the department. 


Here’s the Rub 


Bill Allman, Dalton’s fuel oil divi- 
sion manager, was well pleased with 
the work turned in by Blake and his 
crew. They knew what Dalton ex- 
pected because as a private company 
they had handled Dalton’s service re- 
quirements for two years. 

Allman, however, was disturbed 
over the work done by the three “ex- 
perienced” men. Basically, he knew 
they were good men, but he also 
knew that something important was 
missing in their training make-up. 

“We found,” he says, “that the so- 
called experienced men think they 
know everything, the whole story on 
oil burners. But we find that they are 
not thorough in their work, that they 
have a habit of trying to cut corners. 
This can lead to costly call-backs. 
And too many call-backs eat into 
your profit and cause dissatisfaction 
with the customer. 

“They lack complete know-how in 
using such testing equipment as CO, 
gages, flame mirrors and voltmeters. 
They don’t know how to make smoke 
tests or take stack temperatures. They 
even fail to check their work for leaks. 
They just didn’t pay attention to de- 
tails.” 

Allman was on the spot. He had 
talked the rest of the company brass 
into taking the plunge into burner 


service. He got the service bug at an 
Oil-Heat Institute meeting in 53 when 
he was convinced that many people 
buy oil from certain companies only 
because they get the service package 
along with supply. If Dalton could be- 
come the first and only company in 
Gary to offer service with supply, it 
would have a competitive advantage 
over other oil concerns and could ex- 
pect faster-than-normal growth. 


Working It Out 


Allman knew something had to be 
done and he and Blake put their 
heads together. They decided to hire 
no more experienced men. Instead 
they were going to train their own 
crews. 

Blake got the job of drawing up 
the training program. Dalton had full 
confidence in his ability to handle the 
task. He had more than 16 years in 
burner work behind him, most of it 
as a service manager for another local 
heating company and from ’51-’55 as 
boss of his own outfit. Behind this 
was a 27-month course at the old In- 
dustrial Training Institute, Chicago. 

And Blake was happy about his 
connection with Dalton. “I knew that 
as a private operator, I could only get 
so big because of limited capital. 
When Dalton suggested I come with 
them, I knew it was my opportunity.” 
And Dalton, Allman adds, considers 
Blake the “best burner man around.” 

Curriculum—Blake came up with 
a seven-week course: three weeks 
learning the basics, backed up with 
two weeks in the field, and ending 
with two more weeks in the shop. 
Classes would run from 8 am to 
5 pm five days a week, with a full 
work day set up for the field work. 
What’s more, there would be written 
tests at the end of each week to find 
out where the students stood. And the 
new men would be earning $1.85 
while learning the trade. 

The program was kicked off last 
April with five raw recruits—the job- 
ber advertised in local papers to get 
29 candidates to pick from—-and one 
of the company’s own men. Five fin- 
ished the program; one of the new 
men was “washed out” along the way. 

In screening candidates, Dalton 
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Burner Men? 


looked for clean-cut men under 30 
who would make a good appearance 
at the homeowner level. In addition, 
Dalton was after high school gradu- 
ates who could read wiring diagrams. 
“To meet this last requirement,” All- 
man says, “men who had some elec- 
tronics work in military service made 
good candidates.” 

First sessions covered basic elec- 
tricity, repair of motors, operation and 
repair of pumps, and a study of wir- 
ing diagrams. Time was also spent in 
showing how an oil line should be run 
and how fill pipes and vents fitted in 
the picture. There was discussion on 
nozzles, pumps, combustion chamber 
design and repair, and controls, plus 
more time on what’s involved in doing 
a complete cleaning and check-up. 
Both warm-air furnaces and wet-heat 
systems were outlined, with special 
emphasis on the former because of its 
popularity in the Gary area. 

To get some of the subjects across 
to the students, Dalton called on parts 
manufacturers, who sent their own en- 
gineers to Gary to explain the func- 
tion of such items as nozzles, combus- 
tion chambers, pumps and controls. 

Well grounded in theory, students 
moved to the field-training part of the 
program. But not by themselves. Each 
was assigned to a Dalton mechanic 
who checked and graded their work. 
This on-the-job training was timed 
so that it didn’t interfere with Dalton’s 
regular service-call load, coming in 
the off-heat season when servicemen 
would be busy making their annual 
clean-outs and check-ups. They could 
use the extra help, and the variety of 
work involved gave students an insight 
into the work ahead. 

After this, students returned to 
classes to review their theory and to 
correlate it with their field experience. 
Now that they had a better grasp of 
the subject because of field work, Dal- 
ton went deeper into theory on certain 
subjects. And part of the final sessions 
were used to discuss the servicing of 
pot-type burners. 


Dalton’s Position Now 


With a nine-man crew—one man 
left to head up the service department 
of an oil distributor elsewhere—the 
Gary jobber still is the only oil com- 
pany in the area to offer its own ser- 
vice. And Dalton is now plugging 
“Oil Heat Complete”—automatic de- 
livery, budget plans and service—in 

(Continued on next page) 
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Fuel Oil 


“‘We went in for policies because we wanted to end 
arguments ... No matter how small a service charge 
may be, the account always thinks it’s too high” 


(Story begins on page 123) 


its advertising and direct-mail pro- 
grams. 

Its fleet of nine Metro walk-in type 
service trucks also advertises the com- 
pany’s burner service. And to provide 
even better service than that supplied 
by some heating equipment companies 
and burner service companies, Dalton 
installed two-way radio in its trucks. 
It’s the only company in the area with 
that type of service. Dalton bought 
four trucks as new vehicles at $2,800 
each and five as used vehicles at $1,- 
500 each,” but we had them put in 
first-class shape before we bought 
them,” Allman says. Each truck is well 
stocked, carrying a $1,300 inventory 
in parts, plus $500 in special tools and 
testing equipment. “Our men,” says 
Allman, “supply their own hand tools, 
worth about $40.” 

Plus Policies—Along with its own 
service, Dalton offers service policies, 
another first in its area. In May, 1955, 
with its own crew trained, it began 
to plug two policies: parts-replacement 
at $23.50 a year and the typical clean- 
ing and adjustment policy for $18. 

“We went in for policies,” Allman 
says, “because we wanted to end argu- 
ments with accounts over service 
charges. No matter how small a charge 
may be, the account always thinks it’s 
too high.” And policies would spread 
the service workload, giving Dalton’s 
men work in the off-heat season. 

More than 500 accounts—18% of 
Dalton’s total accounts—have service 
policies for the upcoming heating 
season. This is about 150 more than 
last season. But by next year, Allman 
thinks Dalton will have more than 
900 of its accounts on service policies. 
Accounts without service policies pay 
day rates of $5.75 for the first hour 
and additional time at $4.80 per hr. 
and night rates of $7.50 for the first 
and $5.95 per hr for additional time. 
But on additional time, Dalton breaks 
it down to 15-min segments and 
charges by the quarter-hour. 

Dalton is making the parts-replace- 
ment policy more attractive this year. 
It kept separate records on such ac- 
counts last season and found that in- 
come exceeded all labor and parts re- 
placement by $2.50 per account. “So 
we chopped the price down to $21.50 
because we don’t want to make any 
profit on service, we just want to 
break even.” 
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By cutting price on the big policy, 
the differential between it and the 
cleaning and adjustment policy went 
down to $3.50. And because there 
wasn’t too much demand for the 
cheaper policy and because “we still 
had arguments with accounts on 
whether the parts were really needed,” 
Dalton discontinued the cheaper poli- 
cy. 

It’s Meant Growth—‘We now have 
a more solid growth,” Allman says, 
“as a result of offering service and 
service policies.” In the pre-service 
era, growth came at an annual 10% 
rate. In the last year, with service and 
service policies, growth moved up to 
16%. Dalton now has between 25- 
30% of the local oil heat market, with 
more than 30 oil companies bidding 
for the rest. 

With its “Oil Heat Complete” ser- 
vice, Dalton is latching on to a new 
type of business it couldn’t touch be- 
fore. Dalton doesn’t sell  oil-heat 
equipment, letting the local heating 
equipment dealers handle sales and 
installation. 

But now that it has its own service 
department, Dalton is telling these 
heating equipment dealers that “for 


NAW 
\\ 


A 


NW! if 
iN Wi 
Vp 


\ 
\ \ \ the 
\ l j 


Hy) 


only $18 a year we can take the 
service load off your shoulders.” Only 
a few of the 42 heating equipment 
dealers in the area offer service them- 
selves along with sales but are obli- 
gated to give service under the one- 
year warranty agreement on parts. Be- 
cause of cordial relations with Dalton 
(no competition in selling heating 
equipment) and, because they know 
the type of work that Dalton does, 
about 16 of these heating equipment 
dealers have signed up for the one- 
year service package. 

Under this policy, Dalton adjusts 
the new burner, starts it, explains its 
operation to the homeowner and 
does a clean-out job at the end of the 
season. It also offers unlimited service 
calls. Parts replacement on this type of 
policy doesn’t worry Dalton because 
that’s covered by the equipment dealer 
in the one-year warranty. 

This type of business gives Dalton 
an early opportunity to get in its sales 
message on oil supply. And after the 
equipment dealer’s job of giving ser- 
vice for the first year goes by, it puts 
Dalton in a favorable position to take 
over service work directly. 

It adds up to the very good possi- 
bility that Dalton will conduct an- 
other serviceman’s training school of 
its own again next Spring to add more 
men to its own service department— 
men who will be needed to handle 
Dalton’s increase in service busi- 
ness. 


“Good heavens! That's the sprinkler system!” 
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Bare 


is pumping utility with SAVINGS 


only ONE Bennett RAM® serves up to 
S dispensers= reduces investment, cuts 
operating costs, saves time and trouble 


As many as eight dispensers can be operated simultaneously from only 
one submerged pump — saves money in capital outlay. RAM Submerged 
Pumps push highly volatile gasoline thru long pipe runs with increased 
lifts under extreme climatic conditions where ordinary suction pumps 


are not efficient or dependable. 


RAM siphon systems use 
only one pump for multiple 
tank installations. Ask your 
John Wood Representative 
for full details on the RAM 
remote automatic multi-pump 
submerged system. 


JoHun Wooo Company 


Bennett Pump Division +» Muskegon, Michigan 
In Canada: Toronto * Montreal * Winnipeg * Vancouver 


November, 1956 * NATIONAL PETROLEUM NEWS 


In addition to original cost savings, 
RAM saves money in 8 ways: 


I. 
2. 


No air eliminators required. 
Single discharge line serves all 
dispensers. 


. No return line needed. 

. No priming necessary. 

. Never needs lubrication. 

. No belts, gears, packing to replace. 
. Can be installed in pits or above 


ground as desired. 


. Simple design — field tested — 


assures traditional Bennett quality. 


RAN 


REMOTE AUTOMATIC MULTI-PUMP 
SUBMERGED SYSTEM 








What everyone knew was needed 
Globe delivered first! 


creative packaging of dry-charged battery 
complete with pre-measured electrolyte 
was introduced in 1955 


The whole replacement battery market needed Globe’s introduction of this 











Disposable plastic botties of electrolyte are light- 





dramatic, compact packaging of everything required to activate a dry- weight, cut shipping costs, yet have amazing resist- 
charged battery swiftly! SS cae a ct yer aye pt ee _— 







In one simple, continuous operation the sturdy plastic bottles of pre- 
measured Spinning Power electrolyte of correct specific gravity are slipped 
into the safe-handling sleeve... nipped and poured... rinsed and destroyed. 
An inert battery is suddenly ready for action. Yet it takes only moments— 
in the most efficient, safe and foolproof method known. 


And it took Globe-Union to lead the way! 


Faster, lower-cost delivery anywhere! osdeniataianiidina aaa sie eae 
> . : . ° ’ in jeasure Oo was' 
Of Globe’s sixteen battery plants thirteen (*) are producing dry-charged batteries. All oi Gee detetyte. Haake sieng, compact car- 


Globe plants are strategically located for faster, lower-cost shipments to all markets. ton contains battery, electrolyte and sleeve . . 
everything needed to activate battery swiftly! 















ATLANTA, GA., *DALLAS, TEXAS, *EMPORIA, KANSAS, *HOUSTON, TEXAS, *LOUISVILLE, KY., *MEDFORD, MASS., 
MEMPHIS, TENN., *MILWAUKEE, WIS., *MINERAL RIDGE, OHIO, *PHILADELPHIA, PA., *REIDSVILLE, N. CAROLINA, ; . 
®SAN JOSE, CALIF., *HASTINGS-ON-HUDSON, N. Y., LOS ANGELES, CALIF., OREGON CITY, ORE., AJAX (ONT.) CAN. OTHER IMPORTANT 


GLOBE FIRSTS: 


Grope-Union INC. |::522~ 


MILWAUKEE 1, WISCONSIN ' © Thin-wall plastic containers 
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Now Sohio Offers TBA Terms to All 


New 'X-Tra Credit’ budget plan lets dealers and 
company stations charge non-credit-card-holders: 


@ Dealers get credit references; company makes 


all credit decisions 


@ Dealers and company share credit losses 50-50 


STANDARD OIL CO. (OHIO) is no 
stranger to tire selling on terms; it’s 
long been a leader in this important 
phase of the tire business, said to ac- 
count for 40% of all replacement 
tires sold. Through 335 company sta- 
tions, Sohio’s percentage of tires sold 
on time is said to range well over 
40%. 

Now Sohio’s ‘X-Tra Credit’ plan 
will let dealers as well as salary opera- 
tors in for a slice of the pie. They'll 
be able to sell to motorists who don’t 
hold Sohio credit cards, and for the 
first time the company is offering 12- 
month terms. 

All the signs show the plan is going 
over with a bang. Some 600 dealers 
have signed up to use it since it was 
announced last summer. It’s estimated 
that about 2,500 Sohio dealers—out 
of over 4,400 total outlets—account 
for 80% to 90% of the company’s 
TBA volume. So the 600 now using 
the plan figure out to about one-fourth 
of the job accomplished in the first 
months of the program’s existence. 


How It Works 


Sohio’s new plan has two unusual 
features: A year to pay, and no top 
limit on the amount of the sale. 

It’s more common, among oil com- 
panies, to limit terms to six months; 
and to set a maximum for the size of 
the sale at five tires and one battery, 
or a rough equivalent in dollars. How- 
ever, a provision in Sohio’s agreement 
with the dealer says that credit will 
not be extended for products “. 
which cannot all be installed on one 
automobile.” 

e Terms and carrying charges are 
in three brackets: Sales between $15 
and $119, six months and 4%; from 
$120 to $239, 9 months and 6%; 
over $240, 12 months and 8%. A 
table of pre-calculated carrying 
charges is bound into each pad of X- 
Tra Credit invoices. 

e No down payment is required. 

e For customers without a credit 
card, dealers fill out a short form 


and have the applicant sign it. In 
addition to name, age and family sta- 
tus, the dealer need only get employ- 
ment information and three credit ref- 
erences. He can get credit approval 
by phone or mail. In any event two 
copies of the triplicate form must be 
sent to the division credit manager. 

In practice dealers are inclined to 
use the phone. Outside of metropoli- 
tan areas they call the local credit 
bureau first and then call the division 
credit office. Most credit questions 
are settled inside of 24 hours. 

e Average budget sale is now close 
to $50. Three-month and six-month 
terms are the most popular. About 
half of all budget sales are being made 
to non credit card holders. Tires pre- 
dominate. As with other plans, bat- 
teries and accessories figure in a neg- 
ligible proportion of budget sales. 

The 50-50 Feature—Dealers who 
sign up agree to let Sohio hold back 
6% of the budget balance. This goes 
into a reserve fund to meet one-half 
of any credit losses, on sales to non- 
holders of credit cards. If the com- 
pany has issued a credit card, it 
takes sole responsibility for any credit 
losses. 

Every six months the company adds 
the bad debt losses, collects half of 
the loss from the dealer’s reserve ac- 
count, and sends him 80% of the bal- 
ance. The other 20% stays in the re- 
serve account. The company bears 
the other half of the loss. 

If there isn’t enough in the reserve 
account to pay the dealer’s half of 
the loss, then the company collects 
the difference from the dealer. By 
agreement, an account is considered 
in default if any payment is 90 days 
or more overdue. At that point it be- 
comes a charge against the reserve. 


Why a Budget Plan? 


Since 40% of replacement tires 
are sold on time payments, it follows 
that service station operators have to 
offer budget terms or pass up 40% 
of the market. 
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Many persons who don’t want a 
credit card, or who should not have 
the continuous open account priv- 
ilege conferred by a credit card, are 
installment tire buyers. 

Another group of budget buyers 
do have credit cards and use them to 
buy gasoline. They’re not accustomed 
to think of their credit cards as an 
automatic method of buying tires on 
time. 

To sell both groups, the dealer 
needs to get his feet wet in budget 
selling, so he knows the ropes and 
can handle the transaction quickly 
and smoothly. He has to offer budget 
terms to practically everybody, for 
you never know where your budget 
customer is coming from. It’s a fact 
borne out by long experience that 
more than one prosperous citizen pre- 
fers to pay in installments. 

There’s another reason for budget 
selling: it’s an answer to some price 
buyers. Many a car owner is either 
chronically or temporarily short of 
cash. He may be under the necessity, 
real or imagined, of hunting for the 
lowest price. 

A suggestion of a small down pay- 
ment, or no down payment, plus easy 
terms, may be just the answer to his 
problem. 

In somewhat the same way, many 
customers either can’t, or don’t like 
to buy all the tires they really need, 
or to spend the money for the quali- 
ty tires they’d like to have. An offer 
of terms made at the right time can 
often clinch that kind of deal. 

Dealers often feel they have to cut 
tire prices to meet every phase of price 
resistance. They give away a lot of 
their profit and feel they are at a dis- 
advantage in trying to sell against 
their big competitors. 

A budget plan won’t cure all of it, 
but it will open the door to a wider 
class of prospects to whom the cost 
of new tires is a serious consideration. 


The Industry Picture 


Although all major oil companies 
are expanding their installment TBA 
business, few approach Sohio’s vol- 
ume, possibly excepting Standard Oil 
Co. of California. The latter’s five- 
year-old program is said to be an 
outstanding success, especially because 
the company has 1,100 salary stations 
as assured outlets. 

It’s the non-petroleum tire sellers 
who’ve been top dogs in the budget 
field. Rubber company stores, mail or- 
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der and accessory chain outlets ex- 
pect to do at least 50% of their busi- 
ness with the budget buyer. At a few 
locations the proportion of tire sales 
on installments is known to run as 
high as 80%. 

An occasional oil jobber or inde- 
pendent private-brand marketer will 
be found among the group of strong 
budget plan tire sellers. But neither 
oil jobbers nor commission agents, as 
a class, have developed this end of 
the TBA business. 

An example of a top performer 
among oil marketers is Bonded Oil 
Co., of Springfield, Ohio. And an ex- 
ample in the non-petroleum group is 
the Sears, Roebuck store in New Or- 
leans. Both get far more budget tire 
business than any major oil company. 

Here’s The Trouble—Oil marketing 
has missed out on the budget part of 
the tire market because of the difficul- 
ty in educating dealers on the tech- 
nique of budget selling. It’s note- 
worthy that two of the major com- 
pany leaders in the budget field. 
Standard of Ohio and Standard of 
California, both do a sizeable share 
of their business through salary sta- 
tions. Neither has to depend entirely 
on its dealers. 

Up to now Standard of Ohio’s 
dealers have had no part in building 
the company’s tire ‘budget volume. 
The new X-Tra Credit program is 
intended to give all dealers a means 
for going after the tire buyer who 
wants terms. 

It’s the company’s second effort 
along this line. Under a previous pro- 
gram some ten years ago, a small 
loan company financed budget sales 
for dealers, approved credit and 
handled collections. Dealers didn’t 
use it. Sohio guesses dealers prefer 
to do business only with their sup- 
plier. 

Again, there was more paper-work 
involved in the first plan. The new 
plan is somewhat simpler, Sohio 
people say. 

Another, less obvious reason why 
the first program didn’t catch on may 
be the fact that times have changed. 
Ten years ago dealers had trouble get- 
ting enough of everything, including 
tires. In a shortage atmosphere there’s 
little enthusiasm for cultivating a new 
field. 

Interest Snowballs—Standard of 
Ohio has always offered budget terms 
to credit card holders and non credit 
card holders alike. It was the first, 
and for a long time the only, oil com- 
pany to do so. 

But only Sohio salary stations had 
the complete budget plan. Sohio deal- 
ers did only a fringe business with a 
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few credit card holders. They were 
limited to the 90-day terms then avail- 
able on credit cards. And little was 
done to promote credit card terms. 

By the time Standard of California 
and others began to think about luring 
some of the installment business, the 
whole oil industry was becoming 
aware of a missed market. Business 
done on the 90-day credit card plans 
was so small as to be insignificant. 

An era of budget promotion set in, 
aimed both at dealers and at credit 
card holders. One after another, oil 
companies lengthened their credit 
card terms from three months to six 
months. Budget terms came in for 
more frequent mention in TBA ad- 
vertising. Dealer interest picked up. 

Opening Up—Following this liber- 
alizing of terms and industry-wide 
budget promotion, the logical next 
step was the extension of the budget 
privilege to non credit card holders. 
First Standard of California, and then 
Richfield and Standard of Indiana 
took that step. 

The next move was to lengthen 
budget terms. 

A few other oil companies _be- 
sides Sohio now offer 12-month terms. 
A larger number are making trial runs 
of budget programs for non credit 
card holders. Among this latter group 
are Standard of Kentucky, Esso Stand- 
ard Sinclair, Shell, Gulf, Sun, and 
Cities Service. 





Some of these attempts to reach 
a broader budget market are not ex- 
actly company programs but rather 
finance company programs carried out 
in a limited area. They are duplicates 
in most respects of the first Sohio 
program of 10 years ago. Dealers 
seem to accept all budget plans a lot 
better today. 


Where Sohio Stands 


At present Sohio doesn’t know 
what effect its new plan is having on 
tire sales. Summer is normally a big 
tire season anyway. But there are 
reports of individual dealers who have 
chalked up big gains in tire volume 
since taking on the new budget plan. 

One of these is the unusual case of 
a dealer in an old, cramped station, 
located downtown in a large city. His 
trade is largely transient and he has 
never done much TBA business. He 
doubled his tire sales this summer by 
going after the budget tire buyer. 

Not only dealers but company sta- 
tions like the features of the new 
plan. Several company stations report 
doing a bigger tire business since 
starting in on the new program. 

And one dealer, who sold $1,000 
worth of tires in June, says it’s three 
times his volume of June a year ago. 
He reports 75% of his sales were on 
the new budget plan. All in all, So- 
hioans think the future looks 
bright. & 





“Filsby says he has nothing to confer about.” 
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Loading racks at th 
a 4,000 gallon tank truck in 10 minutes. 


Six Marlow 4-inch, self-priming centrifugal 
pumps handle over 40 million gallons per 
year. 


Storage tanks at the Sico Company deep- 
water terminal have a capacity of 17 
million gallons 


Over 40 Million Gallons of 


Petroleum Products Per Year! 


PUMPS AT WILMINGTON PLANT INCREASE 
OUTPUT — GET LOWER MAINTENANCE! 


HE SICO COMPANY, one of the largest 

independent petroleum product dis- 
tributors in the East, operates a deep- 
water terminal at Wilmington, Delaware. 
This terminal serves 14 company-owned 
bulk plants located in the Pennsylvania 
area and many other independents not 
having plants. 

The terminal itself has an above- 
ground storage capacity of 17,000,000 
gallons. Plagued with constant mainte- 
nance of their rotary pumps. Sico 
installed six Marlow 4” self-priming cen- 
trifugal pumps back in 1950 and doubled 
their pumping capacity. To date, only 
minor maintenance has been required on 
these self-priming pumps. Each of the 
new pumps has a capacity of 395 to 480 
gallons per minute. according to the head 
in the tank, and will top off a 6,500-gallon 
tank truck in less than 16 minutes ! Two 
of the pumps handle fuel oil, two handle 
regular gas, one handles Ethyl gas and 
one handles kerosene. During the course 
of a year, these pumps handle 40 million 


gallons with high-speed efficiency and 


extremely low maintenance. 
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If you want to increase your capacity and 
decrease your maintenance problems, 
modernize your plant with Marlow 
pumps. For free literature and the name 
of your Marlow dealer, write Marlow 
Pumps, Ridgewood, N. J. 





5-267 


MARLOW PUMPS 


Division of Bell & Gossett Company 


RIDGEWOOD, NEW JERSEY 
Morton Grove, Illinois Longview, Texas?* 
In Canada: 
PUMPS & SOFTENERS LTD., LONDON, ONTARIO 
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Right from the start=— 





X\ Helping Retiners Make Better Petroleum Products 


For more than forty years UOP has been the leading inde- 
pendent petroleum research organization. Over the years it has 
been responsible for the development of many of the most 


important refining processes now in use. The results of UOP 
research have always been made available to all refiners, 


anywhere. 

In cooperation with the technological and manufacturing staffs 
of these refiners the application of these processes has made 
a major contribution to the continuing betterment and market- 


ability of petroleum products. 








are 
UOP has prepared an interesting booklet on ‘‘How Men of Science 
Help You Sell’’. We'll be glad to send you a copy on request. 
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Nien of Science are 


working to heip you sell! 





Throughout the great petroleum industry there are thousands of scientists, tech- 
nicians, engineers devoting their efforts exclusively to research. Not one of them 
actually sells a gallon of gasoline or a tankful of fuel oil. 


Yet, basically, most everything that is done in petroleum research is pointed to 
the sale. Right from the start research concentrates on the development of improved 
products from petroleum, products better fitted to answer the demand of today’s 
economy, products that the public needs and wants to buy. 


Research, too, is devoted to the task of helping the refining industry get the most 
out of every barrel of crude that is processed in its plants. This makes possible the eco- 
nomical marketing of petroleum products to the broadest markets at a reasonable price. 


We have a lot of these men of science here at Universal, and there are lots more 
on the research staffs of refiners everywhere. It is good to know that their efforts are 
concentrated on keeping petroleum products salable. 


= 


aren Le Ve 


oP UNIVERSAL OIL PRODUCTS COMPANY 


30 ALGONQUIN ROAD, DES PLAINES, ILLINOIS, U.S.A. 


Forty Years Of Leadership In Petroleum Refining Technology 
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Back in 1906... when the first Brunner-engineered 
product was built . . . engineering still depended on 
| brawn and muscle for an assist in starting the family car. 
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Brunner manufactures a com- 
plete line of horizontal, vertical 
and Dy-Al type Air Compres- 
sors... from 4 H.P. through 
50 H.P.... to fit any space, for 
every need, 
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Look for a Big Boom in Wiper Blades 


Because of new public awareness, all the signs 
point to a sizable upswing in demand this year 


we has been done this year 
than ever before to educate the 
public on the necessity of getting new 
wiper blades at 
regular intervals 
even if the old 
ones look all 
right. These are 
some of the in- 
fluences at work: 

e For public 
relations reasons, 
car manufacturers 
promote safe 
driving. This year 
they have given a __ By F. C. Sturtevant 
prominent spot to TBA Editor 
the need for good wiper blades. They 
regard all-weather visibility as a 
basic requirement for safety. They 
also want their customers to get the 
most out of the cars they buy. The 
more they drive the quicker they'll be 
in the market for new cars. 

e The National Safety Council this 
year has also emphasized the im- 
portance of the windshield wiper as 
an aid to safe driving. The Council 
has distributed a barrage of literature 
on the subject to 3,000 affiliate 
Councils and to police chiefs. As a 
result millions of newspaper and maga- 
zine readers, and radio-TV listeners 
throughout the country learned why 
they need good wiper blades at all 
times. 

e In 1956 about a dozen more 
states made wiper checks a larger part 
of their safety lane and maintenance 
program. Next year more states plan 
to establish safety lanes. As a con- 
sequence, wiper checks will get still 
more attention. 

e Drastic changes in windshield 
design in 1957 will call the public’s 
attention more dramatically and force- 
fully than ever before to the import- 
ance of wiper equipment in auto de- 
sign. It could almost be said that 
wipers are “featured” on 1957 models. 

More Than Safety—One prominent 
wiper manufacturer goes beyond the 
negative argument of avoiding ac- 
cidents. He points out that a streaking 
wiper blurs vision and causes the 
driver, through subconscious caution, 
to reduce his speed between 5 and 15 
mph. 

This psychological appeal to the 
modern desire for comfort and ease in 


driving ties in with the whole trend 
in new car design and equipment. 
It’s not only dangerous to drive with 
a blur in front of you, it’s uncom- 
fortable as well. No car owner enjoys 
that kind of driving, but he doesn’t 
always realize that a new set of blades 
might cure the trouble. 

Over-Age Blades—Car owners have 
been slow to catch on to the fact that 
wiper blades deteriorate rather than 
wear out. Even the finest wiper blade 
rubber goes dead in about six months 
from sun, windburn, oily road film, 
smoke, smog and other degenerating 
elements. Current campaigns are 
helping people grasp that idea. There 
is evidence the story is beginning to 
reach the public. 

At the same time, service station 
operators and oil marketers are be- 
coming conscious of the year-around 
market for wiper blades. Blades are 
among the few accessories that can 
be sold all the time without any ref- 


What's New in 


erence to the car’s mileage. Wiper 
blade rubber goes dead in six months 
whether the owner drives on long trips 
or only for short distances. 

That makes blades one of the 
easiest accessories to sell. You don’t 
have to check the mileage interval, or 
do any testing or inspecting. Wind- 
shield cleaning is an automatic service 
with all gasoline sales, and at that 
point nothing could be more natural 
than to ask if the owner is getting 
satisfactory results from his wind- 
shield wiper. 

One approach, recommended by 
Anderson Co., is called the “courteous 
question.” Anderson people urge oil 
marketers to promote use of the ques- 
tion: “How dead are your wiper 
blades? Do they streak the glass?” 

Almost any way the query is 
phrased will do the job. It shows 
friendly concern for the customer’s 
safety and convenience. And it opens 
the way to automatic repeat business. 
Once the customer gets the habit he'll 
be back again for more blades be- 
cause he won’t be happy without that 
clean windshield. a 


TBA... 





Dow antifreeze survey 


...estimated total sales for the 1955-56 
winter season were 96.8-million gal. 
Glycol antifreeze accounts for 76.4% 
of the total. However, Dow believes 
there is a market demand for 117.3- 
million gal, and that the difference of 
20.5-million gal represents lost sales 
due to the reuse of glycol antifreeze 
by a portion of the car-owning public. 

Dow’s estimate of a market demand 
for 117.3-million gal is based on an 
average requirement of 1.68 gal per 
passenger car, 1.89 gal per truck, and 
2.55 gal per tractor. 

A similar survey made by the Chem- 
ical Specialties Manufacturers Assn., 
based on reports from 10 leading anti- 
freeze manufacturers, sets total sales 
last season at 110-million gal, of which 
72% was glycol. Both the Dow and the 
CSMA market studies are the first of 
the kind to be made by these groups. 

A further calculation by Dow places 
a dollar value of $250,640,000 on anti- 
freeze sales at retail. The breakdown is 
$221,640,000 for glycol and $28,720,- 
000 for alcohol. 
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All-buty! tires 

. are being made successfully by 
Esso Research and Engineering Co., at 
a pilot plant at the Armstrong Tire Co., 
West Haven, Conn. Esso Standard Oil 
Co. is making plans for a limited mar- 
keting test of the new tires in about 
six months. The all-buty] tire is claimed 
to bring a car to a stop in 20-30% 
shorter distance than the conventional 
GR-°S tires. It is supposed to be quieter 
on corners, and make turning and 
steering easier. Car manufacturers are 
said to be interested in the new tires 
for original equipment. 


Steel plug gasket 

. introduced last year by Champion 
in the 14 mm size, is now available in 
the 18 mm and %”-18 sizes. It is 4 
zinc-plated gasket about 25% thinner 
than conventional copper gaskets. 
Manufacturer claims it requires fewer 
turns of a torque wrench to tighten 
the spark plug to the recommended 
30 ft-lb or about one-half additional 
turn with a conventional wrench after 
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the plug is seated finger-tight. With the 
addition of the new sizes, the steel 
gasket is now supplied for all but 10 
mm spark plugs. 


Low-price truck tire 


. .. has been brought out by Goodyear. 
Called the Rib Hi Miler, it replaces the 
present line of truck tires of the same 
name. The new five-rib tread is wider 
and flatter, and incorporates Good- 
year’s latest improvements in tread 
compounds designed to prevent rib 





cracking and shoulder tearing. A tube- 
less version is being produced in the 
15-in. and 16-in. sizes. 


Safety signal kit 


. introduced by Olin Mathieson, is 
a flare and flashlight combination. It 
consists of an Olin two-cell flashlight, 
two red flares, two Olin flashlight 
batteries and a flare stand. The kit 
will fit into the glove compartment of 
the average car. A dozen kits are 
packed in a display container. Both 











 TTONA 
| MANHOLES 





NOW AVAILABLE IN 


STEEL, (UML 
J 


TIONA Manholes are now standard with many tank manufac- 
turers, oil companies and carriers. 


WRITE TODAY for catalog and prices. 
CHECK THESE “ia MA MANHOLE FEATURES: 


FUNCTIONAL DESIGN—Low silhouette. 
Easy to install. Only one clamping 
bolt, located outside manhole. 


V LIGHTER WEIGHT—Fabricated through- 
out. 


GREATER SAFETY — Exceeds ICC re- 
quirements. No castings. 


FIRESCREEN 
TIONA STAINLESS 


STEEL VENT— 
TEFLON DIAPHRAGM 


MANUFACTURING COMPANY 


ii) or STAINLESS 


10” Fill 
with either 
16” or 20’ 

Manhole 

Patent 

Applied For 





Y LOW COST—Low original, installation 

and maintenance costs. 

v4 SIMPLE OPERATION — Quick opening 
and closing. Few parts. 

v4 SUPERIOR GASKETING—A special type 
for every purpose. Specify asbestos 
gaskets for asphalt and hot oil service; 
Teflon, for chemical service. All easily 
replaced. 


Warren, Pennsylvania 





the individual package and the dis- 
play unit are in black, deep red and 
yellow. At a retail price of $2.19, 
dealers make a 33% profit. 

The kits are the result of co-opera- 
tion between three divisions of Olin 
Mathieson. The batteries are made by 
the Electrical division in New Haven; 
the flashlights by the Metals division 
in East Alton, Ill.; and the flares by 
the Explosives division, also in East 
Alton. 


Four new scrapers 


. . . are being introduced this season 
by Osrow Products Co., Inc., Hazel 
St., Glen Cove, N.Y. No. 1, called 
Giant Scraper, is an 8-in windshield 
scraper with rubber squeegee that sells 
for 39¢. No. 2 is a scraper with a “No 
Fog” lipstick. The “lipstick” contains 
a non-fogging preparation to be rubbed 
on the inside of the glass. Price is 49¢. 
No. 3 is a scraper with a handy flash- 
light attachment that sells for $1. No. 
4, called “Sno-Off’, has a long wooden 
handle equipped with an extra long 
plastic brush for sweeping snow from 
the car. It can be taken apart and 
packed in a polyethylene bag for glove- 
compartment storage. Price is $1. 


New Imperial hose clamp 


. . is Offered by the Murray Corp., 
Towson, Md. A large knurled head al- 
lows for initial tightening by hand. An 
extra deep screwdriver slot makes final 
tightening fast and easy. The swivel nut 
is always in alignment with the screw 
itself, and the double bearing surfaces 
of the clamp give even, positive pres- 
sure around the entire periphery of the 
hose. Six sizes. 


Passenger car jack 


. . » developed by Walker Mfg. Co., 
lifts the car from the side by frame 
contact. Chief purpose of the Walker 
No. 300 is to eliminate bumper strain 
and the necessity for an extreme high 
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raise. Walker supplies the new jack as 
Original equipment to one of the car 
manufacturers. 


New Omaha branch 


. . . for United States Rubber Co. is 
under construction at North 16th and 
Ida Streets. When finished next spring 
it will consolidate present offices in 
the W.O.W. building and the ware- 
house at 4469 Farnam St. U. S. Rubber 
opened its first branch in Omaha in 
1906. 


Car waste basket 


. . is designed to mount under the 
dash with special clips that permit easy 
removal for emptying. The “Travel- 
Basket” is made of fiberboard material 
with a lacquered finish, by the Mich- 
igan Modern Engineering Co., Lans- 
ing, Mich. Available in six colors. 


Resistor plug 


. .. With Power Tip is now being made 
by Auto-Lite to fit 1955-56 Ford, Lin- 
coln and Mercury cars. With the new 
18mm plug, the Power Tip line now 
covers nearly half of the cars on the 
road, says Auto-Lite. This includes all 
V-8 engines as well as most overhead 
valve 6-cyl engines. The protruding tip 
of the Power Tip plug gets hot at low 
speeds to reduce fouling, and at high 
speeds is cooled by incoming gases to 
check pre-ignition. 


Permanent Pyro 


. . is the new name adopted for USI 
Permanent brand antifreeze, the brand 
acquired by Olin Mathieson by pur- 
chase of U. S. Industrial Chemicals, 
Inc. in 1954. The original Super Pyro 
brand name will be continued for the 
methanol-type antifreeze. 

With Pyro forming a part of both 
brand names, Olin Mathieson is putting 
heavy emphasis on Pyro in its fall pro- 
motion campaign, with its new slogan 
“Point to Pyro.” In addition to selling 





helps for station operators, the pro- 
gram makes concentrated use of tele- 
vision spots and outdoor advertising. 


One-piece mat 


. . . for car-front compartments has 
been designed by the Doan Mfg. Corp., 
Cleveland, Ohio. It combines the shape 
and fit of separate twin-type mats over 
the floorboard and toeboard, with over- 
the-hump coverage of a one-piece floor 
mat protector. It gives full door-to- 
door, non-slip protection to both new 


and old car mats. Available in five 
colors and individually packed in 
2-color corrugated cartons. 


Buffing compound 


. scrubs rubber by chemical action 
to prepare the surface for patching. 
Manufacturer says product is suitable 
for use on natural rubber, butyl, neo- 
prene and other synthetic materials, 
and is effective with either cold patch 
or vulcanizing methods. May also be 
used as surface preparation when mak- 





ALLEGHENY 


MECHANICAL EMERGENCY VALVES 


FABRICATED FOR MORE BENEFITS 


— MODERN AS THE TANKS ON WHICH THEY ARE USED — 


There are many sound reasons 
why an ever-increasing percentage 
of transportation tanks are being 
equipped with ALLEGHENY 
Emergency Valves and Operators. 


Wost important are these: 





IMPROVED 
CABLE ATTACH 
ARM 











V FABRICATED STEEL CONSTRUCTION 
V LIGHT WEIGHT 
V GREATER STRENGTH 


(BREAKAGE ELIMINATED) 


V GREATER FLOW 
bh V LOWER INITIAL AND 


INSTALLATION COSTS 


Y LOWER MAINTENANCE COSTS 


WRITE TODAY for complete information 
and prices. 


Also available in all-steel construction for 
special products. 


IT’S ALLEGHENY FOR ACCESSORIES, TOO: 


ALLEGHENY Valve (COMPANY 


WARREN. PENNSYLVANIA. 
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New Chemical Discovery 
in the New Super Premium Richfield 
Works While You Drive 


BY ELIMINATING POWER-STEALING ENGINE DEPOSITS 
NEW SUPER PREMIUM RICHFIELD GASOLINE 
WITH POWER BOOSTER: — 



































> Steps-Up Engine Performance Postpones Need for 
in Older Cars — Sustains Engine Tune-Ups 
Peak Power in New Cars 




















) Assures Super-Premium 
> Increases Power Octane Power in Ultra- 
High Compression Engines 














> Saves Money on 
Operating Costs ) Gives Top Mileage 

















NOW’S THE TIME TO SWITCH TO RICHFIELD! 
Look into all the advantages of a Richfield Independent 
Distributorship now! Simply call or write. 


J\ RICHFIELD 


OIL CORPORATION OF NEW YORK 
579 FIFTH AVENUE, NEW YORK 17, N. Y. 


Serving the Eastern Seaboard from Maine through Florida 
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ing small section tire repairs or when 
replacing rubber-base tire valve stems. 
black or white sidewall, and in new 
14-in wheel size. 


Small spark plugs 

... for both 2-cycle and 4-cycle en- 
gines have been added to the Atlas 
TBA line to supply the rapidly growing 
market of power mowers, outboards, 
small tractors, sprayers, power saws 
and similar gasoline-driven units. Deal- 
ers handling the Atlas brand are being 
offered a 50-plug assortment packed in 
a counter-display carton. There are six 
types of plugs in the assortment, cover- 
ing 92% of the small-engine market. 






TBA truck 


. . . built by International Harvester 
is being used as a mobile sales and 
stock room by Goodyear in the south 
Chicago area. The truck is designed to 
supply TBA merchandise to the service 
station trade. Roof rack provides stor- 
age space for 40 tires and is easily ac- 
cessible by a fold-up ladder mounted 
on the rear of the body. Driver-sales- 
man averages 15 stops and 30 to 40 mi 
a day. The unit replaces a station- 
wagon type vehicle. 


Superior Oil Co. 


. . . of Des Moines, Iowa, has signed 
up to handle the Dunlop tire line. D. E. 
Carpenter is president, H. E. Carpenter 
is vice president of Superior, a large 
private-brand oil marketer of the Mid- 
west. C. W. Nissly, Jr., is general man- 
ager. Negotiations for the new tie-up 
were conducted for Dunlop by F. T. 
Windsor, manager of petroleum mar- 
keter sales. 


Special charger offer 


. is being made by the Exide Auto- 
motive division of the Electric Storage 
Battery Co. for a 60-day period. Exide 
is making a special drive to induce 
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dealers to get rid of outmoded battery- 
charging equipment and to put in 
chargers to handle 12-volt batteries 
that are now in general use. For a 
short period, dealers may get a 40% 
discount on one of Exide’s portable 
fast chargers equipped with a synchro- 
nous electric clock-switch. 


Mud-snow tire 


. . . has been added to the Cooper 
Tire & Rubber Co. line. Called the 
Wester-Master “300,” it has a tread 
design claimed to eliminate typical 
noise of mud-snow treads and at the 
same time furnish a non-skid grip by 
over 1,000 small tread cuts. It is avail- 
able in both tubeless and tube types, 
Made by Patch Rubber Co., Akron 9, 
Ohio. Quart can lists for $1.35. Also 
available in half-pint and gallon cans. 


Personnel... 









Jerry Blansett, formerly assistant 
TBA manager at Humble Oil Co., has 
been moved over to Humble’s Touring 
Service as assistant manager. A former 
partner in a service station, Blansett 
has been in Humble’s sales organiza- 
tion for the past 28 years. 







e 
Ronald M. Fiandt has been named 
to the new post of director of automo- 
tive products’ design and development 
at Globe-Union, Inc. He will supple- 
ment existing Globe-Union engineering 
departments by providing specialized 
research and development in the auto- 
motive field. 
e 
Harry N. Rob- 
erts, former man- 
ager of petroleum 
company tire 
sales, is now man- 
ager of dealer 
sales for replace- 
ment tires at B. F. 
Goodrich Co. 
Roberts was man- 
ager of battery 
sales for seven 
years, and prior to 
that he was successively wholesale 
salesman in the Cleveland district, a 
wholesale sales supervisor, general 
sales supervisor and a member of the 
truck tire sales staff in Akron. He 
served a term in the U. S. Navy as a 
lieutenant handling tire maintenance, 
requirements and conservation in the 
First Naval District and at three ad- 
vance bases in the North Atlantic 
Theater of Operations. 
(Continued on next page) 





Roberts 
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CROUSE-HINDS 


CONDULETS 


Fill EVERY 
Service Station Need 





Explosion-proof 


Junction Condulets 





Explosion-proof 
Seal Condulets 





Switch Condulets 


Lighting Fixtures 








Explosion- 
proof 
Hand Lamps 


Explosion-proof 
Portable 
Floodlights 


_— 
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Whether it’s hazardous pump-island wir- 
ing, or the Class I, Division 2 area surrounding 
it... or even if it’s only a washrack or lubri- 
torium .. . youll find the lighting fixtures, 
junctions, unions, switches, seals, etc. you need 
among Crouse-Hinds Condulets. 










Take our explosion-proof hand lamps and 





portable floods, for example. They're small 







items .. . but mighty important on many jobs 

. and they take a lot of banging around. Yet 
they're safe after months and years of service — 
even in a vapor-filled pit or corner. 








Let our long experience help you select 
and recommend the safest equipment... and 
untangle knotty questions in the National Elec- 







tric Code. Just mail the coupon. 





*Registered 





CROUSE-HINDS CO. 
Dept. NPN 11, Syracuse 1, N. Y. 





















Send me your free Bulletin #2673 on Crouse- 
Hinds Condulets for all Service Station applications. 
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Put lasting dependability 


between truck and tank 





with this strong, non-collapsible hose 


Your Quaker-Quaker Pioneer You could not ask for a more durable, money-saving hose than this. Light- 


distributor can supply not : : : ‘ Re? : ‘ 
only your standard needs— weight and ideal for suction as well as discharge, it is non-collapsible, with 


but also your highly special- small outside diameter and high flexibility. Full opening is maintained in any 
ized ra You'll find him a position to assure even flow. And even if this hose becomes crushed you can 
ive cadatttvinagemng lence readily put it back in shape with mallet or vise. Tube resists damage by 


saving source for everything ; : 7 
you need in rubber products. petroleum products and aromatic fuels. Cover stands up to oil, sunlight and 


Write for free brochure and abrasion. Reinforced with spring steel wire and high tensile rayon. Couplings 


we of your nearest dis- can be grounded to reinforcing wire. Available in lengths up to 50 feet. 
ributor. 





H. K. PORTER COMPANY, INC. 
QUAKER RUBBER DIVISION * QUAKER PIONEER RUBBER DIVISION 


PHILADELPHIA 24, PA. PITTSBURG, CALIF. 


NATIONAL PETROLEUM NEWS * November, 1956 





TBA 


W. L. Kleiber has been named man- 
ager of the Rochester, N.Y., plant of 
the Industrial Chemicals division of 
Olin Mathieson Chemical Corp. He 
was plant superintendent of the former 
Genesee Research Corp. when that 
concern was taken over with its parent 
company, Puritan Corp., by Olin 
Mathieson in 1954. The Rochester 
plant produces part of the Pyro line of 
automotive chemicals, including anti- 
freeze and brake fluid. 

* 

New appointments at Pennsylvania 
Tire Co., Mansfield, Ohio, include: 

Roy S. Vest is now manager of the 
Western division, Kansas City, suc- 
ceeding the late R. G. Heckler. Vest 
has been with Pennsylvania for 38 
years, for the past 12 as credit and 
operating manager of the Western divi- 
sion. 

Harry B. Samworth has been named 
territory representative for the state of 
West Virginia and eastern Kentucky. 
For the past 14 years he has been as- 
sistant superintendent of transportation 
and maintenance for the Ohio Valley 
Bus Co. 

Harry S. Blankenship, former assist- 
ant sales manager, is the new Eastern 
division manager with headquarters at 
Hillside, N. J. Prior to joining Penn- 
sylvania in 1953, he was an indepen- 
dent tire distributor. 

e 

Recent changes at AC Spark Plug 
division of General Motors: 

A. S. Holmes has been named direc- 
tor of national accounts. He succeeds 
Lloyd M. Steward whose appointment 
as director of quality control was an- 
nounced recently. Holmes, regional 
sales manager in Los Angeles since 
1950, started with AC in 1922 as a 
salesman in Atlanta, Ga. 

George R. Work succeeds Holmes 
as regional manager in Los Angeles 
where he started as a territory man in 
1944. Since 1952 he has been regional 
manager in Kansas City. 

Robert C. Jones, Jr., becomes re- 
gional manager in Kansas City, re- 
placing Work. He has been assistant 
regional manager in Los Angeles and 
before that was territory representative, 
fleet manager and zone manager in the 
Los Angeles region. 

e 

John W. Lingle is the new merchan- 
dising manager for Auto-Lite spark 
plugs, replacing the late Leo B. 
O’Loughlin. Lingle was formerly dis- 
trict manager at Washington, D.C., and 
before that had been district manager 
at Philadelphia and Detroit. He was 
first associated with Auto-Lite in 1944 
as a Sales representative. od 





Since ‘“‘way back when,” Monsanto has been helping 
lube manufacturers like you with the 
chemical problems of petroleum additives. 


Modern Example: 


IMPROVING GEAR LUBE PERFORMANCE TO MEET THE EXACTING 
MILITARY AND AUTOMOTIVE SPECIFICATIONS FOR 
HIGH-TORQUE, HIGH-SPEED OPERATION 


What was needed was a true multi-purpose additive that would help heavy- 
duty gear lubricants stand up under the extreme pressures of high torque without 
sacrificing high-speed performance. Monsanto chemists developed Santopoid 22 
and Santopoid 22 RI. ‘ 


Gear lubes fortified with either... passed both high-speed and high-torque 
field trials in all automotive equipment tested 

on desert runs and mountain runs for 3 years 

... in 1954, 1955 and 1956. Fer more intormétion, 


Superior High-Torque Performance... for the past re ee 

year Santopoid 22 has protected expensive Monsanto Chemical 
heavy-duty worm-gear trucks used in grueling Company 
mountain hauling. 


Excellent High-Speed Protection... before adding 
Santopoid 22, a racing car chewed up rear-end 
gears every 75-100 miles. Since changing to Department QA-2 

a Santopoid 22 fortified gear lube, 350 miles St. Louis 1, Missouri 
plus 100 warm-up miles have been clocked 

with gears still OK. 


When you write specifications for your prod- 

uct, before investing in expensive tests... 

call in Monsanto. Monsanto can formulate r 
your base stock—ready for field testing— MONSAN rO 
with dozens of possible additives that will 

do just about any job an additive can do. 

Corrosion inhibitors - Detergents « Viscosity 

index improvers + Gear lubricant fortifiers 

Fuel oil clarifiers + ‘“‘Oiliness’” improvers. 


Organic Chemicals 
Division 
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V-form roof incorporates company symbol in station design. Shape shows how .. . 


Vickers Nixes the Old Fashions 


HIS “FIRST” in service station design was planned especially for Vickers 

Petroleum Co.’s first company-owned outlet. The Haysville, Kan., station 
is the pilot model for a number of stations the independent refiner and 
marketer plans in the Wichita area. 

The roof is a three-inch shell of concrete slab 40 ft. square: architects 
John M. Hickman and Arthur T. Woodman say its shape is a square cut from 
the top of a hyperbolic paraboloid. It’s supported at only two points, on con- 
crete piers. Walls are steel and aluminum dividers with glass or insulated 
panels; the floor is colored concrete. The east and west corners of the roof are 
16 ft. from the ground, the north and south corners 4 ft. from the ground, and 
each of the piers carries over 87,000 Ibs. of stress. 

Though this station is a prototype built on a cost-plus basis, the company 
expects quantity construction to be highly economical because the wooden 
forms used to shape the roof and piers can be used over and over again. The 
roof was built first, strange to say, and then the building erected under it. 

Company president J. A. Vickers says that while most independents’ 
products equal those of larger companies, many of their stations do not. “It’s 
time the independent capitalized on his flexibility,” he says. “When an 
independent marketer builds his own facilities, they must be superior in 
appearance.” Hence Vickers’ attention-getting design. of 
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Fuel Injection Spices '57 Model Debuts 


Chevrolet and Cadillac break the ice with limited 
fuel injection systems... Ford introduces dry-type 
air filter... over-all new look in industry 


| in INJECTION for passenger cars 
is here, but don’t look for a rash 
of fuel-injected cars to invade service 
stations. The number will be limited. 

Chevrolet last month surprised 
everyone by springing fuel injection as 
an optional item on its line of V-8 
cars, but obviously with emphasis for 
use on the 1957 Corvette. The reason 
for pushing fuel injection on the Cor- 
vette is simple—Chevrolet had to do 
something to bolster sales of its sports 
car in view of the substantially larger 
sales of the competitive Ford Thunder- 
bird. 

Speculation in Detroit is that the 
move to make fuel injection available 
on the entire V-8 Chevrolet line is 
mostly for its advertising and sales 
appeal. A reliable Chevrolet source 
told NPN that while fuel injection 
would be readily available on the Cor- 
vette, it would be hard to get for the 
Chevrolet. 

He said the system will not only be 
“quite expensive’—which will dis- 
courage many potential buyers—but 
Chevrolet will purposely make avail- 
able only a very limited number of 
fuel injection systems for the family 
model cars. He contends the system 
is good, but right now he terms it a 
“merchandising gimmick.” 

A second fuel injection system will 
enter the field when Cadillac intro- 
duces its Eldorado Brougham this 
month or next. 

So, with Chevrolet apparently plan- 
ning to limit the number of fuel in- 
jection systems it will make available, 
and with the Eldorado strictly a luxury 
car of limited production, fuel injec- 
tion is expected to have only a minute 
impact on oil marketing. 

Despite anticipated price increases, 
probably ranging up to $100, there 
are sufficient styling changes evident 
on models so far seen to indicate more 
market appeal, appearance-wise, than 
was Offered by the 1956’s as compared 
to 1955’s, which underwent drastic 
changes. 

Among changes in the new models 
are some that will affect service sta- 
tions. A brief rundown on cars al- 
ready introduced shows: 

Ford—A new dry-type air filter 
replaces the former oil bath kind. 


Made of a specially treated pleated 
fiber, it will last 20,000 miles before 
replacement. Recommended _proce- 
dure is to clean it about every 5,000 
miles by removing it from the engine 
and tapping it gently on the floor. 

Hood releases on the 1957 models 
have been moved inside to the instru- 
ment panel. The hood is hinged at the 
front and is spring-loaded so the hood 
rises itself upon release. It cannot be 
opened from the front or outside. 

Horsepower will range from 144 
on 6-cylinder models up to 245 on 
the Thunderbird Special V-8, which 
is optional on any of the V-8 models. 
This compares with a range of 137 
to 202 for the 1956 models. 

Compression ratios will range from 
8.6 to 1 on the sixes up to 9.7 to 1 
for the Special V-8. The 1956 com- 
pression ratios ranged from 8 to 8.4 
to 1. This year’s Thunderbird Special 
will use premium fuel, the others 
regular—even the 9.1 to 1 regular 
Thunderbird engine. 

A new exhaust system is featured 
on all but the 245 horsepower V-8’s. 
Ford says the new system combines 
the advantages of dual exhaust with 
the low upkeep of a single muffler 
arrangement. An exhaust pipe ex- 
tends backwards from each manifold. 
They join in a Y-shaped coupling and 
lead back through a single muffler. 
The Thunderbird Special V-8 is 
equipped with the conventional dual 
exhaust system. 

All models come with new 14-inch 
tires. Fuel tanks have been upped in 
capacity from 17.5 to 20 gal. Crank- 
case capacity is unchanged—4 qt. for 
the 6’s and 5 for the V-8’s. 

The 6’s have 14 lube fittings, the 
V-8’s 12, except for the Thunderbird 
Special which has 11, as in 1956. 

Rambler—Not too many changes 
here, but the Rambler will use the 
same dry-type air filter as Ford. 
Rambler will introduce a V-8 for 
1957. This is a 190 horsepower engine 
with 8 to 1 compression ratio. The 
6-cylinder engine has been stepped 
up from 7.44 to 1 in 1956 to 8.25 to 
1 for 1957. 


By HOLGER RIDDER 
NPN Automotive Editor 
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Rambler will stick to the 15-inch 
tires. The number of chassis lube 
fittings has been cut from 16 last year 
to 14 for 1957. Other than that, there 
are no significant mechanical changes 
affecting service. 

Hudson—Will be available in 1957 
only as a V-8. The 6-cylinder engine is 
being dropped. 

Hudson will have 14-inch tires and 
dual exhaust systems will be standard. 
Hudson’s V-8 is its own engine with 
9 to 1 compression ratio and a pre- 
mium fuel requirement. In 1956 Hud- 
son used a Packard V-8 of 9.55 to 1 
compression ratio. That explains why 
Hudson is the only model this year 
showing a lower compression ratio 
than last. 

The 1957 models will have 15 
chassis lube fittings. In the 1956 line 
the 6’s had 21 fittings and the V-8 
models 16. Power brakes will be 
standard equipment on custom models. 

A new transistor-powered radio 
which uses less battery current will 
be optional on the new models. 

Chevrolet—Standard compression 
ratio for the V-8 is 9.5 to 1, requiring 
premium grade fuel. With injection on 
the 283 horsepower engine, compres- 
sion ratio will be 10.5 to 1—probably 
the highest in the field. Compression 
ratio of the 6-cylinder models will be 
8 to 1, same as for 1956. The 1956 
Chevrolets had 8 to 1 compression 
ratio across the board, with 9.25 to 
1 for its optional power pack engines. 

The 6-cylinder engines will operate 
on regular grade fuel. 

The number of lube fittings remains 
unchanged at 10. 

The Chevrolet will be 2.5 inches 
longer and 1.5 inches lower than the 
1956’s. Last year’s Chevrolets ranged 
in horsepower from 140 for the 6’s 
to 225 for its power pack models. This 
year they range from 140 to a top of 
283 with fuel injection. 

Fourteen-inch tires will be stand- 
ard on all except the Corvette, which 
will hold to the 15-inch size. 

An over-run feature provides for 
the cut-out of fuel pressure when 
the car is going downhill or decel- 
erating. 

Full-flow oil filters are optional 
except with two-four barrel carbure- 
tors or fuel injection where they are 
standard. 

Oil-wetted air cleaners are stand- 
ard equipment. On engines with two 
four-barrel carburetors two air 
cleaners are used. 8 
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The Midwest 





14 Ways to Start Price Wars 


JOBBERS AND REFINERS have 
plenty to say these days, most of it 
bad, about price conditions in the 
corn belt states 

and adjacent 

areas. They don’t 

agree on who’s to 

blame, however. 

Jobbers say the 
Midwest is shot 
through with re- 
tail gasoline price 
wars. The number 
of discounts on 
gasoline to farm- By Frank Holman 
ers is at an all- Midwest Editor 
time high. Undercutting on commer- 
cial accounts in some areas makes 
Standard Oil Co. (Indiana) look like 
a patsy in holding to its “3c off” 
policy, according to some distributors. 
And with winter coming on, they think 
the outlook is particularly bad because 
refinery runs will have to stay high 
(notwithstanding September’s cuts) 
to meet a record demand for heating 
oils. Heavy demand is already being 
felt in Wisconsin, Michigan, Minne- 
sota, the Dakotas and Nebraka. 

Jobbers are quick to blame most 
large suppliers for an “over-zealous 
attitude” in searching for farm dis- 
counts, often insignificant in nature, 
and then cutting the farm gasoline 
price over a wide area. They say that 
when one refiner does this, it’s picked 
up by another whose territory may 
overlap, and the cut then spreads. 

Major marketing men say this 
charge of eagerness to cut farm prices 
is ridiculous, since the refiner is the 
one who loses most under these cir- 
cumstances. But jobbers come back 
quickly: “Of course refiners are to 
blame. They make the stuff and then 
saddle false quotas on their territories. 
Their local managers then have to 
stay up nights looking under beds in 
order to find a price cut to some poor 
little farmer. When they do—bang, 
down come prices.” 

The refiner answers back that it’s 
not so. If his product is top-quality 
and his merchandising is up to snuff 
but his gallonage is still slipping, 
prices are to blame and he has every 
right to remain competitive. 

As for price wars among retail 
dealers, jobbers say that behind each 
operator with an eye for price com- 
petition is a jobber with some mer- 
chandising quirk that must be taken 
into account. Behind the jobber or 
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instead of him there is apt to be a 
supplier with an established policy 
to be maintained. 

Jobbers are the most vocal on this 
subject. And they’re spending a lot 
of time discussing how price wars 
start, and why they keep going. A 
group of them has come up with this 
list of 14 or the most popular gim- 
micks, “guaranteed to do the job”: 

1. Insist on a predetermined per- 
centage of your market. This keeps 
your division managers on their toes, 
and you'll be surprised at the effect it 
has on other division managers, job- 
bers, and the whole marketing seg- 
ment. Keep the percentage high so it 
will be easier to cut prices when gal- 
lonage falls short of it. This keeps 
things lively no matter what happens. 

2. Insist that the premiums you 
give must never be considered part 
of the retail price. If you lose out, in- 
sist on not recognizing more than 
50% of their worth. You'll have given 
in for the sake of peace, but you 
can double your premiums. Never 
lose face. 

3. Keep dealer tank wagon prices 
high regardless of market conditions. 
It may invite the competition to cut 
prices, but it will give the touch of 
“genius at work” to your company. 

4. Build service stations bigger and 
better than the next guy. Build them 
all over the place. The public will get 
the impression that your dealers are 
making a bundle, but are too modest 
to live it up. 

5. From there, consolidate into 
ever bigger station chains. This should 
panic the competition or at least give 
someone an_ inferiority complex 
about his importance as a business- 
man. 

6. On the other hand, you can 
build a dinky little station in another 
guy’s territory and cut the price there 
to get back at him. In fact, you can 
get even with everybody this way. 

7. Go in for cross billing—it’s a 
swell way to go after gallonage if 
you’re a local manager. It’s tough to 
prove and makes you look good in 
the home office. 

8. Get a friend to forge some gaso- 
line tickets on farm sales if you're 
anxious about your gallonage as a 
jobber. This will get things down to 
a competitive level. 

9. Be trigger-happy and anticipate 
co-op dividends by cutting prices. 
You'll be considered a local captain 


of industry—maybe even statewide— 
because you’re showing the trade how 
well you understand current and fu- 
ture markets. 

10. Adopt a “personality.” Earn a 
reputation for being hard-boiled and 
unreasonable. If this doesn’t fit you, 
try being a “character”’—the more ir- 
responsible, the better. Be a real corn- 
ball. 

11. Take it from there and have a 
business theory that’s a little nutty. 
Insist, for example, that of course 
you’re losing money on_ individual 
sales, but you make up your losses on 
volume. At least, this will confuse the 
opposition. 

12. If you can’t be hard-boiled or 
a screwball, be a sorehead. Make the 
other guy raise his price first in a 
price war. This proves to him that you 
can take it as long as he can—even 
longer. Keep it in mind that if he 
weren’t such a jerk, he’d get out of 
the business. 

13. Pass along rumors, but add a 
little color. If you hate the guy, here’s 
a swell chance to do a real job. Better 
yet, start your own rumors. 

14. Keep on making as much gaso- 
line as possible, regardless of market 
requirements, if you're a_ refiner. 
And keep on building refining capac- 
ity. This will make it next to impos- 
sible to cut runs because the new units 
have to pay for themselves. 

If you’re clever about using these 
gimmicks, say these jobbers, people 
will think you’re a lamb of a mar- 
keter and never know you're really 
the black sheep. 


Green Light for DE 


Things are looking up for distribu- 
tive education in Chicago (see NPN 
Sept., p180). Local 705, Team- 
sters Union, has relented and will per- 
mit high school seniors to work in 
Chicago area service stations at less 
than the $1.75 union scale. Students 
will be paid $1.25 an hour as long as 
their work is part of their studies; the 
union must be supplied with students’ 
names and place of employment. 

Those who helped bring about an 
understanding with the union leaders 
are Philip R. Crippen, Jr., president, 
Illinois Petroleum Marketers Assn.; 
H. T. DuBreuil, secretary, Chicago 
Gasoline Jobbers Assn.; and Victor 
Postillion, executive director, Gasoline 
Retailers Assn. of Metropolitan Chi- 
cago. 

Figure show nearly 10% of Chicago 
DE students interested in service sta- 
tion operations, including 15 out of 
225 high school students and 15 out 
of 100 continuation school students. 
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Joseph J. Zbornik, supervisor of busi- 
ness education for Chicago’s Board of 
Education, considers this an excellent 
beginning. 

_ Meanwhile, Chicago schools are go- 
ing ahead with oil’s DE program. 
Teachers and officials say the Amer- 
ican Petroleum Institute-University of 
Texas kit, “Service Training and In- 
struction Handbook,” is “absolutely 
the best thing of its kind we’ve ever 
seen for any industry.” 


Jobber Into Major 


Standard Oil Co. (Indiana) last 
month acquired Braun Bros. Oil Co. 
of Winnetka, Illinois, a large inde- 


The Southeast 





pendent fuel oil distributor. The deal 
was completed through an exchange 
of stock. 

Braun, founded 30 years ago, did 
22-million gal. of fuel oil business last 
year. It operates 68 delivery trucks 
and six bulk plants with a total of 
1.5-million gal. storage. It used to buy 
some fuel oil from Indiana Standard, 
but most of its product came from 
the Gulf Coast or lower Mississippi 
ports on chartered barges. 

Replacing Robert F. Doepel as pres- 
ident of the firm is Arthur J. Meltz, 
former merchandising manager for 
heating oil and diesel fuel for Stand- 
ard of Indiana. Operating personnel 
will remain the same. sw 


Augusta Learns All About Oil 


OIL MARKETERS might profit by 
taking a lead from the book of Au- 
gusta, Ga., jobbers who recently dram- 
atized for com- 
munity leaders the 
large part that the 
oil industry plays 
in their economic 
life. 

Their stunt was 
held in connection 
with their prepa- 
rations for Oil 
Progress Week, 
but would have 
served a_ useful 
purpose any time. 

The Augusta jobbers invited all 
their employes and service station per- 
sonnel—and their wives—to a jointly 
sponsored barbecue and entertainment 
program in a city park. Then, fairly 
well assured of a large turnout, they 
issued invitations to other civic and 
business leaders. 

The results surprised even the spon- 
sors. Well over 300 people showed up 
for the evening’s festivities, which in- 
cluded talks on the importance of the 
industry, the purpose of OPW, 
“Magic Barrel” demonstration, and 
door prizes. The jobbers’ guests gained 
a graphic appreciation of the effect of 
the oil industry on their community. 

Elated by the results of their pres- 
entation, Augusta jobbers are con- 
sidering making the affair an annual 
event. 

Incidentally, Augusta marketers are 
keeping a weather eye on service sta- 
tion building programs. Reduction of 
the number of personnel at Fort Gor- 
don and withdrawal of much of the 


By A. R. Henry 
Southeast Editor 


labor force from atomic projects at 
nearby Aiken, S. C., have hit the area 
hard over the past two years. But 
during the same period, 60 new serv- 
ice stations have been built and put in 
operation. 


Pioneering DE Effort 


Virginia was the scene recently of 
what was probably the first distribu- 
tive education service station manage- 
ment institute in the country. Twenty- 
nine dealers representing six major 
companies attended a four-day in- 
stitute on personnel management at 
the Richmond Professional Institute of 
the College of William and Mary. 

The institute was the final phase of 
an adult DE course on management, 
supervision and training in which 82 
Virginia dealers were enrolled in 
several communities. The local courses 
included lessons on hiring and han- 
dling high school DE students in addi- 
tion to the usual subjects. 

The final institute covered super- 
vising and training employes, using 
“play-acting” as the principal means 
of instruction. Small groups of stu- 
dents developed solutions to a given 
situation and presented the results to 
the entire class in practical demonstra- 
tions. 

Guest speakers at the dinner meet- 
ings of the four-day institute included 
L. T. White of Cities Service Petro- 
leum, Inc., John Shields of John Wood 
Co., Charles B. McFee, Jr., of the 
Automotive Trade Assn. of Virginia, 
and Edward Wayne, first vice presi- 
dent of the Federal Reserve Bank of 
Richmond. Ld 
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Test Gives It Away 


MOTORISTS in the Southwest ought 
to feel very important—and probably 
just a bit confused—this fall. They’re 
being wooed for 
their gasoline- 
buying dollars as 
never before. Oil 
companies are us- 
ing just about 
every device to 
attract them— 
standard media, 
drive-in movie 
advertising, cut- 
price signs and 
just plain giving 
the stuff away. 

Actually, that last crack is not quite 
fair. Humble Oil & Refining Co. did 
give away 6,000 gal. of gasoline a few 
months ago, but it wasn’t done to ad- 
vertise. The purpose was to test con- 
sumer reaction to its new third-grade 
product, “Golden Esso Extra.” 

When Humble started planning to 
introduce its new product, somebody 
suggested the possibility of giving 
samples to certain motorists, then 
weighing their reactions to see if they 
measured up to its research de- 
partment’s claims. Humble’s marketing 
department was all for the idea, and 
the project was kicked off just before 
“G.E.E.” was put on the market. 

A total of 200 motorists were pick- 
ed, 40 each in the cities of Austin, Ft. 
Worth, Dallas, San Antonio, and 
Houston. In each city, the company 
chose 10 regular Humble customers, 
and 30 motorists who were either now- 
and-then, or never, visitors to Humble 
stations. Once each motorist agreed to 
participate in the program, he was 
issued coupons for 30 gal. of “G.E.E.” 
All Humble asked him to do was give 
his honest reaction after using the gas- 
oline, guaranteeing his name would 
not be used in any later advertising. 

To pick the 30 motorists in each 
town who were not regular customers, 
Humble contacted new car service 
managers and checked car dealer sales 
lists and license plates of cars in com- 
petitive stations. All motorists had to 
own 1956 automobiles. For the most 
part, only people owning high or me- 
dium-priced cars were picked, al- 
though there were a few owners of the 
smaller “power pack” automobiles. 

Each motorist had to use his three 
coupons at one station in each city 
where “G.E.E.” was sold. Once his 
three coupons were used up, the local 
Humble office wrote the participant 
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Southwest Editor 
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thanking him for his co-operation and 
asking him to fill out a questionnaire 
concerning his reaction. These ques- 
tionnaires were then sent to Houston 
for compilation at Humble’s head- 
quarters. 

Favorable Response—In _ general, 
the test showed several interesting re- 
actions. Frst, although only one an- 
nouncement of the new product had 
been made prior to the test, most of 
those contacted knew about it. This 
indicated to Humble there was great 
interest on the part of new-car Owners 
in better quality gasoline. Second 

and best of all from Humble’s point 
of view—reaction was almost 100% 
favorable. 

The comments sent in by the parti- 
cipants also aided Humble in develop- 
ing advertising and sales promotion 
campaigns. For instance, the general 
reaction revealed the majority of par- 
ticipants desired better open-road per- 
formance, and most felt “G.E.E.” gave 
them that. 

From a public relations point of 
view, Humble also feels the project 
helped the company’s standing in Tex- 
as. It feels that to many of the partici- 
pants, the project was proof the com- 
pany was and is interested in supply- 
ing them with the best. Aside from 
that, those 150 occasional customers 
who participated were sought as reg- 
ular ones. Each was checked out and 
sent a Humble credit card. 

Here are some typical reactions re- 
ceived from participants: 

A San Antonio Chrysler owner: 
“The extra mileage makes it more 
economical for driving.” A San An- 
tonio Packard service manager: “I 
found I could advance my spark (on 
a 1956 Packard Patrician) 10 degrees 
with no ill effects on the engine.” An 
Austin Mercury owner: “My car is 
now giving me peak performance 
and will cut my operating cost con- 
siderably. Since I am a salesman on 
the road this is of vital importance to 
me.” A Ft. Worth crude oil company 
president: “It is a tremendous im- 
provement. I think your research has 
come up with something.” 

Needless to say, Humble didn’t ad- 
vertise to the public in general that 
6,000 gal. of “G.E.E.” was being given 
away. The company’s present adver- 
tising copy plays up the quality of the 
product, with price never mentioned. 

Happy Film Family—At the same 
time, the Southwestern motorist is be- 
ing told by every other major that 
each has just about the most powerful 
gasoline he can buy. And on the 
private-brand level, a newcomer to 
Texas—Site Oil Co.—is using the 
drive-in movies to get its story across. 
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Sandwiched in between previews of 
coming attractions is a short color 
film showing how happy a family is 
since it started buying Site gasoline. 
Not only is Site gasoline the best, ac- 
cording to the announcer, but also all 
kinds of prizes can be had for Site 
trading stamps. 

At the same time, a “gentlemen’s 
agreement” between  private-brand 
dealers to do away with cut-price 
signs in Houston has apparently end- 
ed. Once again some stations are 
sporting signs of great savings. 

A transporter of gasoline in Hous- 
ton, however, probably has all the 
companies beat on catching the pub- 
lic’s eye. A sign on the back of his 
truck says simply, “Go Texan, Go 
Gas.” 


Dealers Work for DE 


The Texas Oil Jobbers Assn. has 
now started its drive to enlist as many 
service station dealers as possible in its 


The West 


lt Takes Stamps 


BLUE CHIP, the stamp plan to end 
all stamp plans (at least in the eyes of 
its backers), has been moved into the 
San Francisco 
Bay area for the 
first full-scale test 
of a unique cam- 
paign against the 
kind of trading 
stamps that dis- 
rupt retail mar- 
kets. 

Several Cali- 
fornia supermar- 
ket chains came 
up with the Blue 
Chip plan as a 
way to rid their business, once and 
for all, of the unsettling premium 
stamp factor. The grocers consider 
stamps a merchandising device that 
profits no one but the stamp pro- 
moters. 

With Blue Chip, they hope to dem- 
onstrate that stamps give any one 
retailer only a temporary advantage 
by making a big, solidly promoted 
stamp plan available to all retailers in 
one market area. And the retailers will 
share in the profits. 

The plan has operated only in the 
Sacramento area so far, but seven 
supermarkets decided last month that 
other stamps were making sufficient 
inroads into the San Francisco area 
market to warrant bringing in their 
own plan. 


By Richard Elwell 
West Coast Editor 


distributive education work. Some 40 
dealers recently took a 10-hour short 
course in San Antonio, designed to 
teach them how to train DE students 
in their stations. 

The course was sponsored by TOJA, 
and was set up by Leslie Neal, Conoco 
jobbers, who worked with the San An- 
tonio Independent School District’s 
DE people in getting the school start- 
ed. Neal and former TOJA secretary 
George Hofmayer are considered the 
“papas” of the oil industry’s DE work 
in Texas. 

Now, the association is planning to 
take the dealer DE course out in the 
field and get dealers all over the state 
to participate. There are said to be a 
numbr of high school students inter- 
ested in petroleum retailing in San An- 
tonio, and about 300 throughout the 
state. 

TOJA’s aim is to be ready for these 
students by getting the dealers inter- 
ested and training them as teachers. @ 


to Kill Stamps 


On the surface, Blue Chip stamps 
seem to work like many of the other 
plans now in operation. The retailer 
buys stamps in books of 5,000 and 
gives them out to customers at the 
rate of one stamp with each 10¢ 
worth of purchases. Customers get 
books to paste the stamps in and 
catalogs of premiums the stamps will 
buy. 

There the similarity ends. Blue 
Chips are promoted in a big way: dur- 
ing the first month in Sacramento the 
sponsors spent over $30,000 on an 
introductory advertising campaign. 
They maintain a current advertising 
budget of $2,000 a month, using all 
available media. 

At the end of two months, over 400 
retailers in the Sacramento area had 
taken on Blue Chip stamps, including 
some 200 service station dealers. Many 
of them dropped other stamp plans 
to take on Blue Chips—which will be 
a requirement around San Francisco. 

Since the Blue Chip Stamp Co. is 
a non-profit organization, it can sell 
its stamps for less. A dealer buying 
individually pays $11.50 for 5,000 
Blue Chip stamps, compared with $15 
for the biggest competitor. Buying in 
a group in larger quantities, he can 
get the stamps for $10 a book. 

The sponsoring grocers in the area 
where the stamps are to be pushed put 
up the capital to cover the costs of 
promotion and operation. When this 
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investment is paid out, the profits are 
split up among the stamp buyers in 
proportion to the amount purchased. 

The grocers feel they’re offering a 
stamp plan second to none. Catalogs 
and premiums are prepared by Bel- 
knapp & Thompson of Chicago, and at 
least one of the company’s staff is a 
former Belknapp & Thompson man. 

There’s an additional advantage, the 
company thinks. Stamp promoters 
often consider the supermarket the 
key to a really successful stamp pro- 
gram. They reason that the supermar- 
ket is the place where a consumer 
makes most of his retail purchases 
and that he'll prefer to buy else- 
where the same kind of stamps that 
he gets at his biggest source. The big 
source also makes him aware enough 
of stamps so that he seeks stamp 
givers when making other purchases. 
The Blue Chip plan starts with the 
supermarket and gives every retailer 
the chance for the big tie-in. 

Blue Chip stamps are introduced 
only in areas where a majority of the 
sponsoring grocers decide that stamps 
have become a significant competi- 


The East 


DE Gets Penn sylvania Test 


PENNSYLVANIA’S oil jobbers will 
get on the distributive education band- 
wagon in a big way next year if pilot 
courses Offered in 
three school sys- 
tems go over. 

Leo Guttman, 
Texaco jobber in 
Belle Vernon, has 
the help of Penn- 
sylvania Petro- 
leum Assn. in his 
three-town proj- 
ect to make DE 
a success. The By 
association Cornelius Brodersen 
bought the text- East Coast Editor 
books developed by the University of 
Texas in conjunction with American 
Petroleum Institute, and it stands 
ready to buy more textbooks to get 
other jobbers behind DE courses if 
Guttman’s experiment works out. 

The way Guttman has set up DE 
courses in his area, he’s running a 
two-way experiment. At Charleroi, the 
high school offers DE as a one-year 
elective course to juniors and seniors. 
At Washington and Monessen, DE is 
part of the adult evening (vocational) 
school program. 

In DE, Guttman sees an answer to 
the shortage of good, trained service 
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tive factor. Thus the stamps will not 
be put into stores in San Francisco 
itself, although they’re being intro- 
duced throughout the surrounding 
area. Introduction of the stamps to Los 
Angeles has been considered, but has 
not yet been found advisable. 

Dealer organizations have shown 
considerable interest in the idea. In 
Sacramento a group program is being 
worked out with the 400-member 
Better Service Station Operators Assn. 
In Los Angeles, John Touhey, ex- 
ecutive secretary of the Southern Cali- 
fornia Service Station Assn., has in- 
dicated that his organization would 
like to see the plan introduced right 
away. And Blue Chip Co. reports that 
six of California’s seven major oil 
companies are interested. 

How effective the new plan will be 
in combating trading stamps has yet 
to be determined. The company hopes 
to be able to go out of business as 
soon as it has demonstrated its prem- 
ise that a retail market where every- 
one has stamps is folly, but it may 
find itself in the trading stamp busi- 
ness for a long time. % 


station operators. Seniors who want to 
go further in oil marketing, he says, 
should have no trouble finding em- 
ployment with oil companies or in 
getting their own stations. “In most 
cases now,” he says, “we take un- 
trained men.” Juniors will be offered 
summer jobs for on-the-job ex- 
perience. “I’m going to take some of 
the students and I’m trying to get 
other oil men in my area interested in 
taking on the others,” Guttman says. 

Actually, Guttman would like to 
see DE expanded so that it covers a 
two-year course, with more emphasis 
being put on the auto service and TBA 
sales portions of the program. He says 
he had no trouble in selling DE to 
school officials: school superintendents 
and boards of education were willing 
to go along because DE is a course 
for which school systems can re- 
ceive state aid. 


Calso’s Truck Stop 


California Oil Co. is watching with 
interest the modified truck stop station 
that one of its dealers has opened on 
Route 46, near Netcong, N.J. Calso’s 
interest in the operation goes deeper 
than the financial aid it gave to owner- 
operator Bill Betcher. It’s Calso’s first 
modern modified truck stop in its 


home state, and it could well be the 
beginning of a trend to more such 
outlets in its marketing area. 

Betcher owned the land (900 x 600 
ft) and had little trouble selling the 
truck stop idea to Calso. The com- 
pany lent him plans for its modern 
“all-glass” service station, which 
Betcher modified by raising the roof 
so trucks could be handled in the 
three lube bays. 

The outlet’s six pumps are grouped 
two to an island, with a pair of diesel 
fuel pumps located nearest the road 
to make it easier for trucks to get in 
and out of the driveway. A canopy 
will rise over the islands. Delivery has 
been held up by the steel strike. 

Calso estimates $65,000 has been 
invested in the station site so far. But 
Betcher has plans to boost that to at 
least $250,000 by adding a diner at 
one end of his property and putting up 
a motel—for truckers and motorists 
—on the rear of his property. 


Two Jobbers Switch 


Two Eastern jobbers have changed 
over. Brady-Stannard Fuel Co., 
Socony Mobil Oil Co. jobber in 
Brewster, N. Y., was sold by Stephen 
Brown and Lucy A. Brady to William 
and Joseph Delafield who are running 
the business as Delafield Bros., Inc. 
Donald P. Love, former vice presi- 
dent and secretary of Mid-Hudson Oil 
Co., Esso heating oil and private-brand 
gasoline jobber in Poughkeepsie, 
N.Y., is now doing business as a 
Texaco jobber in Poughkeepsie under 
the name of Love Oil Corp. 

The Delafields bought a company 
with a 225,000-gal. bulk plant, four 
tank trucks, 25 service station accounts 
and close to 1,000 heating oil ac- 
counts. William Delafield, vice presi- 
dent and secretary, is a veteran of 
15 years’ domestic and foreign ex- 
perience with Socony; president 
Joseph Delafield was a _ textile 
merchandising manager for 25 years. 
In two years they'll swap offices. 

Love Oil operates from a trans- 
port bulk plant leased from Dutchess 
Oil Corp., a former Richfield Oil Co. 
jobber. Love says his big push during 
his first year will be to build up heat- 
ing oil gallonage and acquire farm 
and commercial gasoline accounts. 
Service station development plans will 
be discussed next year. Love will have 
to develop his own outlets, because ex- 
isting Texaco stations in his area are 
served direct by the Texas Co. from 
its Newburgh terminal. 

Love is a past president of the 
Poughkeepsie Chamber of Commerce, 
chairman of the Dutchess County 
Petroleum Industries Committee, and 
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has served as Oil Progress Week 
luncheon chairman for the past sev- 
eral years. ® 


War on Chiselers 


Philadelphia is cracking down on 
fuel-oil truck drivers who short-meas- 
ure on home deliveries. Violators 
faces $25-$300 fines for the first 
offense and stiffer penalties for re- 
peating. 

It’s all part of the city’s Bureau 
of Weights and Measures’ drive to 
end chiseling. The city is thinking 
about setting up a meter checking and 
sealing program, but until it becomes 
Official, it will use two-man inspection 
teams equipped with calibrated de- 
vices to check suspected meters. 

The oil industry is worried about 
the black eye is has gotten from the 
Bureau’s eight-month probe on short 
measure. Atlantic Refining Co. took 
quarter-page ads in the local papers 
to rebuild customer confidence by 
pointing out in the copy that it “and 
other reliable refiners and their dealers 
have developed a reputation for... 
accurate heating oil service” and that 
their trucks are “equipped with the 
latest metering and delivery devices 
to guarantee accuracy.” 

Raphael Kurtz, deputy city com- 
missioner in charge of the Bureau, 
feels that news stories about chiseling 
that came from his department, are 
an unfair indictment of the oil in- 
dustry as a whole. He estimates that 
“less than 10% of the city’s oil truck 
drivers are involved in the short- 
measure scheme.” But at the same 
time, he says it hit all segments— 
the owner-driver, drivers for jobbers 
and drivers for majors. His depart- 
ment estimates that one-fifth of the 
market of 500-million gallons was 
siphoned off by “hijackers” at a cost 
of $14-million during the last heating 
season. 

The Bureau got interested in oil 
truck meters last February when com- 
plaints came from two sources: home- 
owners, whose printed delivery tickets 
showed a full tank but whose tank 
gages didn’t agree with the tickets, 
and dealers who wanted to know why 
some competitors could offer free 
services and other discounts when 
they themselves had trouble showing 
a slight profit on the same volume of 
business. 

In some cases, the Bureau found 
that drivers had by-passed the meter 
so they could make cut-rate deliveries 
without having it register. In other 
cases, meters were pumping 80% oil 
and 20% air, with the product left 
over at the end of a load also going 
into the so-called “black market.” & 


Every Dro of 
Canfield Premium 
HDM Motor Oil Is 


IT’S YOUR BEST BUY IN SOLVENT 

REFINED ADDITIVE TYPE MOTOR OIL 

Write, Wire or Phone Now for the Complete 
Quality and Profit Story. 


CANFIELD OIL COMPANY 


General Offices: Cleveland 27, Ohio 


PLANTS: Coraopolis, Pa., Cleveland, Ohio, Jersey City, N. J., Memphis, Tenr 
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BOX 3096 © TULSA, OKLAHOMA 


«DIVISION OF FRAM CORPORATION CH-S7PL 
Representatives in all major cities PLEATED CARTRIDGE 
In Canada: FRAM CANADA LID., Stratford, Ontorio 


Write for bulletin WL-6-56 


NOs 


Just a twist of the wrist and the top swings 
open. No special tools needed; eliminates 
nuts and bolts; no busted knuckles. 


PETROLEUM MARKETING FACILITIES: truck 
loading racks, aircraft fueling, fuel oil bulk 
plants. 


MACHINE TOOLS: coolants and cutting oils, 
hydraulic oils. 


INDUSTRIAL PLANTS: solvents, oils, water and 
other non-corrosive fluids. 


WITH THE 


57 SERIES FILTERS 


Check these advantages @® Simplified 
construction—low initial cost ¢ Reduced 
size for compact installation © Quick 
opening cover and provision for instan- 
taneous cartridge change ® Improved 
filtration efficiency and greater dirt 
holding capacity ... result... low cost 
maintenance ® Very low initial pressure 
drop ¢ Available for vertical or hori- 
zontal installation ©® Location of inlet 
and outlet connections to customer 
specifications ® Wide range of product 
applications ® Units in standard design 
or for code requirements ® Non-ferrous 
construction available © Extra acces- 
sories including air eliminator, pres- 
sure gage, dump valve, etc., available. 


THE NEWLY Developed 
CH-57PL Cartridge combines 
e Larger Outside Diameter 
e Larger Inside Diameter 
e Greater Height 
RESULT 
More Filtration Surface 
Lower Operating Cost 
Higher Flow Rates 





Equipment Jobbers Ask for 


“IF MANUFACTURERS of oil equipment are interested 
in lowering their selling costs, we can show them how to 
do it,” said Melvin Schlesinger, Tri-State Equipment Co., 
Kansas City, speaking for members of the National Assn. 
of Oil Equipment Jobbers. He opened a panel discussion 
of jobber-supplier relations at the association’s annual con- 
vention in Pittsburgh, in late September. 

His comment followed a “statement of policy” adopted 
by the association, emphasizing the sales, warehousing and 
service facilities provided by oil equipment jobbers. “We're 
here, we’re available, we can be developed,” Schlesinger 
said, speaking for the jobber group. 

Supplier’s Duty—It is the manufacturer who is really 
at fault, Schlesinger said, if his jobber representation is 
not adequate. Show us how to sell oil companies, original 
equipment manufacturers and others, he urged. Let us 
participate in government business as well. We don’t need 
to be engineers; we know people and we render service, 
Schlesinger said. 

Another panel member, Harry E. Andersen, Northwest 
Service Station Equipment Co., Minneapolis, pointed out 
the value of single-jobber representation. Otherwise, he 
said, a factory man sometimes can’t go out to make calls 
with one jobber, because he sells other jobbers in the area. 
Also, he added, if a jobber is good enough to handle part 
of a manufacturer’s line he is good enough to handle all 
of it. 

From the manufacturers’ section of the panel came 
partial support for the jobbers’ views. The ideal situation, 
said E. H. Lanthorn, vice president, Blackmer Pump Co., 
Grand Rapids, Mich., is single representation—for ex- 
ample, a jobber. But there are some accounts that can’t 
be sold except by a factory representative direct, he said. 
And in some areas it’s not possible to get the kind of 
jobber representation desired. 

Lanthorn also pointed out that his company liked the 
system in use some years ago of selling only through com- 
mission agents. It was customer demand for local stocks 
and service that forced a change, he said. 

Now that we have a sales force, Lanthorn said, with 
each man responsible for a territory, “I can’t see how he 
can do well if he tries to sell the equipment jobber and 
tries to compete with him all at the same time.” 

Three Jobs—A third manufacturer, R. W. Wheaton, 
Wheaton Brass Works, said manufacturers expect three 
things of equipment jobbers: to carry an adequate stock; 
have an expert maintenance crew; have a live-wire sales 
force. 

Like oil jobbers, the equipment men say they are up 
against diminishing margins. In their arguments, they use 
a financial survey showing average results for members 
grouped in three classes, according to annual volume. 

Average net profit, according to the survey, was 4.38% 
for Group 1 ($100,000 to $300,000); 4.73% for Group 
2 ($300,000 to $500,000); and 4.03% for Group 3 (over 
$500,000). 

Howard Upton, executive secretary, reported a conven- 
tion registration of 387. There were 56 trade show exhibits 
this year, compared with 45 last year and 19 the previous 
year. Membership is up 17%. 

W E. Marshall, Jr., vice president and sales manager, 
Equipment Sales Co., Inc., Atlanta, Ga., was elected presi- 
dent for the coming year. See p193 for a profile of Mar- 
shall. & 


November, 1956 * NATIONAL PETROLEUM NEWS 


Waddell Mrs. Upton Upton 


At NPN’s reception, publisher Harry Waddell plays host to 
Howard Upton, NAOEJ executive secretary, and Mrs. Upton. 
Reception celebrated the association’s fifth birthday 


Robinson Spencer 


From the South: Memphis vice president Allan Robinson and 
automotive division sales manager Roy Lippincott of Rotary 
Lift Co.; Nashville jobber Paul Morris, owner-president, and 
vice president W. H. Spencer of Petroleum Equipment Co. 


Maphis Williams Patton 


A huddle finds president Charles O. Maphis, Jr., and sales 
vice president Herbert Williams, both of Maphis Chapman 
Corp., with Jimmy Williams, treasurer and general manager, 
Oil Equipment and Service Co. 





Equipment 


Gronauer 


Memphis jobber Warren Cruzen, owner-president, Cruzen Oil 
Equipment Co., gets an Ohian’s point of view from R. W. 
Gronauer, OPW Corp. sales vice president, while Tom Ertel, 
Haenhle Advertising Agency vice president, looks on 


Hough Dickinson Schweppe 
West Coast members Jerry Hough, sales manager for Halli- 
die Machine Co., Portland jobber, and Ken Dickinson, Seat- 


tle equipment division manager, met with A. I. Schweppe, 
automotive sales manager for Gray Co., Minneapolis 


Habhegger Lentz 


Some information worth noting is given Philadelphia jobber 
E. O. Habhegger, E. O. Habhegger Co., by Alfred Lentz, 
sales representative for Neptune Meter Co., Philadelphia 
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Myers Georg 


Two Atlanta jobbers—Tom Myers, Southern Supply and Equip- 
ment Co. general manager, and Emil Georg, owner of South- 
ern Supply—corner regional manager J. B. Warshauer of the 
Bennett Pump division of John Wood Co. 


Hadden Corrigan Quilter 


1952 NAOEJ president John Quilter, vice president of the Pump 
and Tank Co., Richmond, discusses the convention with two 
Roper Corp. men: advertising manager R. F. Corrigan and sales 
department representative Donald Hadden 


A pair of jobbers discuss problems: Nicholas Pellicio, secretary 
of the Gasoline and Oil Equipment Co., New Haven, Conn., 
and L. H. Sidwell, Sidwell Equipment Co. in Davenport, Iowa 
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A trio of jobbers relax after sessions: Harry Lamb, Lamb Sup- 
ply Co. of Oklahoma City; Lew Kohlhaas, president of Kohlhaas 
Tank and Equipment Co. of El Paso and Albuquerque; Morris 
W. Kelleher, owner of the Kelleher Equipment Co. in Tulsa 


Florida and Georgia get together as jobber John H. Fewell, Sr., 
president of the Petroleum Engineering Co., Jacksonville, talks 
things over with jobber Cliff B. Harden, owner of the Harden 
Equipment Co., Savannah 


Clements Mrs. Clements 
The wives take over—as Harold Haskell, owner of the Nichols 


Co., Little Rock, and L. J. Clements, St. Louis dis- 
trict manager of the OPW Corp., stand back and listen 


Mrs. Haskell Haskell 
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Mclver Joachin Schiller 


Canada and the U.S. exchange views: Gerry Mclver, vice 
president of RNG Oil Equipment Co. is from Montreal; Don 
Schiller is Toronto branch manager for RNG. Gerald 
Joachin, Pullman Vacuum Cleaner Corp., is from U. S. 


Taylor Scully, Jr. Scully, Sr. 


Comparing notes at the reception are La Mar Taylor, gen- 
eral manager for jobbership Robert Taylor and Sons, Salt 
Lake City; Frank P. Scully, Sr., president, Scully Signal Co., 
Melrose, Mass., and Frank P., Jr., Scully’s assistant. 


Two couples join forces as Mr. and Mrs. Harold G. Ander- 
son, Anderson Equipment Co. of Albany, meet Mr. and Mrs. 
Peter Klarnick, Eastern Oil Equippers, Inc., Troy 
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FRAM-patented, built-in 
gasket ABSOLUTELY 
PREVENTS BY-PASSING 


. f ree . | This Fram<patented, built-in gasket 
The new Fram Filtronic Carburetor Air Filter is: : forms a plastisol-to-metal seal that keeps 
More compact—fits under sleeker, lower hoods! ‘os — — at all — wee 
2 . o7 . ! absolutely prevents by-passing. is 
More efficient—as high as 99.+% efficient! exclusive FrRAM feature is unmatched 


Simpler—takes but a minute to service or replace! by any other filter! 


», ‘Roid: «. Thunderbird + American La France + Ay 
fe "ae, Clark»+ Cummins + Diamond T + Divco_+ Gens 
great. engines Harley Davidson - Lycoming + Reo + Sheppard 


pete on pe pee 
ic . Continental + Lincoln + Mercury «+ 


* a ae 


“ + Pw. ar ee 
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Carburetor Air Fite 
equipment on 1997 cars abr new 


replacement market for y 


First with modern oil filters, now FRAmM is 
first again with a revolutionary new air filter! 
The Fram Filtronic Carburetor Air Filter is 
already original equipment on 1957 cars — 
protecting precision engines from airborne 
dust and abrasives—and starting a brand-new 
source of filter profits for your TBA program. 

Just as FRAM created your oil filter market, 
FRAM is going all out to make this new air 
filter replacement market one of your top 


SEND FOR 
FREE BOOKLET! 


We're offering this - 
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sources of TBA profit. Big national advertis- 
ing will help you and your dealers cash in and 
FRAM will unleash the most powerful mer- 
chandising program in its history! You'll 
agree, there’s never been anything like it. 
Fram is the first manufacturer to supply 
these modern carburetor air filters as original 
equipment—further proof that Fram belongs 
in your TBA program. 
FRAM Corporation, Providence 16, R. |. Fram Canada Ltd., Stratford, 0. 


Fram Corporation, Dept. 191, Providence 16, Rhode Island 
Send me your free booklet on how to increase engine life 90%. 





Why Wheel Balancing Pays Off 


New tire and car designs are putting the spotlight 


on proper balancing. Not only that—it'’s a fast, 


relatively easy money-maker for dealers 


oe DEALER who sells tires ought 
to have a wheel balancer; all the 
oil companies agree on that. Motorists 
need the service more, and dealers 
need the profits it can bring. 

Fourteen out of 21 U. S. oil com- 
panies have some kind of program 
to encourage the purchase of wheel 
balancers by their dealers. Four more 
have plans under consideration. 


Why The Need? 


This new concern with wheel bal- 
ancing reflects the great increase in 
complaints of noise or vibration caused 
by tires, or at least blamed on tires. 

“There is greater need than ever 
before for balancing every tire in- 
stalled on a wheel,” says Paul Hawk, 
TBA manager for Standard of In- 
diana. 

“Balancing can prevent a lot of 
complaints about thumpers and out- 
of-round tires,” says Tom Cunning- 
ham, merchandising manager, Aetna 
Oil Co., “and the dealer can be sure 
his customer will be satisfied with the 
performance of the new tire he sells.” 
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Expressed in various ways, these 
views are almost universal. “Every 
dealer selling tires should be equipped 
with a whee] balancer, and every new 
tire installed on an automobile should 
be balanced to insure satisfactory per- 
formance,” says another TBA man- 
ager. 

Another company says its dealers 
are urged to balance the wheel and 
tire assembly free with every new tire 
sale. “I think the majority of them do 
so,” says this TBA manager. 

A typical account of why oil com- 
panies are doing something about 
wheel balancing comes from Tide- 
water Oil Co.’s western division. Says 
W. J. Matson, TBA sales supervisor: 


“Prior to introducing our balancing, 


program we had many calls for ad- 
justments involving “out-of-round” 
and “unable to balance” conditions. 
These adjustments decreased to almost 
nothing after a sizable number of 
balancers were sold.” 

A further comment from Matson 
shows pretty much what the oil mar- 
keter is up against: “On several situa- 


tions investigated, we found our deal- 
ers taking our newly mounted tires to 
competitive dealers for balancing and 
the latter were quite ready to con- 
demn our tires. Further, when our 
dealers balanced their own tires at 
or near installation time, that auto- 
matically precluded customer com- 
plaints.” 

Price of Progress—Better cars are 
at the bottom of all this rash of tire 
thumpers. “It doesn’t mean that the 
majority of tires sold are badly out of 
balance,” says John K. Howe, of 
Skelly Oil Co. 

“The new front end suspensions on 
all modern cars give a smoother ride,” 
observes Homer Hays, Ashland Oil, 
“and in doing so they seemingly trans- 
mit road noises caused by heavy ply 
splices in tires, uneven tread wear, and 
so forth.” 

“The newer cars of the past few 
years have more critical front end 
assemblies, and the need for balanc- 
ing service is steadily increasing,” says 
Sam Wheatley, Standard of California. 

Sensitive front ends come in for 
most frequent mention, but that’s only 
part of the story. Fender wells are 
low to the ground, one oil marketer 
notes, and act as sounding boards. 
As a consequence, he says, the aver- 
age driver feels, or thinks he feels, 
vibrations when a tire is not properly 
balanced. 

He also points out that in recent 
years rims are wider, tires are smaller 
in diameter, springs are softer. For all 
these reasons there is more need for 
balancing today due to the construc- 
tion of cars rather than the construc- 
tion of tires. He even suggests that 
undercoating applied to hoods to 
dampen noise inside the car may have 
some part in bringing tire noise more 
into prominence. 

Nor is the car alone to blame, ac- 
cording to Tidewater’s Matson. “Our 
new freeways are designed for higher 
sustained speeds, which in itself con- 
tributes to a greater awareness of un- 
balance and tire noise.” 


What Kind of Balancers? 


The Tidewater program to put bal- 
ancers in stations is typical of one of 
two methods in common use. 

e First, they selected a wheel bal- 
ancer of the static, or off-the-wheel 
type. They offered it to dealers at a 
price of $44.50. 

Then, to help the dealer buy it, 
the company’s western division offers 
a special deal: On every Federal tire 
ordered with the balancer, the dealer 
receives a discount of $1 per tire up 
to a maximum of 20 tires. 

That way, the net cost of the unit 
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One of a Series of Bulletins for the Petroleum Industry 








Du Pont uses sports car to 
study fuel-injection related 
to product development 


Although sports cars are designed for 
road racing or as a highway hobby, 
the Du Pont Petroleum Laboratory is 
now using one for an entirely different 
purpose. 


With an eye to future automotive 
fuel requirements, the laboratory is 
now fitting out a new Mercedes-Benz, 
300 SL, with special instrumentation. 
The objective is to investigate the ad- 
ditive needs of fuels for fuel-injection 
engines and to test promising candi- 
dates under actual road conditions. 
The Mercedes-Benz was picked for 
this work because it is the only car 
with a fuel-injection engine that is 
commercially available in this country. 











Mercaptide problems 
solved with DMD 


If you are not now using Du Pont 
Metal Deactivator in your heating and 
diesel fuels, we believe you will be in- 
terested in the success of other refiners 
who have used it. 

Several years ago, for example, a 
major oil company was having copper 
mercaptide problems. They encoun- 
tered the trouble in both straight-run 
diesel fuel and No. 2 fuel oil composed 
of 95% straight-run and 5% Houdry 
cat-cracked. 

To solve the problem, 2 pounds of 
DMD per 1,000 barrels were added to 
both fuels. This proved highly suc- 
cessful for several seasons. Then the 
use of DMD was discontinued. The 
trouble recurred. So DMD was again 
added, and this company’s mercaptide 
problem was again under control. 

Another major company encoun- 
tered gel-clogging complaints in the 
Spring of 1955. The trouble involved 
a No. 2 fuel oil composed of fluid cat- 
cracked and straight-run. The cracked 
component varied in composition 
from 75% to 90%. 

During the next heating season, the 
company added 2 pounds of DMD 
(in combination with Du Pont Fuel 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (Inc.) 





Greases containing 
Du Pont Estersil GT prove highly 
successful in many types of service 


It was about two years ago that Du Pont estersil grease thickener 


was first introduced. 


Since then, millions of pounds of grease made with this unique 
thickening agent have been used in a wide variety of industrial 
and automotive applications. And the success obtained with 
these greases has been truly outstanding. 


CONTINUOUS MINER—completely lubricated with estersil grease 


One coal mining company, for exam- 
ple, reports that they eliminated the 
need for using three different mining 
equipment lubricants by standardiz- 
ing on semi-fluid estersil-based grease 
in their continuous miners, loading 
machines and shuttle cars. 

In the gear cases of the continuous 
miners, this company, before using an 
estersil grease, had a lubricant con- 








Oil Additive No. 2) per 1,000 barrels. 
There were no complaints of mercap- 
tide formation reported the following 
season. 

These are only two of the many 
success stories reported by refiners 
using DMD to combat mercaptide 
problems and complaints. And many 
refiners have found that since the cost 
of adding effective amounts of DMD 
is so low, it pays to use it as an “insur- 
ance” against copper contamination 
in a wide variety of products. 


| 





sumption of two to three gallons per 
shift. When they changed to an ester- 
sil grease, they found that the average 
consumption immediately dropped 
75% to two to three quarts per shift. 
On loaders they actually stopped keep- 
ing records because the consumption 
was so small. 


Longer gear life 

When rebuilding machines, this same 
company had almost always replaced 
bearings and gears. But since switch- 
ing to the estersil grease, they found 
that the gears could be used over and 
over again without significant wear. 
This was probably due — at least par- 
tially—to the fact that the estersil grease 
effectively sealed out moisture, dirt, 
coal dust and other abrasive foreign 
matter. 


Maintenance costs down 
Another user in the coal industry re- 
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Estersil GT 


ports that the use of an estersil-based 
grease has caused his maintenance 
costs on a group of cutting machines 
to drop from .185 cents per ton to less 
than .09 cents per ton—a 50% saving. 

Many users report that equipment 
runs much cooler and quieter with 
estersil-based greases. 

In addition to heavy-duty industrial 
applications, estersil greases have been 
used in several automotive applica- 
tions. In passenger cars, test engineers 


THIS DEMONSTRATION dramatizes the un- 
usual water resistance of estersil greases. They 
can be immersed in boiling water for long 
periods without breakdown. 


report, these greases greatly prolong 
the smoother, easy-riding effect of a 
fresh lube job. 

In heavy-duty earth-moving equip- 
ment, estersil greases often provide 
significant savings in downtime and 
maintenance costs. In some instances, 
crane and shovel operators reported 
an almost immediate cessation of leak- 
age from hoist drum bearings on to 
the brake bands after switching to 
estersil grease. 

Exceptional water resistance 

Du Pont Estersil GT is an entirely new 
type of grease thickener. It is a pellet- 
ized form of finely divided amorphous 
silica. One of its unique features is that 
each minute particle is enveloped in a 
chemical “raincoat” which gives ester- 
sil-based greases positive, built-in wa- 
ter resistance and eliminates the dan- 
ger of washout. 


Continued middle next column 


RICHARD O. BRAENDLE joined the 
Du Pont Company in 1944 after re- 
ceiving his B.S. degree in Chemical 
Engineering at Massachusetts Insti- 
tute of Technology. 

He was first assigned to the Grasselli 
Chemicals Department’s Experimen- 
tal Laboratory in Cleveland. There he 
did development research on inorganic 
chemicals, mainly estersils. In 1950, 
he was transferred to the Du Pont 
Experimental Station in Wilmington 
where he worked on the application of 
estersils as grease thickeners. 

He joined the Technical Section of 
the Petroleum Chemicals Division in 
1952, continuing his product develop- 
ment work on estersil GT. During 
1955 he did market research analysis 
for a number of petroleum additives 
which led to his current assignment 
as assistant to the sales manager for 
additives. 

During World War II, Mr. Braendle 
served in the U. S. Army as a re- 
searcher and supervisor of a manufac- 


ASSISTANT TO THE SALES MANAGER= ADDITIVES 


RICHARD O. BRAENDLE 


turing operation on the Manhattan 
Project. He is a member of the Ameri- 
can Chemical Society and the Ameri- 
can Society of Lubrication Engineers. 








ESTERSIL GT greases stand up unusually well 
even under the combined action of intense heat 
and vigorous mechanical working. 


Excellent heat and shear stability 
Estersil greases are non-melting, and 
extremely wide temperature ranges 
produce little change in their consist- 
ency. 

Even under prolonged high-shear, 
high-temperature operating conditions, 
greases made with Du Pont Estersil 








Petroleum (¢ 


GT show outstanding resistance to 
mechanical breakdown. 
Handling qualities 
Greases thickened with estersil can be 
easily handled in any application—be- 
cause their unusually high thermal 
and mechanical stability permits use 
of a much softer grease. 

Estersil greases can be easily made, 
too. A milling operation is all that is 
required because of the completely 
synthetic, preformed thickening struc- 
ture of estersil GT. 

A Du Pont Petroleum Chemicals Di- 
vision representative will be glad to 
give you more detailed information on 
estersil GT. Contact any of our sales 
offices listed below. 
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E.1. DU PONT DE NEMOURS & COMPANY (INC.) Petroleum Chemicals Division ° 


Sales Offices: 


CHICAGO 3 — 8 So. Michigan Ave. 
CLEVELAND 15 — 25 Prospect Ave. 
HOUSTON 2 — 705 Bank of Commerce Bldg. 
LOS ANGELES 17 — 612 So. Flower St. 
NEW YORK 20 — 1270 Ave. of the Americas 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals—85 Eglinton Avenue East—Toronto 


RAndolph 6-8630 
SUperior 1-1363 

CApitol 5-115] 
MAdison 5-1691 


COlumbus 5-2342 TULSA 1 — 


PHILADELPHIA 2 — 3 Penn Center Plaza 
PITTSBURGH 22 — Room 751, 1 Gateway Center 
SAN FRANCISCO 4 — Room 626, 111 Sutter St. 
SEATTLE 3 — Room 215, 4003 Aurora Ave. 

P. O. Box 730, 1811 So. Baltimore Ave. 


Wilmington 98, Delaware 


LOcust 8-3531 
ATlantic 1-2933 
EXbrook 2-6230 

MElrose 6977 

LUther 5-5578 
12, Ontario—HUdson 1-6461 


OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496, Nemours Bldg.—Wilmington 98, Del.—OLympia 4-5121, Ext. 2962 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 
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Equipment 


to the dealer is only $24.50. Standard 
of Kentucky offers the same balancer 
to its dealers under a plan that differs 
Only in minor details. 

Under the Kentucky plan dealers 
earn credit points that vary in amount 
for purchases of any of 12 different 
types of tires and tubes. Dealers can 
apply the credit points not only to the 
wheel balancer, but to any one of 16 
items including display racks at $8.90, 
impact wrenches at $99.05, jacks at 
$89.75 and tire changers at $109.50. 

Similar plans, tied to tire purchases, 
are used by a number of other oil 
companies. They make it easy for the 
dealer to get his wheel balancer and 
other tire equipment. Often the deal- 
er has a choice of two or even three 
types of balancers. 

e A second method favored by 
some oil companies is to offer the 
wheel balancer on some kind of easy 
terms. Aetna Oil Co., offers a balancer 
along with a spring tire dating deal, 
usually with a special discount vary- 
ing with the number of tires purchased 
at one time. The dating terms give him 


What's New in 


as long as five months to pay. 

Longer terms are sometimes avail- 
able. Standard of Indiana, for in- 
stance, selling two types of balancers, 
will give a dealer as long as 36 months 
on a single purchase of $500 or more. 

Most companies sell balancers to 
dealers at cost, collect neither interest 
nor carrying charges, and make the 
installment terms flexible to meet the 
dealers’ ability to pay. There’s a 
tendency to let the dealer decide 
whether he wants a simple, static bal- 
ancer, or one of the precision, on-the- 
wheel outfits that range as high as 
$600 in price. 


Profits, Too! 


Whatever he buys, a dealer can 
make money on wheel balancing. Oil 
men point out that this is so, even 
though balancing is sometimes thrown 
in free with a new tire sale. 

At $1.50 per wheel, plus a small 
extra charge for weights, balancing 
pays a nice profit. Anyone can balance 
a pair of wheels in well under a half 
hour. A fast man can cut the time in 
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Fire-fighting nozzle 


. . can be shifted quickly to straight 
stream or spray stream operation, using 
either foam solution or water alone. 
Manufacturer claims it will extinguish 
fires on the ground, in sludge or settl- 
ing pits and ponds, and in large dike 
areas. May be mounted on foam 
trucks, fire boats or crash trucks, or 
may be used with fixed piping near 
process units. Depending upon pres- 
sure, up to 4,600-gpm foam volume 
can be obtained. Range of straight 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 


e FOR FURTHER INFORMATION 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


330 W. 42nd St., New York 36, N.Y. 
Your inquiry will be forwarded to the manufacturer. Void after Feb., 1957 


foam stream is 200 ft, while spray 
stream will produce an effective spray 
pattern as long as 88 ft. Nozzle weighs 
only 54 Ibs, has overall length of 40 
in, with a 242-in connection for hose 
or pipe. National Foam System, Inc., 
West Chester, Pa. 


Circle No. 1 on coupon, below 


Magnetic cap holder 


. Clamps to the gasoline hose close 
to the nozzle. An Alnico magnet holds 
the gas tank cover while the tank is 
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half. A sale of $3.50 to $4 for 30 
minutes’ work compares favorably 
with any kind of service revenue. 

However, oil men see the profit in 
balancing as only one phase of pro- 
fitable all-around tire merchandising. 
“New tire sales start with tire service,” 
says One man, “and the potential in- 
come from tire service is second only 
to that of lube service.” 

The Upshot—R. H. Askin, Sin- 
clair’s TBA manager sums it up: “We 
feel a dealer needs the right equip- 
ment, including a wheel balancer, if 
he is going to be in the tire business. 
The man with good mechanical aids 
to tire service is usually the one who 
is selling a good volume of TBA and 
doing well all down the line. Any 
dealer who realizes the value of the 
right equipment and knows how to 
use it, comes nearer to realizing the 
full potential of his location.” 

And, finally, oil men are unanimous 
on this point: The 14” tire will soon 
be with us. Look for it to still further 
increase the demand for balanced 
wheels. # 


being filled, making it unnecessary for 
the operator to carry the cover in his 
hand or lay it on the car fender. Pre- 
vents lost caps and marred finishes. 
Priced at $1.35 each, postage paid, 
with reductions for quantity orders. 
B. & M. Manufacturing Co., P. O. 
Box 48, Cordova, Neb. 


Circle No. 2 on coupon, below 


Curb-side window 


. in the lower door panel of truck 
cabs is the latest driver convenience in 
Autocar trucks. Said to enable driver 
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INDIANA 





Everything in Bulk Plant 
and 
Service Station Equipment 


INDIANA OIL EQUIPMENT CO. 


417 Madison Ave., 
Indianapolis 4, Indiana 





IOWA 








TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


3923 E. 4th St., Des Moines, | Amherst 2-1975 
Member Nationai Oil E om {Jobber 7 AG ‘ 











MISSOURI 








TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
519 Southwest Bivd. KANSAS CITY 8, MO. 
Baltimore 1-3568 
Momber National Oil Equipment Jobber Association 








NEW JERSEY 


SERVING THE OIL INDUSTRY 


FOR 25 YEARS 


OPW Valves and Fittings 
Marlow Pumps 

Blackmer Pumps 

Erie Pumps and Equipment 


WE SERVICE THE EQUIPMENT WE SELL. 


TEN HOEVE BROTHERS 
359 Mclean Blivd., Paterson 3, N. J. 


NEW YORK 





EDWARD JOY COMPANY 


905 Canal St., Syracuse, N. Y. 

STOCKS FOR IMMEDIATE DELIVERY 
National Hose, Buckeye Valves, Hannay Hose 
Reels, Pipe G Fittin S, pumone Air Compressor, 
Granberg Meters mps, Philli Lights, 
Adamson Oil Storage ron s, ECO Tireflators, 
Ever-Tite Couplers, Rectorseal Pipe Dope, 

Tokheim G Bennett Farm Pumps 


VERN CLAPP 


(Big-shot Of) 
GASOLINE & OIL EQUIPMENT DIVISION 











RENICK & MAHONEY,INC. 


380 Second Avenue 
NEW YORK 10, N. Y. 


Bulk Plant—Truck Tank and 
Service Station Equipment 


Member of National Association 
Of Oil Equipment Jobbers 
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to see to the right of his vehicle within 
one foot of the running board, facili- 
tates right-hand turns, help in con- 
gested traffic, parking and backing. 
Manufacturer also suggests window as- 
sists driver in spotting sports cars, 
which are sometimes hard for the truck 
driver to see. White Motor Co., Cleve- 
land 1, Ohio. 
Circle No. 3 on coupon, p157 


Pneumatic bead expander 


. for truck tires up to 12-24.5 con- 
sists of a high-grade rubber tube rein- 
forced on the outside by longitudinal 
cords, connected at ends with a nylon 
strap and an airplane type safety 
buckle. Designed for one-man opera- 
tion with mounted tire on floor, on a 
tire machine, or on a vehicle. Inflating 
and deflating is said to be fast and easy 
because of a combination valve that 
opens and closes with a simple twist of 
the wrist. Bisham Manufacturing Co., 
Osseo, Minn. 


Circle No. 4 on coupon, p157 


Redesigned dockboards 

. are easier to install, smoother to 
operate, and safer, says the manufac- 
turer. Pit construction for this truck- 


actuated, counterbalanced ramp _ is 
said to be simpler and lower in cost. A 
cross-traffic lock that supports the ramp 
in dock-level position has been im- 
proved. Changes include a positive 
safety stop to prevent free falling of 
the dockboard if a truck should pull 
away leaving the lip unsupported, and 
two adjustable arms that pivot on the 
cross beam in place of the former 


THERE'S A Gasboy PUMP 


FOR EVERY SIZE CONSUMER ACCOUNT 


THE AMCO CORPORATION 
1301 Jackson Ave. Toledo 2, Ohio 











EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—-Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0.P.W., Lincoln 
Neptune, Huffman, Goodrich. 
= Bay Hydraulic and A 


e and Coupling Serv 
SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


Pittsburgh 22, Pa. 


Rutledge Service Station Flood Lights 
GGB Equipment—Buckeye Valves & 
Fittings 
Granco Pumps & Meters—Air 
Compressors 


334 Blvd. of Allies 











©. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering G Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOEJ 





WEST VIRGINIA 








SMITH METERS 
H. H. TRUITT 


1403 8th Ave. 
Huntington 1. W. Va. 


Westinghouse Air Compressors 
Service Station or Bulk Plant Equip. 





WISCONSIN 





JABAS EQUIPMENT COMPANY 


Quality Equipment Lines 
Wayne-OPW-Granberg-Gates 
Grayco-Brown-Revere-Steel Shelving 
Complete Sales Service 
1226 Velp Ave. Green Bay, Wisc. 














Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd Street 
New York, 36, N. Y. 
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This Gilbarco Roto-Prime Pump at Love Field, Dallas, Texas, 
handles 75,000 gallons monthly for Braniff International Airways. 


“A Gilbarco Roto-Prime is 


THE PUMP for handling 


la{=\ade)(-\bhaale as doleiblos im 


Braniff International Airways, Inc., Dallas, Texas 


“In March 1952, we purchased a Gilbarco Roto- 
Prime pump to handle aircraft fueling and de- 
fueling. Since installation, this Gilbarco Pump 
has transferred and loaded over 3,300,000 gallons 
of aviation fuel, or in excess of 75,000 gallons 
per month. 


“Our Roto-Prime is in service twenty-four 
hours a day, seven days a week, providing us with 
top efficiency and trouble-free service. In fact, 
our Gilbarco Roto-Prime has not cost us one cent 
for maintenance since installation. 


“From our experience with this Roto-Prime, we 
are convinced that it is THE PUMP for handling 
Petroleum Products.” 

Gilbarco Roto-Prime pumps have proved them- 


selves on-the-job as top performers for every 
type of pumping operation — large or small. 
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ways at Love Field. 


Gilbarcos start without priming and run without 
venting. Whatever installation you plan — avia- 
tion refueling, transport or tank car unloading 
— bulk plant or terminal transfer — Roto Primes 
are THE PUMPS. Write us for catalog and complete 
information. 


Gilbert & Barker Mfg. Company 
West Springfield, Mass. 
Toronto, Canada 





Mr. Dave O’Conner, Operations Man- 
ager for Braniff International Air- 


Equipment 


single sliding-type arm. The Kelley Co., 
Inc., 316 E. Silver Spring Dr., Mil- 
waukee, Wis. 

Circle No. 5 on coupon, p157 


Hydraulic portable crane 


. is said to be a low-priced device 
for turning many heavy loading and 
stacking operations into one-man jobs. 
Can also be used for taking engines out 
of vehicles or for lifting car and truck 
fronts. New sliding extension beam 
affords 39 in. of additional lifting 
length or height and adjusts to three 
different positions. Adjustable legs en- 


able operator to straddle large objects. 
Safety release valve prevents overload- 
ing. Available in 1- 2- and 3-ton 
models. Stratton Equipment Co., 2030 
E. 105th St., Cleveland, Ohio. 


Circle No. 6 on coupon, p157 


Tire demounting tool 


. is designed primarily for the new 
14-in, 13-in, and 12-in shallow-well, 
reduced-diameter rims, but works 
equally well on conventional 15-in and 
16-in rims with the added advantage 
of eliminating tube damage. Smoothly 
rounded end contacts the tire bead at 
one point only. Claimed to remove 


Here'e the auaceee Gecret 


of every TOKHEIM VALVE! 


VERTICAL CHECK 
VALVES in 142”, 2”. 


FOOT VALVES in 
1” and 144” sizes. 


OKHEIM 


ANGLE CHECK 
VALVES in 14%”, 2”. 


Hook: permits easy 
removal of poppet 
from body — with- 
oleh melh-vaelaelial-@elj elt) 


Retainer holds 
fele}e]el-)aieat-he-lan 

— al securely 
laemi-t-1.e-)-4-mmele 
felt} celadiela) 


O]Vi lol ar-lendial-# 
light tension 
(Go ltoy ae mye) alal-4 

bdgelelel(-mia-1-) 


HORIZONTAL CHECK 
VALVES in 1%”, 2”. 


General Products Division 


TOKHEIM CORPORATION 
Designers and Builders of Superior Equipment 
1650 Wabash Ave. 


Since 1901 Fort Wayne 1, Ind. 


Factory Branch: 1309 Howard Street, San Francisco 3, Calif. 
In Canada: Tokheim-Reeder, 205 Yonge Street, Toronto, Ont. 


NATIONAL 


tubeless tires without damage to the air 
seal bead. Now standard equipment 
on all Henderson tire changers being 
shipped from factory. Big Four In- 
dustries, Inc., 5938 Carthage Court, 
Cincinnati 12, Ohio. 

Circle No. 7 on coupon, p157 


Highway tractor cab 


. . . now in production is called the 
White 3000 Turbodiesel. Power-lift cab 
is 4-in higher than previous “3000” 
models, giving driver better visibility. 
Longer, resilient front springs, direct 
double-acting shock absorbers, plus the 
White 3000 weight distribution are 
claimed to give excellent riding com- 
fort. Wide-track front axels, shorter 
wheelbase and short turning radius are 
said to provide outstanding maneuver- 
ability. Power plant is Cummins JT6B- 
15 Turbodiesel engine. Wide selection 
of rear axles and gear ratios is avail- 
able. White Motor Co., Cleveland, 
Ohio. 


Circle No. 8 on coupon, p157 


Lightweight trucks 


. save weight by using an all-alu- 
minum cab and aluminum for the 
transmission case and cover, chassis 
cross-members, fuel tank, front and 
rear axle hubs, hood, front bumper and 
various engine parts. These Autocars 
are built primarily for highway applica- 
tions where there is marked payload 
advantage. Manufacturer claims they 
have outstanding power characteristics 
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for the extra-heavy payloads. Autocar 
division, White Motor Co., Cleve- 
land 1, Ohio. 


Circle No. 9 on coupon, p. 157 


Combination valve 


. .. for instrument piping and general 
use, combines unions, nipples, re- 
ducers, elbows, tees, valve and drain 
valve into one space saving unit. It is 
an offset valve with a vertical rising 
ball check on the downstream side of 
the seat, and with a solid shank con- 
nection to the vessel that makes it 
acceptable as a block or root valve. 
Known as the Jerguson #66U-VG. 
Jerguson Gage & Valve Co., 80 Fells- 
way, Somerville 45, Mass. 

Circle No. 10 on coupon, p. 157 


Literature ... 





Fire protection pamphlet 


. covers new standards for carbon 
dioxide extinguishing systems. NFPA 
No. 12 is a complete revision of pre- 
vious material and an attempt to create 
performance standards rather than de- 
tailed engineering standards. Covers all 
phases including general requirements, 
total flooding systems, local applica- 
tion systems, special system for ex- 
tended dicharge, hand hose lines, 
stand-pipe, and mobile supply. Na- 
tional Fire Protection Assn., 60 Bat- 
terymarch St., Boston 10, Mass. 


Circle No. 11 on coupon, p. 157 


Sprinkler system standards 


. . . are covered in a new edition of 
NFPA No. 13. This pocket-size, 162- 
page fire safety standard covers all 
details of sprinkler installation in- 
cluding new material on trapeze bar 
hangers for sprinkler piping. National 
Fire Protection Assn., 60 Battery- 
march St., Boston 10, Mass. 

Circle No. 12 on coupon, p. 157 


Diesel highway tractors 


. in the new White 3000 line are 
covered by a new folder that describes 
how the new series is tailored to the 
Operating conditions of the owner 
under the comprehensive White “Unit 
Option” plan. The White Motor Co., 


stations. The sealer is said to create a 
tough, flexible shell that resists gas- 
oline, oil, sunlight, water, frost, salt- 
type ice removers as well as many 
acids and alkalies. Bulletin T-43, The 
Gilbreth Co., 1211 Chestnut St., Phila- 
delphia 7, Pa. 

Circle No. 14 on coupon, p. 157 


Lift truck brochure 


. covers the 25 Hyster industrial 
truck models ranging in capacity from 


BIRTANK 


Time - Tested 
Tanks 


1,000 to 30,000 lbs. The booklet also 
illustrates several popular lift truck 
attachments including the Hyster-de- 
veloped “Load-Grab”. Hyster Co., 
2902 N.E. Clackamas St., Portland 8, 
Ore. 

Circle No. 15 on coupon, p. 157 


Remote safety valve 


. . that shuts off gasoline flow to dis- 
pensing units in case of fire or acciden 
tal collision is described in a new 


Protect 


Oil Products Better 


Birtank, the pioneer all-welded tank . . . standard 
of quality since 1923. The experience of Birtank’s 
petroleum product tank-specialists assures you 
of precise fabrication, scheduled delivery, higher 
quality and reasonable cost. 


Designed in all standard and special sizes, Birtanks 
give maximum service, are available in a type 
and capacity for every oil storage requirement. 


For complete information and prompt, personal 
service, call, wire or write: . 


Cleveland, Ohio. 
Circle No. 13 on coupon, p. 157 | 


B BIRMINGHAM 7a@#k COMPANY 


DIVISION OF P. 0. BOX 1490 - Telephone 4-330) 
INGALLS IRON WORKS COMPANY BIRMINGHAM, ALABAMA 


Blacktop sealer 


. is described in a new bulletin that THE 
defines a reinforced copolymer resin 


4 . : E F ES: k Pitt h H t , Orl 
sealer for parking areas and service SALES OFFICES: New Yor Chicago ittsburg ouston New Orleans 


| 
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DIL FOR TO-DAY AND TO-MORROW 


PETROLEOS  MeKICANOS 


serving mexico with better gas 
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Equipment 


four-page bulletin. The new valve 
provides automatic protection for re- 
mote pumping installations in three 
ways: a fusible link melts out at 160 
deg F; a shear section breaks and 
allows the valve to close if the pedestal 
is overturned; a spring-loaded latch 
releases a weighted lever to close the 
valve if the pedestal is bumped. Bulle- 
tin F-29. OPW Corp., 2735 Colerain 
Ave., Cincinnati 25, Ohio. 

Circle No. 16 on coupon, p. 157 


Farm tractor lubrication 


. . . guide includes 88 tractor lubrica- 
tion charts, plus rules for safe tractor 
operation and five pages of illustrated 
service procedures. For tank truck 
salesmen and others dealing with farm 
tractor maintenance, and for oil mar- 
keters planning concentrated farm 
promotion campaigns. The Chek-Chart 
Corp., 33 E. Congress Pkwy., Chicago 
J, Th. 

Circle No. 17 on coupon, p. 157 


Filter material 

... called Tuflite is described in a new 
bulletin on filter cartridges used in the 
Hilco line of lubricating oil filters. The 
filter material is a continuous sheet 
of controlled-density cotton fibres im- 
pregnated with a thermo-setting plas- 
tic resin not soluble in oil or water. 
Manufacturer claims the result is a 
stable, uniform material that will not 
sage or shrink and will effectively fil- 
ter particles down to 5 microns. The 
Hilliard Corp., Elmira, N. Y. 


Circle No. 18 on coupon, p. 157 


Motor fire apparatus 


. . Specifications, as officially adopted 
by the National Fire Protection Assn., 
the International Assn. of Fire Chiefs, 
and the National Board of Fire Under- 
writers, have just been published to 
supersede the previous 1955 edition. 
National Fire Protection Assn., 60 
Batterymarch St., Boston 10, Mass. 


Circle No. 19 on coupon, p. 157 


Manufacturers .. . 





A series of three clinics on Bennett 
submerged pumping equipment and 
dispensers was held for maintenance 
and installation men at Bennett Pump’s 
new southeastern district office. The 
clinics took place on Friday and Satur- 
day, Oct. 5 and 6. Buffet and refresh- 
ments were on tap, as well as many 
door prizes. Emil Georg was in charge 
for Bennett. 

(Continued on next page) 
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Tank 
Truck 
Operators 
with 

an 

Eye 

to 
ECONOMY 





EFFICIENCY 


arc 


DEPENDABILITY 


SELF-PRIMING 


SERIES 3600 PUMP 
PRESSURES TO 90 P.S.I. 
SIZES 40 to 300 G.P.M. 














SEE 
YOUR 


DISTRIBUTOR! 


GEO. D. ROPER CORPORATION 


481 BLACKHAWK PARK AVE., ROCKFORD, ILL. 





WITH 


MECHANICAL SEAL 





































FLASH! ALL PAPERS PLEASE COPY.... 
RICHFIELD OIL CORPORATION OF NEW YORK 
ANNOUNCES SENSATIONAL NEW GASOLINE.. 
... SUPER PREMIUM RICHFIELD... EXTRAORDI- 
NARY PERFORMANCE CHARACTERISTICS... 
CONTAINS NEW CHEMICAL POWER BOOSTER 
THAT ELIMINATES... REPEAT... ELIMINATES... 
HARMFUL ENGINE DEPOSITS 
... NEW GASOLINE SUSTAINS NEW CAR POWER 
... STEPS UP POWER IN OLDER CARS 
IN ULTRA-HIGH COMPRESSION ENGINES IT 
ASSURES SUPER PREMIUM OCTANE PERFORM- 
ANCE...TOP MILEAGE 


.. SUPER PREMIUM RICHFIELD PROMOTED BY 


BILLBOARDS REACHING 9 MILLION MOTORISTS 
EVERY DAY. IN HOMETOWN NEWSPAPERS OF 
RICHFIELD DISTRIBUTORS, POWERFUL ADVER- 
TISEMENTS REACHING MILLIONS MORE.... 
POINT-OF-SALE PROMOTION AND OTHER HELP 
IN MARKETING THIS TERRIFIC NEW PRODUCT 
WILL GIVE RICHFIELD’S INDEPENDENT 

REPEAT... INDEPENDENT DISTRIBUTORS A 
FIELD DAY OF PROFITS...MORE INFORMATION 
AVAILABLE DIRECT... CALL, WRITE OR WIRE: 


y" 

S 

S\ RICHFIELD 
OIL CORPORATION OF NEW YORK 
579 FIFTH AVENUE, NEW YORK 17, N. Y. 

Serving the Eastern Seaboard from Maine through Florida 


164 





Equipment 


Personnel... 





David R. B. 
Robson, presi- 
dent, Keystone 
Compressor Co., fe 
Philadelphia, was - 
elected president ie 
of the Air Com- 
pressor Research m 
Council at its re- Fas 
cent meeting in \ 
Asheville, N. C. : 
He succeeds H. = 
M. Kidd of the — 
DeVilbiss Co. The association recently 
authorized members to display on 
their products a seal signifying com- 
pliance with CS 126-56, a standard 
developed jointly by the industry and 
the Department of Commerce. 


F. Marshall seers 
Van Campen has ‘ 
been named chief 
engineer of Allen 7 
Electric and | 
Equipment Co., 

Kalamazoo, Mich. 

He will be re- 

sponsible for en- ag 

gineering research 
and development 
of Allen’s line of 
automotive _ test- 
ing and servicing equipment. Van 
Campen brings to his new post a 
varied background in instrumentation, 
radio and electronic engineering. He 
has been associated with a number of 
organizations in major engineering ca- 
pacities. 


Van Campen 


Sheehan Fryer 


Roy A. Fryer has been named ad- 
veristing manager of White Motor 
Co., while David W. Sheehan be- 
comes sales promotion manager. Fry- 
er has been with White in merchandis- 
ing positions since 1943. He was 
formerly with the American Society 
for Metals, Standard Brands, Inc., 
and General Electric in advertising 
and sales promotion capacities. Shee- 
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han has been on the national sales 
staff at White for the past two years. 
He was previously on the sales staff 
of Cummins Engine Co., and before 
that was a test engineer for Electric 
Boat Co., and Shell Oil Co. 


* 

R. E. Sprow and D. G. Reed have 
been advanced to new executive posi- 
tions with the Aro Equipment Corp., 
Bryan, Ohio. Sprow is now manager 
of automotive sales for the lubricating 
equipment division, a step up from his 
previous duties as assistant sales man- 
ager of this division. He started in the 
inspection department and later served 
in production control. 

Reed has been made manager of 
industrial sales for the lubricating 
equipment division, moving up from 
his former post as new products man- 
ager. He was at one time a district 
automotive and industrial engineer for 
a major oil company in Kansas City. 

e 

Robert B. Patterson, Dallas, is now 
sales representative for the greater 
part of Texas for Bennett Industries, 
Inc., manufacturer of steel shipping 
containers of Peotone, Ill. His or- 
ganization will cover all of the state 
except a small area around El Paso. 
Bennett produces steel pails and drums 
for the oil industry. 

e 

Herbert R. Otto, Jr., formerly chief 
engineer of Purolator Products, Inc., 
now heads a new technical service de- 
partment. The new department has 
been organized to give fast field sales 
engineering service to Purolator’s 
major accounts in the automotive, 
farm equipment, aviation, petroleum 
and other fields. 

Frederick R. Gruner succeeds Otto 
as chief engineer. He was formerly 
vice president in charge of operations 
for the Warren Foundry and Pipe 
Corp., Dover, N. J., and prior to 
that has held a series of engineering 
and managerial posts with the Allis- 
Chalmers Manufacturing Co. 

e 

A. Douglas 
Murphy, packag- 
ing coordinator 
for Esso Standard 
Oil Co., was 
elected president 
of the Packaging 
Institute, at the 
recent convention 
in Cleveland. The 
annual three-day 
meeting is held 
simultaneously 
with a machinery and materials ex- 
position sponsored by the Packaging 
Machinery Manufacturers Institute. 





Murphy 
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VIKING the MONEY-SAVING pump 














for 
TRUCK 
DELIVERY 















required to add to cost, and at the same 
time, they cut your service and repairs 
to a minimum. Sizes from 35 to 300 G.P.M. 


The Viking truck mounting pump is built 
for rugged service. Many even out-last 
the life of the truck. No speed increasers 














3 







Make sure you have FAST and POSITIVE 
priming for your bulk plant pumps. Specify 
Viking for moving any and all petroleum 
products. In VIKING twin and multiple 


units you only need one motor to operate 
two or more pumps. Save at every turn 
with VIKING bulk plant pumps. Units 
available in 90 to 1050 G.P.M. sizes. 













for 
WATER 
TERMINAL 













ping. No extra pumping equipment re- 
quired. On jobs requiring still larger pumps, 
us VIKINGS for this all important, money 
saving, stripping job. 


For water terminal, barge and tanker, 
VIKING pumps in 450, 750 and 1050 
G.P.M. are your answer. Start and FINISH 
the job with these pumps. They are self 
priming and do a thorough job of strip- 










Send for the complete Viking Oil Equipment Pump 
Catalog today. Section Gr and Cr. 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. In Canada, it’s “ROTO-KING” pumps 
See our catalog in Sweets 



































Look to Milwaukee for: 


MOST MODELS... 
GREATEST SIZE RANGE 











































MODEL P-610 
BY-PASS PRESSURE 
RELIEF VALVE 


Most complete range in 
the industry — from '/2 
to 3-in. sizes. May be 
inspected and cleaned 
while connected. Bronze 
construction. 


MODEL P-901-U 
LEVER THROTTLE 
VALVE 


Widest variety both 
screwed and flanged 
types in the industry. 
Quick opening, positive 
closure. Perfect seating. 
Bronze Self-closing mod- 
els also available, 












MODEL P-2612 — MILVALOY 
MANIFOLD CROSS VALVE 
Mitwaukee offers you the industry's 
largest selection of manifold cross 


and angle valves. Full flow with 
minimum turbulence. Also available 
in bronze. 





Leading name in tank truck valves offers 
more profit opportunities; here’s why: 





gra Milwaukee you can get exactly the right model 
and size valve for all tank truck flow-control. You 
never have to settle for substitutes! You're always 
equipped to keep deliveries moving on a profitable basis. 
You'll like the quick-opening full flow — plus posi- 
tive shut-off . . . the built-in stability. Composition discs 
are impervious to gasoline or oil, leak-proof and long- 
lasting . . . quickly replaceable when necessary. 
And whether you select valves of Milvaloy, the strong, 
lightweight alloy, or bronze construction —you’ll bene- 
fit from more exclusive, cost-saving advantages. 
. ae eee aoe Make Milwaukee (or Milvaco) valves your choice 
MODEL P-519 ecrmmnentiad tor eviction fucling. for all oil handling — bulk plant, tank truck or filling 


MODEL P-2654 
MILVALOY GATE VALVE 
Most complete line of gate valves in 
the industry. Double disc design 
ends seating troubles. Flanged types. 

Rising stem construction. 





SWING CHECK VALVE Twelve additional models available : ’ 
sulhesisctatak maendiiinaiee dheae .: Sai elem, Hele phan tone station. The extra value — and knowledge that you’re 
in screwed brass and flanged alu- use. Milvaloy nozzle body. Dual right — pays big dividends! Write today for literature 
minum models. Straight-through poppets and two-stage fulcrum lever. ‘ y . x 
flow. Bronze, flanged type. Screw- or see your nearest jobber or wholesaler. 
ed cap, vertical seat, self-aligning 
check disc, 


THE MOST COMPLETE LINE OF PERMANENT QUALITY VALVES 


MILWAUKEE VALVE COMPANY 


A subsidiary of Controls Company of America 
2379 South Burrell Street * Milwaukee 7, Wisconsin 
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Associations 


Pennsylvania Jobbers 





Study of the Margin Question 


WITH SEVERAL suppliers sounding 
out their jobbers about a sliding-scale 
margin, Pennsylvania Petroleum Assn. 
members decided to discuss the ques- 
tion at their recent fall session. 

Jobbers Isadore Kaplan (Calso), 
Dave DeTar (Atlantic), Leo Guttman 
(Texaco), and four others still to be 
named, were given the job of ex- 
amining the sliding-scale margin (in- 
troduced by Phillips Petroleum Co. 
last summer) and preparing a report 
for the December board meeting. The 
board is expected to give the matter 
further study and make a recommend- 
ation one way or the other in time for 
the Bedford meeting next spring. (See 
page 193 for a look at PPA’s oil man 
of the year, Larry Setzer.) 

PPA members want a margin hike. 
At the meeting this past spring, they 
complained that margins — varying 
from 2.40¢ a gal. to 2.75¢ a gal_— 
have been static too long, that job- 
bers’ net is going down each year as 
cost of doing business goes up. And 
they asked for a margin boost. The 
fact that some suppliers are talking 
about sliding-scale margins is en- 
couraging, jobbers say. 

But will the sliding-scale margin be 
the remedy that Keystone State jobbers 
are looking for? Jobbers themselves 
don’t know; that’s why Kaplan moved 
for a full study of the matter. Another 
jobber summed it up this way: “I want 
my supplier to give me the sliding 
scale. Then, if it doesn’t work too well, 
I can do a little crying. But if I ask 
for it and it doesn’t turn out to be 
what I want, I can’t cry as loud.” 

The committee will try to come up 
with answers to these questions: what 
is the normal tank wagon price for the 
state; what is a good margin for that 
normal tank wagon price; and how 
should the scale go up or down from 
that point? 

Wary of Fuel Oil—Charles Eyster, 
heating oil distributor in York, sug- 
gested that jobbers, in asking for a 
margin hike, keep it strictly to gaso- 
line. A higher margin on heating oil, 
he said, would mean another boost at 
retail. And any higher retail price for 
No. 2 oil would soon find oil pricing 
itself out of the market. “I know I am 
in the minority on this point,” he said, 
“but I would rather try to operate 
more efficiently on my present heating 
oil margin than get more margin.” 

And a higher margin on heating oil, 
he added, would only increase the 
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spread that heating oil peddlers now 
enjoy. The jobbers heard a special re- 
port from Carl Staats, of Malvern, 
that showed peddlers-—under-the-fill 
buyers at majors’ racks at close to a 
jobber’s lay-down price—were gross- 
ing 2.75¢ a gal. and then using 2¢ to 
142 ¢ as a discount to undercut estab- 


Independent Oil Compounders 





lished distributors. The report recom- 
mended no action at this time. 
Flexible Allowance—Depletion al- 
lowance also came before the group, 
with members endorsing the principle 
of the allowance but at the same time 
suggesting the allowance be “deter- 
mined on a more realistic basis in line 
with conditions that exist at the time.” 
This idea of a flexible allowance—it 
would go up as well as down—will be 
pushed by the group’s delegates at- 
tending this month’s National Oil Job- 
bers Council session in Chicago. a 


Three-Way Profit Squeeze 


A MARGIN squeeze, increased truck 
rates and the cost of containers were 
behind-the-scenes worries at the In- 
dependent Oil Compounders Assn. 
convention, while most of the speeches 
concentrated on the more technical 
aspects of marketing. 

Corridor Talk—A 1¢ hike in tank 
wagon prices, forcing the compound- 
ers to pay more for raw materials, has 
not been followed by any hike in re- 
tail price. This has cut sharply into 
the independents’ profit margin. 

There has been a steady rise in 
truck rates over the past several years, 
which again has not been reflected in 
the retail price. Some, however, are 
taking advantage of the “transit rate” 
system, which is really a kind of stop- 
over privilege. A compounder is given 
a straight transportation rate from 
point of origin to point of distribution, 
even though the compounding opera- 
tion takes place at some intermediate 
place. 

The 55-gal. containers are also a 
problem. Not only have manufactur- 
ing costs risen, but transportation costs 
for return of empties are up too. 

Credit—The average 48-day turn- 
over for credit payments now runs 
about 55 days, according to the com- 
pounders. One member blamed the 
situation on tighter money, while an- 
other believes that the large oil com- 
panies capture the good credit risks 
and leave the poorer ones for the in- 
dependents. 

A panel discussion, moderated by 
Robert F. Duncan, executive vice 
president of Calumet Refining Co., 
produced a couple of pointers. When 
a past-due account goes to 90 days, 
get busy, said the panel. Using the 
telephone is a good way to check de- 
linquents, they said, but when a sales- 
man plans to call on a bad account, 





send the credit manager along with 
him. 

Speakers—George A. Round, con- 
sultant to API’s lubrication commit- 
tee, discussed API's classification of 
crankcase oils for internal combustion 
engine service. A skit, showing a type 
of visual sales training aid, was 
presented by V. P. Lynch, sales train- 
ing manager for A. B. Dick Co.; and 
C. W. Albright, sales training director 
for Armour and Co., described select- 
ing and training salesmen. 

The present status of type A auto- 
matic transmission fluid was described 
by Norman A. Hunstad, research staff 
of General Motors Corp.; and C. M. 
Heinen, assistant chief engineer, mate- 
rials laboratory at Chrysler Corp., gave 
the technical side of marketing rear- 
axle lubricants. A final speech on im- 
proving motor truck delivery opera- 
tion was delivered by J. W. Kalmes, 
fleet sales engineer, motor truck divi- 
sion, International Harvester Co. 

(See page 200 for a list of new 
officers. ) ba 


Colorado Marketers 





Drive Swells Ranks 


A THIRTY PER CENT gain in mem- 
bership, touched off by a new recruit- 
ing method, was reported at the annual 
convention of the Colorado Petro- 
leum Marketers Assn. George Cal- 
kins, outgoing president, said that the 
new high of nearly 100 members rep- 
resents “well over” 75% of the po- 
tential jobber joiners in the state. 

The drive was organized by execu- 
tive secretary Gordon Bussey. He pre- 
pared “prospect cards” on all jobbers 
in the state. Members volunteered to 
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It’s wise to put all your 
container orders in one basket 


You save time and money when 
you use Continental “one-stop” 
tailor-made package service 


Why spread yourself thin writing numerous pur- 
chase orders when a word to Continental will 
take care of all your steel container needs! Only 
one man to deal with—a Continental expert who 
knows the needs of the petroleum industry back- 
ward and forward. Save warehouse space, reduce 
inventory, conserve working capital by ordering 
mixed cars—which can include tight head pails, 
pour pails, utility cans, grease pails. By getting 
all your lithographed items from Continental, 
you are assured of uniform color and quality 
throughout—a true package family that works for 
you all the way. 





Easy stacking 
ICC approved 














i: 


Continental has the tops in pouring spouts 


STEEL SHIPPING DRUM (above) has 4-finger handle securely welded to top, 
which is offset for easy stacking. Electric lap-weld side seam. Bottom 
and head ‘compound-lined and double seamed, giving a 5-thickness 
chime of tremendous strength. Straight sides, or beaded top and bottom. 
5- and 6-gallon capacity. 24- or 26-gauge steel. Solid colors, or your 
own lithographed design. 


DOME TOP UTILITY CAN (right)—our famous Handican®—is especially 
designed for re-use on the farm, at the lake, in the shop and at home. 
Welded side seams. Compound-lined, double seamed top and bottom. 
Ribbed top for strength, tinplated nozzle, pouring spout and caps. Pro- 
tective coating of baked aluminum enamel. Welded-on bail handle with 
hand-fitting wood grip. 24, 5 gallon and 40-lb. sizes. Plain or litho- 
graphed. 


CONTINENTAL E CAN COMPANY ag y 
RS og | 


Eastern Division: 100 E. 42nd St., New York 17 gow 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 J 
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recruit, and the cards were distributed 
on the basis of personal knowledge of 
the prospect. 

Harvey Luckett, a Boulder jobber, 
brought in a majority of the new mem- 
bers by calling on them personally. 

Sliding Scale Adopted—The dele- 
gates unanimously approved a resolu- 
tion asking suppliers to adopt a slid- 
ing scale profit margin based on 3.25¢ 
a-gal. profit at normal market price, 
rather than the 3.15¢-a-gal. margin 
now in use in the area. 

The resolution also asked suppliers 
for a “stop clause” in contracts to 
keep the jobber profit margin from 
falling below 2.25¢ during price wars. 
Several suppliers in the depressed 


Florida Marketers 





Colorado market, according to mem- 
bers, have already put the sliding-scale 
profit margin into effect. The arrange- 
ment: assures jobbers of a 20% share 
in. any increase above normal price, 
and protects them against a cut of 
more than 20% below normal price. 

Jobber Training Planned—An edu- 
cational committee, headed by Har- 
vey Luckett, was appointed to organize 
a management institute to be held at 
the University of Colorado in the 
spring of 1957. Twenty-one jobbers at 
the convention said they would at- 
tend. 

(See pages 190 and 200 for details 
about the association’s new slate of 
officers.) * 


Double Trouble Harries Jobbers 


NATURAL GAS and new turnpike 
construction were twin bogies at the 
mid-year meeting of the Florida Petro- 
leum Marketers Assn. Even the news 
of a new price war in the Tampa Bav 
area didn’t disturb members as much 
as the prospect of losing fuel oil ac- 
counts to natural gas or the possible 
station dislocations caused by a new 
state-long turnpike. 

In both cases, the members are 
fighting heavy odds. There is strong 
sentiment in the state both for natural 
gas and for the turnpike extension. 

Natural Gas Advent—Fuel oil job- 
bers face the possibility of losing such 
important markets as electric power 
companies to natural gas. 

Bryce Rea, Jr., representing the 
Florida Economic Advisory Council 
in hearings before the Federal Power 
Commission, has told the Florida oil 
jobbers that he believes the natural 
gas project is “not sound.” The Coun- 
cil, which has a number of fuel oil 
jobbers among its members and which 
is headed by one of the largest fuel 
oil distributors in the state, believes 
that the gas rate for home users would 
be exorbitantly high compared to the 
rate charged power companies. 

The natural gas committee of the 
association was authorized by resolu- 
tion to fight the application of the 
Houston Texas Gas and Oil Corp. to 
build a state-wide gas-distributing sys- 
tom. . 

Turnpike Plans—The extension of 
the state turnpike from Fort Pierce to 
a point above Jacksonville is being 
financed by the sale of $185-million 
ia bonds. The members adopted a 
resolution requesting the extension be 


held up until the route of the new 
interstate road program has_ been 
determined. 

In Opposition—The association took 
note of various marketing practices to 
which it objects. 

They objected, by letter, to “the un- 
authorized use of post exchange facili- 
ties by the general public as well as 
civilian service personnel in the pur- 
chase of gasoline and supplies.” And 
they requested that no credit cards 
be extended by major oil companies to 
post exchanges and that all oil prod- 
ucts sold through such facilities have 
their brand names removed. 

The marketing committee also dis- 
cussed the use of trading stamps and 
premiums, which is spreading in 
Florida; the effect of new premium 
gasolines on jobber operation; fair- 
trade laws and state price discrimina- 
tion laws, but took no action. 

The association went on record ap- 
proving Phillips Petroleum Co.’s slid- 
ing scale margin, and recommended 
an increase in the base margin of such 
a plan to 3.25¢ a gal. with a guaran- 
teed minimum of 2.25¢ a gal. 

It was decided to ask the state 
legislature to amend the state law that 
now prohibits the sale of gasoline to 
the state, cities or counties unless the 
seller has a federal tax bond. This 
limits such sales to producers and 
blenders, and freezes out jobbers. 

The Next Meeting—The members 
voted to hold their annual convention 
next April on board ship. The as- 
sociation plans to hold sessions on 
the S. S. Evangeline, while it cruises 
from Miami to Havana and Nas- 
sau. 3 








November, 1956 * NATIONAL PETROLEUM NEWS 








Michigan Marketers 





Supplier Praise 


PHILLIPS PETROLEUM CO. gen- 
eral sales manager John Getgood told 
delegates to the Michigan Petroleum 
Marketers Assn. convention that “mar- 
keting of petroleum products can best 
and’ most economically be handled by 
independent businessmen like you.” 
He said the jobber, in his own com- 
munity, can out-sell his major com- 
petition, provided he has the full sup- 
port of his supplier. 

Getgood believes a jobber should 
expect his supplier to provide: sales 
development and training programs, 
good literature; market research aid: 
advertising and sales promotion in- 
formation; help both in solving the 
problem of unproductive outlets and 
in acquiring new outlets; and aid in 
modernizing existing facilities. 

On the other side, Getgood pointed 
out what a supplier should expect from 
his jobber. A jobber should provide 
his supplier with a fair share of the 
market and, if he is a branded jobber, 
give the supplier fair brand represen- 
tation. Approved methods of operation, 
a balanced job of selling and ex- 
ploitation of sales promotion and ad- 
vertising programs are other services 
a supplier could expect from his job- 
ber, said Getgood. 

Michigan’s meeting was the largest 
yet—440 present, including wives. @ 


Georgia Jobbers 





Turnpike Plans 


TWO SPEAKERS and two very dif- 
ferent subjects shared the platform at 
the Georgia Oil Jobbers Assn. meet- 
ing. George T. McDonald of the State 
Highway Board explained the inter- 
state highway ground rules for service 
stations, and Donald M. Ward, secre- 
tary and insurance counselor of the 
North Carolina Oil Jobbers Assn., dis- 
cussed jobber insurance. 

Turnpike Stations—McDonald de- 
scribed the type of interstate highway 
to be built under the new highway bill. 
He pictured four-lane throughways 
with neither stops nor grade crossings. 
The only access will be through clover- 
leafs at major grade-crossings, he 
said. 

There will be no service stations al- 
lowed on the highways, McDonald 
said, but the interchanges and the oc- 
casional frontage roads will be open 
for station building. The state will 
put up highway signs directing motor- 
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ists to service stations, he said, but 
there will be no brand identification 
on the signs. 

McDonald said he felt sure that 
Georgia jobbers would be able to take 
full advantage of the increased busi- 
ness the interstate highway system will 
bring. ° 

How to Insure—Liability insurance 
is the only absolutely necessary cover- 
age for jobbers, according to Donald 
Ward. And he suggests a_ blanket 
policy with either high “per accident” 
limits or else an “occurrence” basis 








rather than an “accident” basis to in- 
sure against misdelivery. 

Auto insurance is a liability neces- 
sity, he said, and sometimes general 
liability and auto coverage can be 
written together. Ward believes that 
the $50,000-$100,000-$50,000 cover- 
age is the minimum that should be 
carried. 

The third liability coverage should 
be employer’s liability to protect the 
jobber against employe claims. 

In the class of optional insurances, 
Ward included fire and casualty, life, 








Extra Value Features that 
Assure Economy and Endurance.. 


Straight Line Air Flow 

Thin, Deep Cooling Fins 
No-load Starting 

Roller-Type Crankshaft Bearings 
Simplified Maintenance 


a 
Domed Pistons and Cylinders | 
BB 

f 


Today you need Champion Quality to provide the best in automotive service. 


Costs and competition demand that every 
shop service operation be run at top 
efficiency to increase your profit edge! 

With a Champion Air Compressor on 
the job, you know your demands for a 
steady and dependable air supply will 





AiR HOSE 
REELS 


Champion's enviable reputation for 
dependable, full capacity operation is a 
result of 37 years of compressor special- 
ization. The finest materials . . . proven 
automotive-type compressor design 
mean years-longer dependable, eco- 
nomical service with CHAMPION! 


SELF-LUBRICATING 
CAR WASHER 


PORTABLE 
COMPRESSOR 


health, accident and hospitalization in- 
surance, and fidelity bonds. 

He classified plate glass, business in- 
terruption, robbery, messenger, ac- 
counts receivable, rent, credit and 
cargo insurance as unnecessary types. 
But he pointed out these were a mat- 
ter of opinion. 

Ward emphasized that a jobber 
should discuss his insurance with his 
agent at least once a year and find out 
what limits he is carrying. a 


Kentucky Marketers 


Things Look Good 


KENTUCKY Petroleum Marketers 
Assn. held its social meeting in Lex- 
ington in late September in an aura 
of good feeling. Only dark spots for 
distributors there are some scattered 
price wars. “Why,” says KPMA secre- 
tary Herb Clay, “it would be news if 
we didn’t have some of those.” 
Kentucky jobbers are talking about 
the state’s $100-million bond issue 
for the highway program, which the 
state Petroleum Industries Committee 
is backing. It must be approved by the 
voters this month. Ad 





OHI 


Future Plans 


ROUND-TABLE conferences on heat- 
ing oil sales and distribution will take 
up a big part of the next Oil-Heat 
Institute of America convention in 
Boston. June 5-6 has been set aside 
for the dealer sessions. The annual 
convention is being held in conjunction 
with the June 4-7 oil-heat show staged 
by OHI of New England. 

OHI’s first dealer management con- 
ference, held as part of its fall board 
meeting, drew more than 50 heating 
oil distributors from the South. En- 
couraged by this turnout, OHI will 
hold another such group session prior 
to the winter board meeting in St. 
Louis. The dealer confab will be Feb. 
20, with the board meeting Feb. 
21-22. » 


See Your Champion Yobber... 


He'll show you Champion's 32 model com- 
pressor line-up ... and explain how these 
extra value features mean more efficient, 
economical, longer-lasting compressor 
operation! For a FREE CATALOG write... 


AMPION 


cA 


SANT 


ST 


PRINCETON 


PNEUMATLO MACHUNER YD . 


ILLINOIS 








PHOTO CREDITS 


pp. 90-93: Courtesy of Tidewater 
Oil Co., Cities Service Oil Co., 
Socony Mobil Oil Co., Standard 
Oil Co. of California 

p. 107: Zintgraff, San Antonio 

p. 193: Richard Dean, New York 
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Most Things Cost More... 
But NOT GASOLINE! 





There’s no need to tell you how much more 
most things cost than they did in the 1920’s. 
Most things, but not gasoline. Less the tax,* 
the price of gasoline has risen only 7 per cent 
since 1925. And if you consider quality improve- 
ment, which among other advantages gives you 
a marked increase in miles per gallon, you can 
say that today’s gasoline price actually is lower 
than 1925’s. 


The oil industry has been able to keep 
prices so low because it has been willing to 





invest in the research, the improvement of 
equipment and processes, and the skilled man- 
power that has found more oil . . . advanced 
the efficiency of oil production . . . constructed 
pipe lines and built tankers . . . built and con- 
tinually rebuilt refineries . . . and developed 
the world’s finest service stations. 


Thus, the low price you pay for today’s fine 
gasolines is the outward evidence of the oil 
industry’s progress in the service of America. 


On the national average, motorists pay 8.8 cents per gallon 


state, local, and Federal taxes. 


HUMBLE OIL & REFINING CO. 


This advertisement appears in 500 newspapers 
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in 


the Humble Company‘’s Operating Area. 
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STABLE... because, ship- 

like, the center of buoy- 

ancy is below’ the center 
of gravity. 








CORROSION-RESISTANT 

- «+ because the liquid in 

storage is in full contact 
with the deck. 





SELF-DRAINING ... rainfall 

flows to the Graver sump 

at the center low point of 
the roof, 





VAPOR-STOP SEAL... 
Graver's patented single 
seal... proved effective 


against vapor loss. 











-»-- FOR A NEW, LOW-COST FLOATING ROOF TANK 
WITH UNDER-DECK CENTER WEIGHT 


Here is another outstanding Graver first in single-deck floating roof tanks. 
We've cleared the deck for easy snow removal and positive drainage by putting 
the center weight below the deck. This effects additional economies in construc- 
tion without sacrificing the long-established advantages of Graver’s patented 
single-deck floating roof principle and characteristic Graver quality. This new 
Graver floating roof tank (both pontoon and pan type) has been thoroughly 
proved by installations across the nation. May we give you complete details? 





GRAVER JANK & MFG.CO.,.[NC. 


pa EAST CHICAGO, INDIANA © NEW YORK © PHILADELPHIA e 
PITTSBURGH © DETROIT @® CHICAGO e¢ TULSA e@ 
HOUSTON e LOS ANGELES id 


EDGE MOOR, DELAWARE 
SANDS SPRINGS, OKLAHOMA 
FONTANA, CALIFORNIA ° SAN FRANCISCO 
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Bright, clean stations like this 


get extra drive-in appeal with DULUX'! 


Good appearance is good business. An independent 
survey proves that it’s the bright, clean station 
that stops the motorist . . . wins the sale. More 
than 187,000 stations across the country compete 
for travelers’ attention, and forward-looking sta- 
tion owners find that a finish of Du Pont DULUX 
Enamel gives pumps and buildings the long-last- 
ing eye appeal that attracts customers. 


DULUX Enamel is chemically formulated to 
resist gas, oil and grease spillage—stands up 
against rough weather and hard knocks. And 
sparkling, eye-catching DULUX colors stay fresh 
and bright . . . gleam anew after every wipe-down. 
Why not let DULUX work for you? Make sure 
your stations get the extra drive-in appeal, the 
extra protection of a Du Pont DULUX Finish. 


Send for free descriptive literature . . . 


E. 1. du Pont de Nemours & Co. (inc.) . . . Finishes Division, 
Room 7010, Dept. NP-611. . . Wilmington 98, Delaware 


Du Pont has the right finish for every petroleum-industry need 


856. u.5. pat.orr. 
BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


New Du Pont Masonry Block Paint Primer 


For a sales-winning finish on service stations made of rough- 
textured materials like concrete block, cement block and cinder 
block, you can’t beat new Du Pont Masonry Block Paint Primer! 
It smooths rough surfaces efficiently and economically —gives a 
uniform, heavy base coat that actually fills holes and irregularities 
in porous surfaces. Top coats go on fast and easy, look smoother, 
give your stations the long-lasting eye appeal that pulls 
customers in. 


Petroleum Industry Finishes 





Markets and Prices 


Heating Oils Advance, Gasoline Retreats 


} ages, PRICE picture on heat- 
ing oils was one of strength last 
month and marketers in most districts 
were ready to welcome the heavy buy- 
ing season with higher price schedules. 

It was a different story on gasoline, 
however. Despite sharp cutbacks in 
refinery runs, an unwieldy supply con- 
dition weakened wholesale prices, 
sending them down as much as 0.5¢ 
gal. in the Midwest and 0.25¢ gal. in 
the Mid-Continent. Cargo quotations 
at the Gulf also appeared somewhat 
shaky. 

Topping off developments on distil- 
late fuels were advances at the Gulf 
and along the Eastern Seaboard. 
Against background of rising demand, 
distillate prices also began to point 
higher in the Midwest. Mid-Continent 
prices held firm. 

Increases of 0.375¢ on _ kerosine 
and 0.2¢ on No. 2 fuel and diesel oils 
at the Gulf, coupled with fairly firm 
tanker rates, prompted East Coast 
price hikes. Different pricing moves 
by leading marketers, vying for a com- 
petitive edge, created great deal of 
confusion, however, and before prices 
settled out “retroactive” reductions be- 
came common. | 

When the smoke finally cleared, 
wholesale and retail price schedules 
were generally up 0.4¢ and 0.5¢, re- 
spectively, on kerosine, and 0.3¢ and 
0.4¢, respectively on No. 2 fuel and 
shore plant diesel at Norfolk and 
north. In the Carolinas, advances on 
light fuels amounted to 0.2¢ gal. Ma- 
rine diesel medium fuel for shipping 
trade also ranged 8¢ to 13¢ bbl. higher 
in the East, while heavy marine diesel 
quotations advanced 10¢ bbl. 

As in the past, the increase on 
light fuels was not without a few high- 
lights. Eastern jobbers generally found 
their margins on light fuels had been 
increased 0.1¢ gal. and terminal opera- 
tors at New York found that the price 
differential between No. 2 fuel in de- 
livered contract cargoes and barge 
quotations was put back to 0.45¢ gal. 
Since last spring delivered-cargo sellers 
in the East had maintained 0.3¢ gal. 
differential to reduce price shading 
during slack summer months. 

Another feature of increase was the 
apparent change in thinking on “value 
of” kerosine. The price differential be- 
tween this product and No. 2 fuel, 
which had dropped in recent years 
from 1¢ to 0.5¢ gal. was put back 
to 0.6¢ gal. The differential also wid- 
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ened at the Gulf and in the Midwest, 
one marketer who advanced distillate 
prices, raised his differential between 
kerosine and No. 2 fuel from 0.75¢ to 
1.¢ gal. 

About the only bright spot in the 
over-all weak, gasoline market was 


- continued success of fair-trading in 


five northeastern states. In several 
other areas, retail price wars continued 
to bedevil marketers. 

Almost all of Houston was in the 
throes of a price war. Leading market- 
ers there cut tank wagon postings and 
reduced retail prices at company-oper- 
ated stations by 2.8¢ gal. Renewed 
price cutting also broke out in Denver, 
Colo. In Seattle, Wash., retail prices 
tumbled to 7¢ gal. below “normal.” 

Meanwhile, Indiana Standard exten- 
ed to Des Moines its so-called “Twin 
City plan” of suggesting competitive 
retail prices to its dealers. Company’s 
suggested retail price was 20.4¢ for 
regular ex taxes. Other areas where 
company is using plan include: Minne- 
apolis and St. Paul, St. Louis, Kansas 
City, Mo., Evansville, Ind., Sioux City, 
Iowa, Eau Claire and LaCrosse, Wis. 

Heavy fuels held firm in most pri- 
mary districts last month and con- 
sensus was that outlook: on supplies 
would be tight during winter months. 
In the East, suppliers put as much 
product as they could into storage. Ma- 
terial also was fairly closely held at the 
Gulf, while in the Midwest, marketers 
were beset with the problem of meet- 
ing rising demand while trying to cope 
with low water on inland waterways, 
which was hampering barge move- 
ments. On the West Coast heavy fuel 
was tight. Ever since 10-million bbl. 
were moved to the East Coast last year, 
strong demand has kept supplies from 
rising. Some refiners are now buyers 
while others are allocating material. 

Gulf Coast—Gasoline appeared to 
be the only troublesome product at the 
Gulf. But refiners were hoping that 
cutbacks in refinery runs would tend to 
strengthen market. Demand was vir- 
tually nil. Spot trading at dead center 
despite indications that cargo prices 
could be shaded substantially. 

About the only big piece of business 
last month was first “Suez-inspired” 
crude purchase — 210,000 bbl. by 
France — since Egyptian nationaliza- 
tion of the Canal. Low cargo quota- 
tions on No. 2 fuel rose 0.25¢ gal. to 
8.75¢. Similar advance was made on 
diesel oils while kerosine advanced 


0.375¢ gal. Kerosine demand was 
good and heavy fuels were fairly close- 
ly held. 

Atlantic Coast—Price increases on 
light fuels topped developments last 
month. Only major exceptions to pat- 
tern of price moves were Albany and 
Buffalo where No. 2 fuel advance was 
slightly higher than in other areas. 
Kerosine also was priced slightly 
higher at Albany. 

At New York harbor, delivered- 
contract cargo prices for No. 2 fuel 
were increased to 10.2¢ gal., while 
tank car and barge quotations settled 
at 10.9¢ and 10.65¢, respectively. 

Prior to advance, barge shipments 
of heating oils perked up as resellers 
with spare storage placed orders to get 
in “under the wire.” Heavy fuels were 
still subject to slight shading. 

Mid-Continent—Discount offerings 
on gasoline gave way to general price 
cuts of 0.25¢ gal. in the Mid-Continent. 
Group 3 quotations ranged upward 
from 13.25 for top-octane premium 
and 11.5¢ for regular. Prices also were 
shaved in North and West Texas and 
Kansas. 

Colder weather spurred distillate 
takings and supplies tightened some- 
what. Inter-refinery request for 150,- 
000 bbl. of Nos. 1 and 2 for fourth 
quarter at Great Lakes Pipe Line 
terminals was among several large in- 
quiries in market. 

Heavy fuels market was steady. 

Midwest—Gasoline price reductions 
of 0.5¢ gal. at Chicago highlighted 
developments. Range lows for 97 oc- 
tane premium were down to 14.5¢ 
while 91 octane regular was quoted 
upward from 12.75¢. 

Heating oils started to point higher 
in Chicago, but Michigan refiners, with 
an eye on natural gas competition, 
were moving cautiously. 

Low water on inland waterways 
made itself felt mostly in heavy fuel 
market. Barges had to be light-loaded 
and reports said dwindling stocks were 
not being replenished fast enough to 
meet rising demand. Prices were firm. 

Western Penna—Foreign and dom- 
estic interest in base lubricating oils 
continued active last month, but there 
were few spot sales due to scarcity of 
material. Crude scale wax and petrola- 
tums continued strong. 

Heating oil prices edged higher as 
demand continued on upswing. There 
was growing concern that supply short- 
ages would occur in some areas if the 
winter is colder than normal. * 
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PRODUCTS VS. CRUDE GULF COAST 
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REFINERY AND TERMINAL 


September 24 prices unchanged from September 17 except as noted, 
ere: Asan 


Gulf Coast Cargoes Oct. 15 Oct. 1 Sept. 17 
8 oct. prem (2)13.25-13.75 aus: 3. ‘3 75 (213. 25- 13.75 (2)13.25-13.75 
97 oct. prem... .. (3)13-13.5 (3)13-13.5 (3)13-13.5 (4)13-13.5 
95 oct. prem... .. (2)12.25-12.5(2) (2)12.25-12.5(2) (2)12.25-12 5(2) (2) 12.25-12.5(2) 
93 oct. prem..... 11.75-12 11. 75-12 11. 75-12 11.75-12 
92 oct. reg....... .5-12 11.5-12 11.5-12 11.5-12 
30 oct reg....... (3)11.25-11.5(4)  (3)11.25-11.5(4) (3)11.25-11.5(4)  (4)11.25-11.5(4) 
87 oct reg....... 10.5-11(2) 10. 5-11(2) 10.5-11(2) 0 5-11(2) 
84 oct reg... .... 10-10.5 10-10.5 10-10.5 10-10.5 
ho tape ith is kore ; wy 9 875-10.25 9 875-10 25 9 875-10 25 
70.72 i ul . 75-9. 875 9.75-9.875 9. 75-9. 875 9.75-9 875 
aathiias 9. 5-9.75(3 5( 
Albany, N.Y. 9. 75(3) 9.5-9.75(3) 9.5-9.75(3) 9.5-9.75(3) 
67 ost prem Pao 18 2-19 2 18.2-19.2 18.2-19.2 18. 2-19. 2x 
eS 1 7 7 
Baltimore, Ma: (3) 15.7(3) 15.7(3) 15.7(3) 
97 oct prem..... 16.8 16.8 16.8 x16.8 
95 oct. prem..... 14.9 14.9 14.9 14.9 
91 oct. prem..... 13 1-13.4 13.1-13.4 13.1-13.4 13.1-13.4 
90 oct. ot thas 13.1 13.1 13.1 13.1 
Boston, Mass. 
97 oct prem..... 15.1 15.1 x15.1 15.1-17.7(2) 
95 oct. prem. .... 15.1 15.1 15.1 15.1 
91 oct. reg... ... 14 1-15.2 14.1-15.2 14.1-15.2 14.1-15.2 
90 oct. reg...... 14.1 14.1 14.1 14.1 
Buffalo, N. Y 
a om.. <8 6) 18.6 18.6 18.6 
oct reg 16.1 
Chartesten, 8. C 16.1 16.1 16.1 
oct. prem 14.95-16. 45 14. 95-16. 45 14.95~-16.45 14.95-16. 45x 
93 oct. prem _. q 14.3 14.5 14.3 
89 oct. reg....... (2)12 95-13.4 (2)12. 95-13. 4 (2)12.95-13.4 (2)12.95-13.4 
87 oct. reg....... 12.95 12.95 12.95 12.95 
Chicago, tl 
97 oct prem...... (4)14.5-15 (4)14.5-15 (4)14.5-15 x(2)14.5-15(3 
96 oct reg....... (4)14.25-14.75 (4)14.25-14.75 (4)14.25-14.75  x(2)14.25-14.75(3) 
95 oct prem...... 14.125-15.5 14. 125-15.5 x14. 125-15.5 14.5-15.5** 
94 oct prem ..... (2)13.75 (2)13.75 (2)13.75 14-14. 25** 
M1 oct reg...... (3)12.75-13.25 (3)12.75-13.25 (3)12.75-13.25 x(2)12.75-13.25(3) 
89 oct reg...... (5)12.5-13.75 (5)12.5-13.75 (5)12.5-13.75 x«(2)12.5-13.75 
porte ead bike 12.375-12.5 12.375-12.5 x12.375-12 12. 875-13** 
12-12.625 12-12. 625 12- = _ 12.375-12.625** 
oeSent. 24 prices: 95 oct. 14.25-15.5; 94 oct. 13.75. 88 oct. 86 oct. 12-12.625 
Corpus Christi, Te x. 
96 oct prem..... 14.5-15.5 14.5-15.5 14.5-15.5 14.5-15. 5x 
89 oct reg nes 12/2) 12(2) 12(2) 12(2) 
Houston, Tex. 
96 oct prem.... 14. 25-15. 25 14.25-15.25 14.25-15.25 14. 25-15. 25x 
89 oct reg....... (2)11.75-12.25 (2)11 75-12.25 (2)11.75-12.25 (2)11.75-12.25 
Jacksonville, Fla. 
96 oct. prem..... 15.4-16.65 15. 4-16.65 15. 4-16.65 15. 4-16.65x 
93 oct. prem..... 15.15 15.15 15.15 15.18 
pepe naihimen . rid 13.9(7) 13.9(7) 12.9(7) 
ME ciiessie : : 
Miami, Fis. 13.4 13.4 13.4 
96 oct. prem..... 15.65 15 65 15.65 15.65 
93 oct. prem..... 15.15 15 15 15.15 15.15 
89 oct. reg....... 13.9 13.9 13.9 13.9 
$7 oct. reg....... 13.4 13.4 13.4 13.4 
Mols.-St. Paul, Minn 
96 oct prem...... x(2)14.5-14.75(2) 14.625-14.75 14.625-14.75 14,625-14.75 
88 oct reg....... x(2)12. 75-13(2) 12.875-13(4) 12.875-13(4) 12.875-13(4) 
Mobile, Ala. 
96 oct prem...... 15.6-16.6 15.6-16.6 15.6-16.6 15.6-16.6x 
89 oct reg....... 13. 6(2) 13. 6(2) 13.6(2) 13.6(2) 
New Haven, Conn. 
97 oct prem...... 17.7(2) 17 7(2) 17.7/(2) 17.7(2) 
91 oct reg....... 15. 2(2) 15.2(2) 15. 2(2) 15. 2(2) 
New Orleans, La. 
oa... = 16.7 16.7 x16.7 
oct reg....... 13.2 < 
Norfolk Va. 13.2 13.2 13 2 
97 oct. prem..... 15.7-17.3 os 7-17.3 15.7-17.3 15. 7-17 .3x 
95 oct. prem..... 15.05 15 +i 15.05 15 05 
oo _ er - 7(2) 13.7(2) 13. 7(2) 
oct, reg....... : 3.5! 
chon gi iB. 55 13.55 13.55 
96 oct. prem. .... 15. 45-15 55 “4 45~15.55 15. 45-15.55 15 = 15 55 
93 oct. prem..... 15.05 5.05 15.05 15.0 
89 oct. reg....... 13 7-13.8 Hie 13.8 13.7-13.8 13.7- 3.8 
87 oct. reg... ... 13.3 13.3 13.3 13.3 
Philadelphia, Pa. 
fre fag a o ce 17.2-17.3 17.2-17 x17.2-17.3 
13.7-14.8 13.7-14.8 a- 7-14. 
Pt. Everglades, Fla. 13 14. ; 13.7-14.1 
96 oct. prem..... 15.05-16.65 15.05-16.65 15.05-16.65 15.05-16. 65x 
93 oct. prem.... . 15.1 15.15 15.15 15.15 
89 oct. reg....... = 13 9(5) 13.3-13.9(5) 13.3-13.9(5) 13.3-13.9(5) 
87 oct. reg....... 13 4 13.4 13.4 
Portland, Me. 
97 oct prem...... Ste ae ene 17.8 


oeevecs sare ee aie 5.3 





MOTOR GASOLINE 
Oct. 15 Oct. 8 Oct. 1 Sept. 17 


Providence, R. |. 
97 oct prem..... : saat 17.7 
9} oct reg....... 15.2 15.2 15 2 15 2(2) 


Savannah, Ga. 
96 oct prem...... 15.05-16.9 
89 oct reg....... 13 3-13.9) 


Tampa, Fla. 

96 oct. prem..... 14.95-16.55 14.95-16.55 
93 oct. prem..... 15.05 15 05 15.05 
89 oct. reg...... 13 2-13. 8(5) 13 2-13. 8(5) 13 2-13. 8(5) 
87 oct. reg... .. 13.3 13.3 13.3 


Wilmington, N. C. 


15.05-16.9x 
13.3-13 9(4) 


15.05-16.9 
13.3- 13.9/4) 


15.05-16.9 
13.3-13.9(4) 


14.95-16. 55x 
15.05 
13. 2-13. 8(5) 
13.3 


14.95-16.55 


96 oct. prem..... 14.02-16.35 14.02-16.35 1402-16. 35 14.02-16. 35x 
93 oct. prem. 13 35-13. 65 13.35-13.65 13 35-13. 65 13. 35-13.65 
89 oct. reg....... 12.52-13.2 12.52-13 2 12 52-13 2 12.52-13 2 
§7 oct. reg. 12.27-12.3 12 27-12.3 12 27-12. 3 12.27-12.3 


Okla. (Okla. Shpt.) 
96 oct prem..... X18 25-15 13.5-15 13 5 13.5-15x 

R8 oct. reg x(3) 11. tae 25(2) (6)12-12 25(2) (6)12-12 25(2)  (6)12-12. 25/2) 
60 act M & below (2) 10.75-11.375 10.75-11.375 10.75-11.375 10.75-11.375x 
Okla. Group 3 (Northern shot.) 

96 oct prem...... . 2)13.25-14.5x (3)13.5-14.75 (3)13. 5-14.75 (3)13.5-14. 75x 
88 oct reg $)11.5-12(3) = (5) 11. 75-120) (5)11 75-12¢3) (5) 11 75-128) 
60 oct M & below x10 5-11.25 10.75-11.25 10.75-11.25 10.75-11.25 
N. Tex. (Tex. & New Mex. shnt.) 

97 oct prem x13.75-15.3  (2)14-15.3 


(2)14-15.3 (2) 14-15 3 





95 oct prem x13.75-14.55 14-14.55 14-14. 55 14-14.55 
88 oct reg...... 12~13 12-13 12-13 12-13 

86 oct reg. .1... 12-13 12-13 12-13 12-13 
S4oct reg... 12-12. 5 12-12 5 12-12 5 12-12.5 
80 oct M & below 10 75-11. 8 10 75-11.8 10.75-11.8 10 75-11.8 
W Tex. (Tex. & New —_ hea 

97 oct prem 14.875 14.875 14 875 

95 oct prem x13 75. 14.125 (2)14-14. 125 (2)14-14 125 13 75- 14.126 
88 oct reg. : 13 13 13 13 

86 oct reg... x12. 75 12. 5-12.75 12 5-12.75 12.5-12.75 
84 ot rer 12 2407 12. 25(2) 12 25(2) 12 25(2) 
60 oct M & betuw 11. 5€: (2)11. 5-11 75 (2)11 5-11 75 (2)11 5-11 75 
E. Tex. (Truck transport lots) 

97 oct prem.... (3)14-14.25 (3)14-14 25 (3)14-14 25 (3)14-14.25 
88 oct reg....... 12-12.5 12-12.5 12-12 5 12-12 5 
86 oct reg....... 12-12 75 12-12 75 12-12.75 12-12.75 
84 oct reg 12-12 5 12-12 5 12-12.5 12-12.5 
60 oct M & below (2)11. 5-11.8(2) (2) 11.25-11.5(2) (2) 11.25-11.5(2) (2) 11.25-11.5(2) 
Cent. W. Tex. (Truck transport lots) 

95 oct prem..... 13.75 13.75 13.75 13.75 

88 oct reg 12.5 12.5 12.5 12.5 

Ark. (For shpt. to Ark. 2 . ) 

94 oct prem...... 13 25 13 25 13.25 

92 oct prem 3 3 12.75 12.75 12 75 

88 oct reg..... 11.75 11 75 11.75 1 75 

84 oct reg..... 11.5 11.5 11.5 5 
Kans. (For Kans. destinations only) 

96 oct prem. ... x13.5-14 (3)19%.75-14(2) (3)13.75-14(2) (3) 13. 75-14(2) 
88 oct reg.......x(4)11.75-12.25 (5)12-12.25 (5)12-12 25 (5)12-12.25 
86 oct reg... 11.5 15 11.5 11.5 

60 oct M & below 10.75-11.5 10 75-115 10.75-11.5 10.75-11.5 
Western Penna. a 

94 oct prem...... 14.75 14.75 14.75 

88 oct reg....... 13 Hae 7 13.5-14.7 13.5-14.7 13.5-14.7 
Oil City: 

94 oct prem. . 14.5-15 14.5-15 14.5-15 14.5-15 
88 oct reg....... 13-13.5 13-13.5 13-13.5 13-13.5 
Pittsburgh: 

94 oct prem...... 15.4 154 15.4 15 4 

88 oct reg....... 13.65 13 65 13.65 13 65 
Ohio—Quotation of 8.0. Ohio for delivery to Ohio points: 

88 oct reg.......- 14 5 14.5 14 5 14.5 
Central Michigan 

94 oct prem...... 15 25(6) 15. 25(6) 15.25(6) 15. 25(6) 
88 oct reg....... 13. 5(6) 13.5(6) 13.5(6) 13.5(6) 
California Los Angeles District: 

Rack: 

96 oct prem.....  (2)14.3-14:9 (2)14.3-14.9 (2)14.3-14.9 (2)14.3-14.9 
93 oct prem...... 13 1-13.9 13.1-13.9 13.1-13.9 13.1-13.9 
84 oct reg....... 12.1-12.9 12.1-12.9 12.1-12.9 12.1-13.9 


Tank Car: 


96 oct prem...... (2)14.3-14.6(3) (2)14.3-14.6(3) (2)14.3-14.6(3) (2)14.3-14.6(3) 
93 oct prem...... 13. 1-13.6(3) 13. 1-13.6(3) 13.1-13.6(3) 13. 1-13. 6(3) 
84 oct reg. 12.1-12.6(4) 12. 1-12.6(4) 12. 1-12. 6(4) 12. 1-12. 6(4) 
Tank Truck (400 gals. or more) 

94 oct prem..... 19.4 19 4 19 4 19.4 

84 oct reg....... 16 4 16.4 16.4 16 4 

San Francisco District: 

96 oct prem...... 19.9 19.9 19 9 19.9 

84 ort reg. ... 16 9 16.9 16.9 16.9 








Refinery and terminal prices herewith are reproduced from Platt’s san 
Price Service, a daily publication associated with NPN. 

Prices shown in refinery and terminal tables are sales prices, or quota- 
tions, or general offers, or posted prices, reported by refiners, by product 
pipe line terminal operators, by river terminal operators, and tanker 
terminal operators, for current sales and shipments, except as otherwise 
specified. 

Following types of prices are not for “open spot” transactions and 
therefore are not included in price tables: Prices arrived at by discounts 
off a specified price; “market-date-of-shipment” prices; prices named in 
contracts; prices arrived at in accordance with arrangements made prior 
to date of sale. Prices made to brokers, and prices in inter-refinery trans 
actions, also are not considered in the tables except as noted below. 

Prices shown are for quantities in bulk such as tank car lots, or truck 
transport lots or barge lots. Prices applying only to barge lots, or cargo lots, 
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or truck transport lots. are so designated. Prices are in cents per gallon. 
except wax and petrolatums in cents per quae and where dollar sign ($) 
is shown, in dollars per barrel of 42 U. S. gallons. Prices do not include 
taxes or inspection fees. 

Prices are for crude oil and products lawfully produced and transported; 
reported as received by Oilgram and NationaL PetroLeum News but not 
guaranteed; for subscribers’ private use only and not for resale or distribu- 
tion or publication. 

Gulf Coast cargo prices are by refiners selling or quoting to other refineries, 
export agents or to large tanker terminal operators. 

Gasoline octane ratings are by ASTM Research Method and are minimum 
ratings, except where letter “‘M"' is used to indicate the octane rating is by 
ASTM Motor Method. 

Parenthetical figures indicate number of companies quoting when two or 
more quoted the price shown. Letter ‘‘X” indicates price chanze. 
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REFINERY AND TERMINAL 


September 24 prices unchanged from September 17 except as noted. 
OISTILLATES & FUELS 

Gulf Coast Cargoes Oct. 15 Oct. 8 Oct. 1 
_ -43 w.w. kero... (6)9. 5-9 75 (6)9.5-9.75 (6)9.5-9.75 

0. 2 fuel 8.75-9. 8.75-9.5 8.75-9.5 
53-57 di. gasoil. 9-9 5 9-9.5 9-9.5 
48-52 d.i. gas oil.” ; t 8.875-9.375 8.875-9.375 
43-47 d.i. gas oil. -9 25 3 75-9 9 8.75-9.25 
No. 4 fuel, 0-10 pt. $3.00. 3 00 "i $3.00 = 
Bunker C fuel ...(4)$2.10-2.15  (4)$2.10-2 (4)$2.10-2.15 


Bunker C fuel, 

max 1% sulfur. $2.20-2.35 $2. 20-2. 3! $2.20-2.35 183. 15-2.35 

8.87: a kero, 9.5-9.75; no b 3-57 gas oil, 9-9.5; 48-52 gas oil, 
vi ¢ 25 

Albany, N. eae eee 

Ranieatibe. ca -» %11.7(10) 


No. 2 fuel x11.1(11) 


(3)$2 10-2.15 


(Q)11.2-11.7xb (6)11.2-11.4(4)b 
(10)10.7-11.2xb (7)10.7-10.9(9)b 


11.1-11.7 
$4.11-4,37 


11. 1-11.3(5) 
$4.11-4.20 


11.1-11.7 
$4. 11-4. 37x 


11. 1-11.7x 
$4.11-4.20 


$3.03(2) $3 .03(2) $3.03(2) $3 .03(2) 

Gatinase, Md. 

Kerosine/No. 1... x11.5(8) 
x11.25(6) 
x10.9(12)x 
x10. 65(7)x 


11.1-11.5(7) (8)11.1-11.5x 11.1(9) 
10.85-11.25(5) (4)10.85-11.25x 10.85(5) 
10.6-11(10) (11)10.6-11x 10.6(12) 
10.35-10.75(5) (4)10.35-10.75x 10.35(5) 


x11.3(4)x x11. 4(5) (4) 11-11. 4x 11(5) 
$3 6912) f p $3.69(2) 
$3.63 3. 63 $3.63 

2 $3. 40(2) : ) $3. 40(2) 

$3.34(2) $3 .34(2) $3.34(2) $3 34(2) 


$2.83(5)e $2.83(5)e $2.83(5)e $2. 83(5)e 
$2. 80(5) $2. 80(5) $2. 80(5) $2.80(5) 
Light Diesel, 


bunkers. ... $4.60-4.64 
Heavy Dies,” 
bunkers. . . (2)$4.12-4.22 (2)$4.12-4.22 (2)$4. 12-4. 22x $4. 12(2) 
Bunker C, bunkers $2. 80(4) $2.80(4) $2.80(4) $2.80(4) 
Baton Rouge, La. 
Kerosine/No. 1... : 10.3 10.3 10.3 
9.75 9.75 9.7. 


$4.60-4.64 x$4.60-4.64(3) $4.47(4) 


Diesel oi!, shore 
plants 10.1 10.1 10.1 
No. 5 fuel & $2.77 $2.77 $2.77 
No. 6 fuel, no sulf, 
: $2.23 $2.23 $2.23 
bs barges.. ... ; $2.20 $2.20 $2.20 
Light Diesel, 
unkers sesee 94.032) $4.03(2) $4.03(2) $4.03(2) 
Heavy Diesel, 
$3.62 $3.62 $3 62 $3.62 
Bunker ©, bunkers $2. 20(2) $2. 20(2) $2.20(2) $2. 20(2) 
Boston, Mass. 
Kerosine/No. 1. x11.6(16) 
No. 2 fuel. . . x11(16)x 
Diesel oil, shore 
plants : 11.4-11.5(3) 
$3. 44(4)e 


$2. 86(5)d $2.86(5)d $2.86(5)d 
$2.83(5) $2.83(5) $2.83(5) 


11.2-11.6(15 
10.7-11.1(12) 


(8)11.2-11.6(5)x 11.2(14) 
(9)10.7-11.1(5)x 10.7(15) 


x11.4-11.5(3)x 11. 1/5) 
$3.64(4)c $3.64(4)e 


Light Diesel, 
bunkers $4.64-4.68(2)]7x$4.64-4.68(2)x  $4.51(3) 
Bunker C, bunkers $308) $2.83(5) $2. 23/5) $2.83(5) 


Buffalo, N. Y. 

Kerosine(a) ‘ 2.15-12.6 KC 12. 15(5) 
Diesel fuel(a). .. . 2. 45(: 2.05-12.45(: 12 05(3) 
No. 2 fuel(a) ‘ 


(a) ‘Prices of “y sellers to bulk commercial consumers are 0. 150 higher than prices shown 
Charleston, S. C. 
11.3(6) x11.3(6)x 
10.9(6) x10. 9(6) 


(8)11.2-11.6(5)x 11. 1(6) 
(9)10.7-10.9x 10 7(6) 
T¥esel oil, shore 
Chi cawes 
No. 6 fuel, no sulf. 
guar $2.75(2) 2. 75(2) 2.75(2) $2.75(2) 
do barges......  $2.72(3) $2.72(3) 2. 72(3) $2.72(3) 
Light Diesel, 


unkers . $4.47(2) x$4.47(2) $4.39-4. 47x $4. 39(2) 
Bunker C, bunkers $2.72(4) $2.72(4) 2. 72(4) $2.72(4) 
Chicago, Ill. 
Range oil/No. 1.. 
No. 2 fuel 
No. 5 fuel, low... 


11(3) x11(3) (2)10. 8-11x 10. 8(3) 


(2)10.5-12.2 
(4)9.75-11.1 


(2)10.5-12.2  (2)10.5-12.2 
(4)9.75-11.1 © (4)9.75-11.1 


8 85 8.85 8.85 
(3)8.8-9.1 (3)8.8-9.1 (3)8.8-9.1 
(3)7.95-8.05 (3)7.95-8.05 (3)7.95-8.05 


(3)7.7-8.05 (3)7.7-8.05 (3)7.7-8 05 


(3)7.95-8.05 


(3)7.7-8.05 
Cleveland. Ohio 
No. 5 fuel 10° 10* 10 10° 
No. & fuel. . 9.35° 9.35° 9.3: 9.35° 
*_delivered Cleveland. 
Corpus Christi, Trx. 
No. 6 fuel, no sulf 
. $2.23 $2.23 2 2: $2.23 
x $2.20 $2.20 $2.20 $2.20 
bunkers $2.20-2 25(2) $2 20-2.25(2) $2. 20-2. 25 2. 20-2. 25(2) 
12.55-12.7 12.55-12 
(2)12.55-12 7 (2)12. 55-12 
(2)11. 55-11 7 (2)11.55-11. 
3 9 6(2) 9 6(2) 
No. 6 fuel. .... 8.6(2) 8.6(2) 
(b)Allowance of 0.2¢ gal. offered by one supplier. (c)Some suppliers quote $3.59 bbl. to 
resellers only. (d)One supplier quotes $2.81 to resellers only 
(e) Some suppliers quote $2.98 to consumers. 
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DISTILLATES & FUELS 
Houston, Tex. Oct. 15 Oct. 8 Oct. 1 Sept. 17 
Kerosine/No. 1... 10. 5(2) 10.5(2) 10. 5(2) 10. 5(2) 
(2)9.5-9.75 (2)9.5-9.75 (2)9.5-9.75 (2)9.5-9.75 
9.5-9.75 9.5-9.75 9.5-9.75 9.5-9.75 
9-9.5 9-9.5 ' 9-0.5 


9-9.5 9-9.5 99.5 99.5 


guar --e--  $2.10-2.25 $2.10-2.25 $2.10-2.25 $2.10-2.25 
do barges...... $2.10-2.20(8) $2.10-2.20(8) $2.10-2.20(8) $2.10-2.20(8) 
No. 6 fuel. max. 


% sulfur..... $2.25 $2.25 $2.25 $2.25 
do barges...... $2.25 $2.25 $2.25 $2.25 
Light Diesel, 
bunkers. ..... $4.03(6) $4.03(6) $4.03(6) $4.03(6) 
Heavy Diesel 
bunkers $3. 62(5) $3 .62(5) $3 .62(5) $3.62(5) 
Bunker C, bunkers (11)$2. 20-2.25 (11)$2.20-2.25 (11)$2.20-2.25 (11)$2.20-2.25 


Diesel oil, shore 


plants...... 
No. & fuel, no sulf. 


Jacksonville, Fla. 


Kerosine/No. 1... 11.8(11) 11. 8(11) 11.8(11) 11.8(11) 
No. 2 fuel 10.9(8) 10.9(8) 10.9(8) 10, 9(8) 


10.9(5) 10.9(5) 10.9(5) 10. 9(5) 


$2.72(6) $2.72(6) $2.72(6) $2.72(6) 
$2.69(6) $2.69(6) $2.69(6) $2 39(6) 
Light Diesel, 


bunkers $4.578(5) $4.578(5) $4.578(5) $4.578(5) 
Bunker C, bunkers $2.69(6) $2.69(6) $2.69(6) $2. 69(6) 


Miami, Fla. 
Kerosine/No. 1. 11.8 11.8 11.8 11.8 
Diesel oil, shore 

plants 11.1(3) 11.1(3) 11.1(3) 11.13) 
No. 6 fuel, no sulf. 

re $2.66 $2.66 $2.66 $2.66 

do barges... $2.63(2) $2.63(2) $2.63(2) $2. 63/2) 
Light Diesel 

bunkers $4.578(4) $4.578(4) $4.573(4) $4.578(4) 
Bunker C, bunkers $2.63(3) $2.63(3) * $2.63(3) $2.63(3) 


Mols-St. Paul, Minn. 
Range oil No. 1.. (4)10.875-12.3 
No. 2 fuel ... (4)10.25-11.5 
No. 5 fuel, high 

sulfur : 9.4(4) i 9.4(4) 9.4(4) 
No. 6 fuel, high 

Gi cavecsce 8.7(4) 8.7(4) 8.7(4) 8.7(4) 


(3)10.875-12.3 x(2)10.875-12.3 
(3)10.25-11.5 x(2)10.25-11.5 


Mobile, Ala. 


Kerosine/No. 1. 11.1(4) 11.1(4) 11.1(4) 11.1(4) 
No. 2 fuel. ..... 10. 5(2) 10.5(2) 10.5(2) 10.5(2) 
Light Diesel 

bunkers $4. 284(2) $4. 284(2) $4.284(2) $4 284(2) 
Runker C. bunkers $2.25 $2.25 $2.25 $2.25 


New Haven, Conn. 
Kerosine/ No. 1.. 11.5(9) x11.5(9) 8)11.1-11.5x It 1(9) 
No. 2 fuel ‘ 10.9(11)x x10.9-11(8) 10 10.6-11x 10 6(11) 
Diesel oil. shore 

plants 11.3(4)x 
No 4 fuel , $3.50 
No. 6 fuel, no sulf. 

guar.. 2 85(: $2. 85(3 $2. 85(3) $2. 85(3) 

do barges...... 2 . 82(2) $2. 82(2) $2. 82(2) $2. 82(2) 
Light Diesei 

bunkers $4.62 $4.62 x$4.62 $4.49 
Bunker C, bunkers $2.82 $2 82 $2.82 $2.82 
New Orleans, La. 
Kerosine/No. 1... 10.3(4) 1 304) 10 3(4) 10.3(4) 
No. 2 fuel 9.75(3) 9. 75(3) 9.75(3) 9.75(3) 
Diese! oil, shore 

plants aed 0.103 10 1(3) 10. 1(3) 10.1@) 
No. 5 fuel 77 $2.77 $2.77 $2.77 
No. 6 fuel, no sulf. 

quar.......... §2.23'2) $2. 23(2) $2.23(2) $2.33(2) 

do barges. : 2 $2. 20(2) $2.20(2) $2. 202) 
Light Diesel 

bunkers....... $4.03(4) $4.03(4) $4.03(4) $4.03(4) 
Heavy Diesel 

$3.62(3) $3. 62/3) $3.62(3) $3. 62(3) 

Bunker C, bunkers $2. 20(3) $2. 20(3) $2. 20/3) $2. 20(3) 


11.3-11.4(3) 
$3.80 


x11.3-11.4(3)x 11(4) 
$3.80 $3.% 


New York Harbor 
Kerosine/No. L... 11.5(22 x11.5(2 

do barges... . 11.25(21) x11.25(2 
No. 2 fuel. 10.9(19)x x(2)10.¢ 

de bharges...... 10.65(21)x x(2)10.65-10.75(18) 
Diesel oi) shore 


(14) 11.1-11.5(6)x 11. 1(20) 
(14) 10.85-11.25x 
(12)10.6-11(6)x 
(13)10.35-10.75(6)x 10.35(19) 


plants....... . 11.3(6)x 11.3-11.4(6) = x1 1.3-11.4(6)x_ 117) 
No. 4 fuel. . ‘ (3) + 66- 4.22 ee 66-4.22x (12)$3.64-4.u9 (12)$3.66-4.06 
do barges 2)$3.63-4. 12x ry - 3.99 (12)$3.63-3.99 
No. 5 fuel 318 “33 18 $3 $3.18 
do barzes...... $ $3.15 $3. ‘5 $3.15 
No. 6 fuel, no sulf. 
ae $2 $2. 83(16) $2. 83(16) $2.83(16) 
do barges. .... $2. 80(16) $2. 80/16) $2. 80(16) $2.80(16) 
No. 6 fuel, max, 


1% sulf. ..... $3.93¢2) $3 03(2) $3_03(2) $3 .03(2) 
do barges...... $3.00(2 $3 00/2) $3.00(2) $3.00(2) 


Light Diesel, 
x$4.60-4. 64x $4.47(4) 


bunkers $4. 60(4)x 
Heavy Diesel, 

(3)$4. 12-4. 22x $4. 12(4) 
$2.80(12) $2.80(12) 


$4.60-4 64 


x$4_22(4) 
$2. 80(12) 


bunkers $4.22(4) 
Bunker C, ‘bunkers $2.80(12) 





—fe] prices REFINERY AND TERMINAL 


September 24 prices unchanged from7September 17 except as noted. 


DISTILLATES & FUELS 


Norfolk, Va 
Kerosine/No. 1... 


— oil, shore 


Bunker C, — 
Pensacola, Fi 
Keroeine/No. x. 


Diesel oil, shore 


plants 
Philadelphia, Pa. 
Kerosine/No. 1.. 


No. 5 fuel... 
No. 6 fuel, nosulf. 


No. 6 fuel max. 


do barges...... 
Lignt Diesel, 
bunkers 
Heavy Diesel. 


Bunker C, bunkers 


Pt. Everglades, Fla. 


Kerosine/No. 1... 
No. 2 fuel 


plan 
No. 6 fue, no sulf. 
quar...... 
do barges. . 
Light Diesel. 


bunkers....... 
Bunker C, bunkers 
Portland, Me. 
Kerosine/No., 1, 
No. 2 fuel 
Diesel oil, shore 


plants. . 
No. 6 fuel, no sulf. 


Bunker C, bunkers 


Providence, R. |. 
Kerosine/No. 1... 
No. 2 fuel 


No. 6 fuel, max. 
1% su 


Light Diesel, 


Bunker C, bunkers 


Savannah, Ga. 
Kerosine/No. 1... 


No. 6 fuel, no sulf. 


do barges... . 
Light Diesel, 

bunkers. ... 
Bunker C, bunkers 


$2.76(4) 


$4. 60(4)x 


$2 F606) 


11.1(2) 
10,5(4) 
10. 5(2) 
11.5(9)x 
11.25(7)x 
10.9(9)x 
10.65(7)x 
11.3(6)x 
$3. 78(3) 
$3. 48(5) 


$2. 83/9) 
$2. 80(8) 


$3..03(5) 
$3.00(4) 


$4.60(4)x 


1. 22(4) 


$2.80(8) 


11.8(5) 
10.9(4) 


10.9(4) 


$2.66(3) 
$2.63(4) 


$4. 578(4) 


$2.63(4) 


11.79 


11.1(9)x 


1.5(3)x 


$2.83 
11.6(9) 
11(9)x 


11.4(3)x 
$3.64(4) 


$2.84(4) 
$2.81(4) 


$3.04-3.14 
3 


$4.6 
$2.81(3) 


11. 8(7) 
10.9(7) 


$2.72(6) 


$4.578(5) 
$2.72(5) 


x(5) 11.5-11.75(5)x 
x(4)11.25-11.5(3)x 


x(3) 11.1-11.2(6) 


x(3) 11-11. 1(6) (8)10.7 


Sept. 17 
11.1(7) 
10. 6(6) 
11(5) 


$2. 82(3) 
$2.76(4) 


$4. 47(4) 
(2)$4.12-4.22x  $4.12/%) 
$2.76(6) $2.76(6) 


11. 1(2) 
10.5(4) 


Oct. 1 
(6)L1. 1-11.5x 
(5)10.6-LIx 


Oct. 8 
x11.5(7) 
x10.9-11(6) 
11.3-11.4(4) x11.3-11.4(4)x 
$2. 82(3) 
$2.76(4) 


$2. 82(3) 
$2.76(4) 
$4.60-4.64(3) — x$4.60-4.64(3)x 


x$4.22(3) 

$2.76(6) 
11.1(2) 
10.5(4) 


11. 1(2) 
10 5(4) 
10. 5(2) 10. 5(2) 10.5(2) 
11.1(10) 
10.857) 
10 6(10) 
10.35(6) 


(9)11. 1-11. 5x 
(6)10. 85-11. 25x 
(9)10.6-11x 
(5)10. 35-10. 75x 


x10. 9-11(9) 
x10.65-10.75(8) 


x11.3-11.4(5)x 11/4) 
$3.783 $3.78(3) 
48(5) $3.48(5 


11.3-11.4(5) 
$3. 78(3) 

$3. 48(5 $3 
$2. 83(9) 
$2. 80(8) 


$3.03(5) 
$3.00(4) 


x$4.60-4.64(3)x 


$2 83(9) 
$2. 80(8) 


$3.03(5) 
$3.00(4) 


$4.47(4) 


$2. 83(9) 
$2. 80(8) 


$3 .03(5) 
$3.00(4) 


$4.60-4.64(3 


$4: 12(3) 
2. 80(8) 


(2)$4. 12-4. 22x 
$2.80(8) 


11.8(5) 
10.9(4) 


10.9(4) 


$2. 66(3) 
$2.63(4) 


$4.578(4) 
2.63(4) 


x$4.22(4 


$2.80(8) 


11.8(5) 
10.9(4) 


10.9(4) 


11.8(5) 
10.9(4) 


10.9(4) 


$2. 66(3) 
$2.63(4) 


$2. 66(3) 
$2.63(4) 


$4.578(4) 


$4.578(4) 
$2.63(4) 


$2.63(4) 


11.9(3) 
10. 8(9) 


x(8)11.3-11.7x 
(8)10.8-11.2x 


x11.7(9) 


x11.5-11.6(3)x—-11.2(4) 


$2.86(3) 
$2.83(2)) 
$2.83 


11.5-11.6(3) 


$2. 86(3) 
$2. 83(2) 
$2.83 


$2.86(3) 
$2. 83(2) 
$2.83 
x11.6(9) (9)11.2-11. 6x 11. 2(10) 
7-1l.1x  10.7(9) 


11. 1(4) 
$3.64(4) 


$2.84(4) 
$2.81(4) 


x11. 4-11.5(3)x 
$3.64(4) 


$2.84(4) 
2.8114) 


11. 4-11.5(3) 
$3.64(4) 


2. 84/4) 
$2.81/4) 


$3.04-3 14 $3.04-3.14 $3.04-3.14 
$3.01 $3.01 $3.01 
$4.5! 
$2.81(3) 


$4.64 
2. 81(3) 


11.9(7) 
10.9(7) 


10.9(5) 
3.28 


Tampa, Fla. 
Kerosine/No. 1... 
No. 2 fi 


Light Diesel, 
bunkers 
Bunker C, bunkers 


maine Ohio 


Wilmington, N. C, 


Kerosine/No. 1... 
No. 2 fue 


DISTILLATES & FUELS 


Oct. 8 
11.7(8) 
10. 8(6) 


10.8(6) 


$2.61(5) 
$2.59(5) 


$4.536(5) 
$2. 59(5) 


Oct. 1 
11.7(8) 
10.8(6) 


10. 8(6) 


$2.61(5) 
$2.59(5) 


$4.536(5) 
$2.59(5) 


Oct. 15 
11.7(8) 
10.8(6) 


10. 8(6) 


$2.59(5) 


$4.536(5) 
$2.59(5) 


12.2 12.2 12.2 
11.65 11 65 11.65 
11.95-12.65 11.95-12.65 11.95-12.85 
10.95-11.65 10.95-11.65 10.95-11.65 


9(3) 9(3) 9(3) 
8-8. 25(3) 8-8. 25(3) 8-8. 25/3) 


(6) 11. 1-11.3x 
(6)10.7-10.9x 


«11.3(7) 
x10.9(7) 


11.3(7) 
10. 9(7) 


Sept. 17 
11.7(8) 
10. 8(6) 


10. 8(6) 


$2.61(5) 
$2.59(5) 


$4.636(5) 
$2.59(5) 


12.2 

11.65 

11. 95-12. 65 
10.95-11.65 


9(3) 
8-8 25(3) 


11.1(7) 
10.7(7) 


x11(3) 
$3.61 


x$4.47(3) 


(2)10.8-11x 10. 8(3) 
$3.61 $3.61 
Light Diesel, 


bunkers. .... $4.47(3 (2)$4.39-4.47x  $4.39(3) 


Okla. (Okla. shpt.) 


42-44 w.w. oom 
58 & abv. 


(4)10.125-10.625 (4)10.125-10.625 (4)10.125-10.625 (4)10.125-10.625 


9.5-10.5 
(3)9.75-10.375 
(4)9.125-9.5(2) 
(2)$2.00-2.20 


9.5-10.5 
(3)9. 75-10. 375 
(4)9.125-9.5(2) 
(3)$2.00-2.20 


9.5-10.5 
(3)9 75-10.375 
(4)9.125-9.5(2) 
(2)$2.00-2.20 


9.5-10.5 
(3)9.75-10.375 
(4)9.125-9.5(2) 
(2)$2.00-2.20 


Okla. Group 3 (Northern shpt.) 
42-44 w.w. kero... (3)10-10.25(5) 
58 & abv. di. 
9.625-10.25 9.625-10.25 9 625-10.25 9.635-10.25 
Ms 5-10.125 . 5-10. 125 9.5-10.125 9.5-10. 125 


8.875-9.5 8.875-9.5 8.875-9.5 8.875-9.5 
(2)$2.00-2.20 (2)$2.00-2.20 (3)$2.00-2.20 (2)$2.00-2.20 


(3)10-10.25(5) (3) 10-10.25(5) = (3) 10-10. 25(5) 


No. 2 fuel. 
No. 6 fuel 
N. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. kero. . 9.2-10 9.2-10 


9-10.375 
$2.05-2.25 


9.2-10 


9-10.375 
$2.05-2.25 


9.2-10 


9-10.375 


$2.05-2.25 $2.05-2.25 


W. Tex. (Tex. & New{Mex.’shpt.) 


42-44 w.w. kero. . 9.75-10.75 
9.75-10.25 
9 125-9.5 
$2 10-2.26 


9 75-10 75 
9.75-10 25 
9.125-9.5 
$2.10-2.26 


9 75-10 75 
9 75-10. 25 
9 125-9 5 
$2 10-2 26 


9.75-10 75 
9.75-10.25 
9.125-9.5 


No. 6 fuel $2.10-2 26 


E. Tex. (Truck transport lots) 
42-44 + w. kero.. (2)9.5-9.75 
58 & abv. d.i. 
Diesel. . 8.75-9.75 
9 
$2.00-2.25 


(2)9.5-9.75 
§.75-9.75 
9 
$2.00-2 25 


(2)9.5-9.75 
8.75-9.75 
9 
$2.00-2.25 


(2)9.5 -9.75 
8.75-9.75 
9 
$2.00-2.25 


No. 2 fuel....... 
No. 6 fuel....... 
Cent. W. Tex. (Truck transport lots) 


42-44 w.w. kero. . 9.5 
58 & abv. d.i. 


No. 6 fuel 


Kans. (For Kans. destinations only) 
42-44 w.w, kero.. (4)10.25-10.5 


58 & sbv. di. 
9.875-10(2) 
(4)9.875-10.125 
5 


(4)10.25-10.5 


9.875-10(2) 
(4)9.875-10,125 
9.5 
$2. 65-2.70 
2.05-2. 25(2) 


(4)10 25-10.5 


9.875-10(2) 
= tee 125 


$2. 86-2. 70 
$2. 05-2. 25(2 


(4)10.25-10.5 


9.875-10(2) 
(4)9. — 125 


$2. $2 7 
$2.05-2.25(2) 


$2.05-2.25(2) 








seuwane TERMINALS 
Panama City, Fla. 
Birmingham, Ala. 
Montgomery, Ala 
Columbus, 6a. 
Greenville, Miss. 
Knoxville, Tenn. 


Belton, 5S. C. 


Hopewell, Va. 

Wilmington, N. C. 

Gated. (. 
anna 

ber Everglades, Fla. 

Tampa, Fla. 





COMPANY 


ee Ree amar ot 


ATLANTA, GA. 
1401 Peachtree Street 
PITTSBURGH, PA. 
Benedum-Trees Bldg. 
TEXAS CITY, TEXAS 
Refinery 


cine Quality 
Petroleum Products 


e Gasoline 

e Kerosene 

e Diesel Fuel 
e Heating Oils 
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REFINERY AND TERMINAL 


September 24 prices unchanged from September 17 except as noted. 


DISTILLATES & FUELS 


Oct. 15 
Ark. ae — te Ark. & _ 
42-44 . 


x11.7-12.05 
11.75(2) 

x11.25-11.3 

x10.75(2) 


12.25-12. 4 


36-40 gravity fuel 


Central Michigan 


46-49 w.w. kero. . 13.6-13.8 
i 13.1 


8. 45(2) 


Oct. 8 Oct. 1 Sept. 17 
10.25 x10.25 


10 
10.25 10.25 10.25 
9.375 9.375 9.375 


9.75 y 

9.375 : 9.375 

$2.75 $2.75 

$2.55 y $2.55 
$2.40 


11.5-12.05x 11.5-12 
x11.75(2) 11.5(2) 
11-11.3x (2) 11-11. 25(2) 
10.5-10 75x 10.5(2) 


11.5-12 


11.5(2) 
(2)11-11.25(2) 
10. 5(2) 


x12.25-12.4x 12(2) 12(2) 
10.75-11.4x = x10. 75-11 10. 5-11 
10.75-11.85x  10.75-11.55 10.75-11.55 
10.75-11.5x x10.75-11.: 10.5- 11.3 
10.5 10.5 10.5 


(2)11.9- 12.25 


13.6-13.8 13.6-13.8 
13.1 13.1 


6 13.6 13.6 
12.1-12.6 12.1-12.6 12.1-12.6 
10 10 10 
9.2(2) 9.2(2) 9.2(2) 

8. 45(2) 8. 45(2) 8.45(2) 


Ohio— Quotations of S. O. Ohio for delivery to Ohio points, 


9.25-10.2(2) 


$2.65(3) 
(4)$2. 15-2. 25 


$2.65(4) 


(4)$2. 15-2.30 
Tank Truck (400 gals. or more): 
w.w. kero. . 17.5 


San Francisco District: 


Tank Car: 
-43 w.w. kero... 14.5 


13.1 13.1 
12.9 12 9 
11.9 11.9 


9.25-10.2(2) 9.25-10.2(2) 
9-9.8 9-9.8 9-9.8 
$2. 65(3) $2.65(2) $2.65(2) 
(4)$2.15-2.25 (4)$2.15-2.25 (4)$2. 15-2. 25 
14 14 14 
9.25-13.7 9.25-13.7 9.25-13.> 
9-12.2 9-12.2 9-12.2 
$2.65(4) $2. 65(2) $2. 65(2) 
(4)$2.15-2.30  (4)$2.15-2.30 = (3) $2. 15-2.36 
17.5 17.5 17.5 
14.2 14.2 14.2 
12.7 12.7 


9.25-10.2(2) 


DISTILLATES & FUELS 


Oct. 15 Oct. 8 Oct. 1 Sept. 17 


Diesel fuel— 
PS 200 12.7 y 2. 12.7 
$2.70 
$2.35 

18 


14.7 


Light fuel— 
PS 300 


13.2 


Pacific Coast 
Ships’ bunkers, or deep tank lots. 


San Pedro, Calif. 
Diesel—PS 200... $4.83(5) 
Bunker C—PS 400 (4)$2. 10-2.20 


San a = -_, 
Diesel) —PS 05(4) 
Bunker CPS 400 asi. 15-2 25 


Seattle, Wash. 

Diesel—PS 200... $5. 25(4) $5. 25(4) $5. 25(4) $5.25(4) 
Bunker C—PS 400 (3)$2.45-2.50  (3)$2.45-2.50  (3)$2.45-2.50 (3)$2. 45-2. 50 
Portland, Ore. 

Diesel—PS 200. . $5. 25(4) $5. 25/4) $5.25(4) $5.25(4) 
Bunker C—PS 400 (3)$2.45-2.50  (3)§2.45-2.50  (3)$2.45-2.50 (3)$2.45-2,50 


$4. 83(5) 
(4)$2. 10-2. 20 


$4. 83(5) 
(4)$2.10-2.20 


$4. 83(5) 
(4)$2.10-2.20 


$5. 05/4) 


$5. 05(4) $5. 05(4) 
(3)$2.15-2.25 (3)$2.15-2.25 (3)$2.15-2.25 


Mexico 
Ships’ bunkers; U. 8. dollars per bbl. of 159 liters. 


6. 20 $6.20 $6.20 $6.20 
-10 $3.10 $3.10 $3.10 


5. 48 $5.48 x$5.48 $5.38 
10 $3.10 $3.10 $3.10 


4.15 $4.15 $4.15 $4.15 
$2.20 $2.20 $2.20 


$5.48 x$5.48 $5.38 

$3.10 $3.10 $3.10 
caniia: 
Diesel $4. $4.15 $4.15 $4.15 
Bunker C 2. $2.20 $2.20 $2.20 
Veracruz 

$2.20 $2.20 2 

At most Atlantic Coast points prices of some sellers for distillate fuels to bulk commercial 

consumers are 0.15c higher than prices shown. 


NATURAL GASOLINE 
Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
tinent manufacturing district. 
Oct. 15 Oct. 8 Oct. 1 Sept. 17 
FOB Group 3 
Grade 26-70 5 (Quotations) 


FOB Breckenridge. Tex. 
Grade 26-70 4.5 (Quotations) 4.5 (Quotations) 4.5 (Quotations) 


LP-GAS 


Producers’ contract prices, tank cars. 
Oct. 15 Oct. 8 


5 (Quotations) 5 (Quotations) 5 (Quotations 


4.5 (Qnotations) 


Sept. 17 


Propane: 

New York Harbor 9.05-9.3 3 9. ’ 9.5-9.3 

Philadelphia, Pa.. 8.8(3) ; : 8.8(3) 

Toledo, Ohio 8 8 
4.5-5.25x°* 


5)4.5-5(3)x 
4.675-5.375x 
(2)4.75-5.25x** 
4.875(2)** 
25; New Orleans 5.375. 








ragon 


30 E. 40 St., N.Y.C. 


EV 8-4100 











PATENT CHEMICALS, 


Paterson 4, New Jersey 


HARTOL 


PETROLEUM CORPORATION 


NCORPORATED 








New York 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


ty 8) od 1 
MARKETERS 


Maine to South Carolina 


630 FIFTH AVENUE 
NEW YORK 20,.N.Y 


Boston 
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—feJ prices REFINERY AND TERMINAL 


September 24 prices unchanged[fromySeptember 17 except as noted. LUBRICATING OILS 
LUBRICATING OILS Oct. 15 Oct. 8 Oct. 1 Sept. 17 
Western Penna. Oct. 15 Oct. 8 Oct. 1 Sept. Cylinder Stocks 
Viscous Neutrals—No. 3 col. Vis at 70 F. 


olive { 5 18.5 18.5 18.5 
yA = (180 at 100°) om flash. 97(2) Gulf ce Refined Oils from Mid-Continent grade crude; FOB ship at Gulf 


26(2) 2 ‘ ; 7 ‘ for export. 
P oes Stock, vis. at 210° 
25(5) 150-160 vis.: 
25(2) s 0-10 p.t., 95 v.i. 25 (5) 25(5) 25(5) 25(5) 
24(2) Neutral Oils—Vis. at - 95 v.i.; 0-10 p.t.: 
23(4) ( 100 vis 21(5) 21(5) 21(5) 21(5) 
) 21.5(5) 21.5(5) 21.5(5) 
i 22.5(5) 22 ..5(5) 22.5(5) 22.5(5) 
99 2 (3)23.5-24(2) (3)23 .5-24(2) (3)23 .5-24(2) 
28 2 South Texas 
27(5) Vis. at 100° F., FOB S. Tex. refineries for domestic and/or export sh'pment. 
Soc tiemabi 20.5(4) 20.5(4) 20.5(4) 20.5(4) 100" ag 
s.r. filterable. . Ei ae $ 21 8(4) 21.5(4) 21.54) : 13.25(5) 13.25(5) 13.25(5) 13.25(5) 
4)23-24 4)23-24 4)23-24 
(Soe-25 (2-25 (3)24-25 oe-28 col. 14.75(5) 14.75(5) 14.75(5) 14.75(5) 


t 
Tulsa basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at L. ie. 15.25(5) 15.25(5) 15.25(5) 15.25(6) 


100° 0-10 p.p. 334 col. 15.75(5) 15.75(5) 15.75(5) 15.75(6) 
ee et 16(5) 16(5) 16(5) 16(5) 


16. 5(5) 16.5(5) 16.5(5) 16.5(5) 
17(5) 17(5) 17(5) 17(5) 


21 21 21 col. 13.25(5) 13.25(5) 13.25(5) 13.25(5) 
Bright Stock—Solvent 


150-160 vis col... 14.75(5) 14.75(5) 14.75(5) 14.75(5) 
0-10 p.p., 95 v.i. (4) 24-25 (4)24-25 (4)24-25 (4)24-25 15,25(6) 15.2515) 18,2508) 16.25(5) 


Neutral Oils—Conventional—Pale Oils 
i 15.75(5) 15.75(5) 15.75(5) 15.75(5) 


14.25 14.25 14.25 
16(5) 16(5) 16(5) 16(5) 
14.5 14.5 14.5 


16.75 th - - a col 16.5(5) 16.5(5) 16.5(5) 16.5(5) 
17 1 1 is. No. 

17. ad = ~~ 17. 25(2) 17. 25(2) col 17(5) 17(5) 17(5) 
17.5 17.5 17.5 


17.75 ir 15 17.75 17.75 AVIATION GASOLINE 
18 18 18 Oct. 15 Oct. 8 Oct. 1 Sept. 17 
Neural eg Oe? v1. Gulf Coast Cargoes 
170-180 vis (2)19.5-20.5(3) (2)19.5-20.5(3) (2)19.5-20.5(3) (2)19.5- 20. 5(3) Grade 115/145... 18.5 18.5 18.5 18.5 
is. eit 75-20.75(3) (3)19.75-20.75(3) (3)19.75-20.75(3) (3)19.75-20.75(3) Grade 110/130... 17 17 17 17 
(2)20.25-21.25(2) (2)20.25-21.25(2) (2)20.25-21.25(2) (2)20.25-21.25(2) Grade 91/96 2 15.5 15.5 15.5 








Trade Mark Registered 


Se " / STEEL GASOLINE ee 
PUMP ISLAND FORMS Market Place! 


For that new service station or + deling job. 
. » « Reduce gasoline pump installation costs... 
Saves concrete . . . Plenty of room to make 
suction pipe, electrical, water or air connections. 





Write today for Advertising 





Space Rates 


No Chipping or Cracking 


Stays Neat and Attractive for Years ... NATIONAL PETROLEUM NEWS 


WRITE FOR INFORMATION OR PRICES 330 West 42nd St., 


oe eee ee New York 36, N. Y. 
W. B. GOODE COMPANY 


2915 W. LEIGH ST. © RICHMOND 21, VA. 




















~NEW VERTICAL CHECK VALVE 


“Installed in suction line at base of gasoline pump, eliminates 


I BY-¥ oY-Yalo(e] +) (Mt) «) o) bY 
need of underground check valves. Poppet may be lifted open Uniform alte) ele iiay 


with screwdriver to allow gasoline to drain back to tank. A real 
sturdy valve. Guaranteed performance. Measures 55@” over-all 


including unions. Fits where others don’t. Size 142”. Naphthas & Solvents 


Write for complete information and prices. 
Available at your local oil equipment jobber. 


DEEP ROCK 
DIVISION 


KERR-McGEE OlL INDUSTRIES, INC 
306 N. ROBINSON 
PHONE: RE. 9-0611 


MAN ane COMPANY , a 
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REFINERY AND TERMINAL 


September 24 prices unch 


Grade 100/130... 


tat 
bm 100/130. . 


Grade 100/130... 
Grade 91/96 
Grad 


Toledo, Ohio 
Grade 100/130. .. 


Baltimore, Md. 
Mineral spirits. . . 


Mineral spirits. . . 
New York Harbor 


Mineral spirits. . 
Rubber solvent. 
Lacquer , ap 
Benzol diluent. . 
eee Penna. 
Oil Ci 

Stoddard solvent. 


ged from S 





ber 17except as noted. 


AVIATION GASOLINE 


Oct. 15 


19. 1(2) 
17.6(2) 
17.1(2) 


19.1 
17.6 
17.1 


18.85 
17.35 
17.35 


(MIL-F-5572) 
Oct. 8 


19. 1(2) 
17.6(2) 
17. 1(2) 


19.1 
17.6 
17.1 


18.85 
17.35 
17.35 


Oct. 1 


85 
17.35 
17.35 


NAPHTHAS & SOLVENTS 


Oct. 15 


16.5(4) 


18.5(4) 
17.5(5) 


18(4) 
17(5) 


17.5(4) 
16.5(5) 


19.5 
17,5(5) 


12.375(4) 
12.875(3) 


12.875(4) 
11. 875(4) 


x17 


Stoddard s sol ent. (2)16.5-17x 
Ohio— Quotations of 8. O. Ohio for delivery to Ohio points. 


V. M. & P. 
Mineral spirits. . . 


Stoddard solvent. 
Rubber solvent.. . 


Gulf Coast Cargoes 
Grade JP-4.. 


Western Penna. 


18 
17 
17 
15.875 


Oct. 15 


x9-9.25(2) 


Oct. 15 


Oct. 8 


16.5(4) 


18.5(4) 
17.5(5) 


18(4) 
17(5) 


17.5(4) 
16.5(5) 


19.5 
17.5(5) 
12.375(4) 
12.875(3) 
12. 875(4) 


11.875(4) 
75 (4) 


16.5 


16. 5(3) 


18 
17 


17 
15.875 


JET FUEL 


(MIL-F-5624) 


Oct. 8 


8.75-9.25(2) 


PETROLATUMS 


Oct. 8 


Oct. 1 


16.5(4) 


18.5(4) 
17.5(5) 


18(4) 
17(5) 


17.5(4) 
16. 5(5) 


19.5 
17.5(5) 
12.375(4) 
12.875(3) 


12.875(4) 
11.875(4) 


16.5 
16. 5(3) 
18 

17 


17 
15.875 


Oct. 1 


Sept. 17 


19.1 
17.6 
17.1 


19.3 
17.7 


19. 1(2) 
17.6(2) 
17.1(2) 


19 
7.6 
17.1 
18.85 


17.35 
17.35 


Sept. 17 


16. 5(4) 


18.5(4) 
17.5(5) 


18(4) 
17(5) 


17.544) 
16. 5(5) 


19.5 
17.5(5) 


12.375(4) 
12. 875(3) 


12.875(4) 
11.875(4) 
875(4) 


12. 875(4 12.8 12. 875(4 : 
(2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 
. (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 


16.5 
16. 5(3) 
18 

17 


17 
15. 875 


Sept. 17 


8.75-9.25(2) 


Sept. 17 


PARAFFIN WAX 


Oct. 16 Oct. 8 
Western Penna. (t.c. in bulk) 
124-6 AMP white 
crude scale.... 6(3) 6(3) 6(3) 


Atlantic Seaboard 


Melting points are AMP, 3° higher than EMP. Prices for carload lot«. 


Oct. 1 


Sept. 17 


6(3) 


Domestic prices 


FOB refinery; scale in — f or bbls.; fully refined, slabs loose. Export prices FAS; scale in 
n 


bags or bblis.; fully refi in bags or cartons. 


Oct. 15 Oct. 8 Oct. 1 


New York Domestic 
124-30 white crude 
scale a 


=o Refined 


8.6(3) 8.6(3) 8.6(3) 


9.05(4) 9.05(4) 
9.05(4) 9.05(4) 
OO ddswcs<s 10.55 10.55 


New York Export 
ae white crude 


[sg B. Refined 
138. 7 


7.35(3) 7.35(3) 


9.05(4) 


Sept. 17 


8.6(3) 
9.05(4) 


9.05(4) 
10.55 


7.35(3) 


9.05(4) 
9.05(4) 








Bbls.; carloads; tank cars, 2c less 
(2)8.125-8. 25(2), (2)8. ay 25(2) oe. ayy 25(2) (2)8.125-8.25(2) 
(3)7.75-7.875 (3)7.75-7.875 (3)7. 875 (3)7.75-7.875 
(2)7.625-7.75(2) (2)7. (25-7. 75(2) (2)7. 625-7. 75(2) (2)7.625-7.75(2) 
. (2)7.125-7.375 — (2)7.125-7.375 = (2)7.125-7.375 — (2)7.125-7.375 
(3)6.25-6.5 a2 85 (3)6.25-6.5 
(3)6.25-6.5 (3)6.25-6.5 (3)6.25-6.5 
(3)6-6.25 (3)6-6.25 (3)6-6.25 
5.75-6 5.75-6 5.75-6 
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COMPLETE—Petroleum Prices! Facts! 
any oil price for any given day! 


the 1955 edition of Platt’s 


OIL PRICE HANDBOOK 
(32nd edition) 


Plett’s Oll PRICE HANDBOOK provides finger-tip information 
fer busy oil executives . . . marketers . . . buyers . . . sellers . . . 
company ond association statisticions . . . research analysts . . 
accountants . . . in fact, for anyone who deals with oil prices 
in any way, this handbook is a MUST to complete their 1956 
business library. 


Platt’s OlL PRICE HANDBOOK contains all the vital oil price 
information for the yeor of 1955, accurately reported and pub- 
lished in one complete single source package. You can find 
ony oil price or ony oil price change merely by turning to the 
appropriate conveniently die-cut marginal index . . . the low 
and high for any given day, the lows and the highs monthly 
and yearly averages for any given petroleum product. 


More complete than any of the 31 previous editions, with a 
new and improved type style, the new Platt’s Oll PRICE HAND- 
BOOK sells at $20.00 per copy. It comes to you in a durable 
and attractive cover, cose bound. This edition is printed in a 
limited quantity, so rush your order for your copy today! 


Send your order with payment to 
Reader Service Department 


National Petroleum News 
330 W. 42nd Street, New York 36, New York 








prices TANK WAGON 


_ Prices for gasoline do not include taxes; they do however, include 
inspection fees, amounts of which may be obtained by writing to 
NPN. Gasoline taxes, shown in separate column include 3¢ federal 


where levied are indicated in footnotes. Discounts if any, are shown 
in footnotes. These prices in effect September 15, 1956, as osted by 


principal marketing companies at their headquarters’ offices, but 
and state taxes; also city and county taxes as indicated in footnotes. subject to later correction. 


Kerosine tank wagon prices also do not include taxes; kerosine taxes 


Socony Mobil 
Mobilgas Gasoline *Mobilfuel 
(Regular) 
Dir. Cons. Gasoline *Mobil Kerosine Diesel 
J a. 6 RW Taxes TX. Yard T.W. T.C. T.W. T.C. 

New York City x : x x 
Manhattan 16.5 
Bronx “2 Se 16.5 
Kings 16.5 
Queens ... 

Richmond . 

Albany, N.Y. . 

Binghamton 

Buffalo 

Jamestown .. 

Mt. Vernon .. 

Plattsburg 

Rochester .... 

Syracuse . 

Bridgeport, Conn. 

Danbury ...... 

Hartford 

New Haven 

Bangor, Me. 

Portland 

Boston, Mass. . 

Concord, N.H. 

Lancaster 

Manchester 

Portsmouth 16.0 

Providence, R.I. re : Du 

Burlington, Vt. 17.0 . 13.1 se +12. x16.0 

Rutland 13.3 ae x16.4 
*Com. cons, t.c. prices 0.15¢ higher. **Prices applicable to a restricted area are 0.2¢ lower. 

Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. = : : 
Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel 

—all points, t.w. less 0.5¢ for deliveries of 800 gal or more. : : ‘ 

Notes: Premium-grade t.w. prices 2.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 
Effective dates: @ Sept. 28; x Oct. 1; A Oct. 4; + Oct. 10 


Mobil 
*Mobilheat No. 6 
M 


(No. 2 Fuel) Fuel 
Yard T.W TW. 


bad 


x15. 
x15. 
x15. 
x15. 
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Prices are tank truck posting, ex all taxes, apply- 
Standard of ing for deliveries of 400 gal or more; see below 
California for other deliveries. 


Gaso- s d 

Chevron line Kero- Diesel Furnace Stove 
(Regular) Taxes sine Fuel Oil Oil 
San Francisco, Calif. 16.9 132 767 
Los Angeles .... 16.4 12,70 742 
ee 15.5 
18.1 


i Tank wagon prices listed below were obtained by OIL- 
ndaiana A 
S dard RAM correspondents who visited Standard of Indiana 
tandard puik plants where the company’s prices are publicly 
posted. 


cet dard 





Red Crown Gasoline Standard 
(Regular) Furnace Oil 
Dir. Cons. Gasoline Kerosine 1-99 100 gal 
T.W. T.W. Taxes T.W. gal &over 
Chicago, Ill. »» 193. BS 8.0 . 16.1 + 
South Bend, Ind. 10.9 19.5 
Detroit, Mich. 17.3 
Mpls.-St. Paul, Minn. 
Des Moines, Iowa 
St. Louis, Mo. 
Wichita, Kansas 
Omaha. Nebr. 
Fargo, N.D. . 
Huron, S.D. 
Milwaukee, Wis. 
+See below for prices on larger quan 
x Temporary prices effective Sept. 


—_ 
eo 
—) 
° 
—) 


mROONNUANINAWH? 


1 Fresno is 14.0 
15. Phoenix, Ariz. 15.1 
a Reno, Nev. ... ae 
Portland, Ore. 
Seattle, Wash. 
Spokane bp 
EIR 5 my oin4, aco: 
Boise, Idaho 
Salt Lake City, Uta 
: Honolulu, T.H. .... 
io a Fairbanks, Alaska .. 34. 
ities, ; ‘ Juneau ee 26.0 on : vas 
; bDrevious changes not re- ° 
ported: 13.4, Sept. 6; 14.4, Aug. 30; 15.4, May 9. *Standard No. 2 Burner Oil. 
Standard Stanolex Stanolex 
Furnace Oil Fuel A Fuel C 
100-399 400 gal 1-749 750 gal 1-749 750 gal 
gal &over gal over gal over 
Chicago ' 15.1 14.6 11.4 10.65 10.25 9.5 


— 
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Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ territorial tax; 
all T.T. prices are ex Hawaiian gross income tax of 1% to resellers, 
2.5% to consumers. 


Notes: For other deliveries— 


Standard Furnace Gil 
100-174 100-349 175-849 350 gal 850 gal 
gal gal gal &over & over 
Mpls.-St. Paul ... 15.0* 14.3* 13.8* 
Milwaukee 16.0 15.5 ; 
Taxes: St. Louis gasoline tax includes 1¢ city tax. Des Moines 
kerosine & furnace oil prices do not include 7¢ state tax. State sales, 
occupation, consumer & use taxes to be added, where applicable. 
Discounts: Red Crown c.t.w. prices at some points subject to 
varying discounts for quantity deliveries. 
*Temporary price. 


Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 
gal, 0.5¢ for 200-399 gal, except to marine trade in Alaska where 
0.5¢ differential applies to 40-399 gal; for less than 40 gal, add 5¢ 
gal, except at Honolulu add 5¢ for less than 40 gal to marine trade 
and less than 100 gal to shoreside trade. Chevron Supreme (premium) 
prices are 3¢ higher than Chevron (regular) for quantity delivered. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 
6¢ for 20-199 gal, 3¢ for 200-399 gal; tank car/truck trailer, deduct 
3.5¢ 


Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ 
for less than 40 gal, 1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 











DEGREE DAY SYSTEMS 


DON’T STOP TO FIGURE — USE OUR PETROLEUM CALCULATOR CARDS 
ONE RATE ON A CARD. CAN SUPPLY ANY RATE FROM .07 TO .351 — IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALLONS. GALLONS SHOW IN RED INK AND DOLLARS AND CENTS IN BLACK. 


NEW Feature: 1000 to 9000 Gals. in 1000 steps. 
39-30N 58th St., Woodside 77, N. Y. 





SEND FOR DESCRIPTION. 
NO OBLIGATION. 


TWining 8-6666 
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Esso Esso Gasoline 

(Regular) Kerosine & 
Standard Dir. Cons. Gasoline No.1Fuel No. 2 Fuel 
Taxes T.W. T.W. 


Atlantic a (Regular) Kerosine No. 2 
Atlantic Dir. Cons. on & No.1 Fuel 


Refining T.W. T.W. Taxes FuelT.W.  T.W. 
“15.15  x14.4 


iieaiie City, N. J. 


Newar 
Baltimore, Md. 
Cumberland .. 
Washington, D. C. 
Danville, Va. ... 
Petersburg 
Norfolk 
Richmond . 
Roanoke . 
Charleston, W. Va. 
Fairmont 
Parkersburg 
Wheeling 
Charlotte, N.C. 
Hickory ..... 
Mt. Airy . 
Raleigh 
Salisbury 
Charleston, 
Columbia 
Spartanburg 


ew Orleans, La. 


Baton Rouge .. 
Alexandria 


14. 


7.0 


x15.0 
x15.0 


x16.6* 


15,5* 
g159 
@15.7 
gi5.5 

16.6* 

15.0* 


x14.6 
x14.6 
x14.7 


x15.1 
14.9 
gi5.1 
814.3 
w14.7 
15.6 


a 


eb baa inekie.. os 
> PUSPSYVPSS... 
* ORR wWwonw . 


Philadelphia, Pa. 


Reading 
Allentown 
Harrisburg 
Wilkes-Barre 
Williamsport 
Pittsburgh 
Altoona 

Erie 
Greensburg 


Wilmington, Del. 


Hartford, Conn. 
New Haven 
Boston, Mass. 
Springfield 


Providence, R. I. 


Camden, N. J. 
Newark 
Albany, N. Y. 
Binghamton 
Buffalo 

Elmira 
Rochester 
Syracuse 
Watertown 
Baltimore, Md. 


x15.75 
x15.75 
x15.75 
x16.05 
x15.05 
Al6.3 
Al63 
Al6.3 
Al6.3 
Al5.15 


mOn~COADADR OD: «+: 


SooSoosoooSosS 


x15.0 
x15.0 
x15.0 
x15.3 
x15.3 
x15.35 
x15.35 
x15.35 
x15.35 
x14.6 


BS SSSSSSSSSSS LLC COwCwOO Ow ooo 
cCoooooocecoosoeooSeSsSeSsSeSoSosccSoO 


Lake Charles 
Shreveport 
New Iberia 
Knoxville, Tenn. 
Memphis 
Chattanooga . 
Nashville 17.0 
—_, a 16.1 16.6 
rice applies for kerosine rie 5 9 Phila. 
Effective dates: A June 7; x Oct. 1; @ Oct. 2. spr: > > taateaatins " oF my 9.54 7.99 


Heavy po Dealer cost: 23% 
No. 4 Fuel No. 6 Fuel below fair-trade 
Newark, N. $4.184 * 386 
Baltimore, Ma. 4.42 43 


} : minimum s. s. 
42 Consumer t.w. 15.1 15.1 9.0 
Washington, D. C. 1,050 gal minimum 4.50 ; 53 
Taxes: Louisiana kerosine prices do not include 1¢ state tax. 


Notes: Prem‘um-grade t.w. prices 2.5¢ above regular. 
Kerosine—Thru Pa. & Del., add 1¢ gal. for t.w. deliveries of less 
Notes: Kerosine/No. 1—Atlantic City prices are for deliveries of than 100 gal. at one time. Camden—Add 1¢ for deliveries of 100-299 
300 gal or more; add 1¢ for 100-299 gal, 2¢ for less than 100 gal. gal., 
Premium-grade t.w. prices 2.5¢ above regular. Effective doses: x Oct. 2; B Oct. 3; A Oct. 10. 


Loaded with 
VALUE 


Oilco Loader 
No. 901 


Richmond, Va. 
Charlotte, N. C. 
Jacksonville, Fla. 
Miami 


CCCI INI: \ 


paket eh eh ph ft ph fh Ph th hh ph fh tft ph fh fh dh fh dh Ph fj 


— 
Oo 
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ADD AD WHA IAI II NIAMAAMAD ADHD HAN’ 


MADBARDRABDAT II ID & PAA AMAA 
CARINICHAUDRAN EA 


CAYNINOe 


15.4 
15.4 
16.2 
17.8 
16.7 
17.5 
16.9 
16.3 
16.7 
18.0 
16.8 
17.8 
17.6 
17.2 
16.8 
17.1 
17.3 
17.3 
16.9 
15.9 
17.3 
16.3 
15.7 
15.6 
16.6 
15.4 
16.4 
16.0 
16.8 
16.6 
16.7 


DADADADA BAAN ARD AD ARANDA SINAN ANDINA 
We WnCloeHReNwOh DR DWODA WIE WwWNNoeRONwWroo 


Heavy Fuels 
No. 5 No. 6 


Pennsylvania 
Zone l Zone 2 
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Fair trade 





A new and simplified tank truck loading 

assembly, featuring economy, efficiency and 

dependability. Equipped with double ball bearing 

swing joint, and an unfailing SPRING COUNTER 
BALANCE, INSURING EFFORTLESS OPERATION. 

The unit includes a shockless loading line valve and telescopic 
sleeve. Sizes 2”, 2” and 3”. Oilco always meets your needs in the 
realm of loading assemblies. 





Representatives in all leading cities 


OIL EQUIPMENT MANUFACTURING COMPANY 


INCORPORATED 


3100 VERMONT AVE. LOUISVILLE 11, KY. 
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prices TANK WAGON 


Ohio Standar Humble 
- Humble Gasoline Gaso- Kerosine 
Oil Regular line Tank Re- 
T.W. Retail Taxes Wagon tail 
Dallas, Tex. 15.3 20.8 80 13.3 17.5 
Ft. Worth 15.3 208 80 i133 THe 
Houston x13.4 x17.9 8.0 13.3. 17.3 
San Antonio 15.5 21.0 8.0 13.3 17.5 
Notes: T.W. prices are to all classes of 
dealers & consumers. Premium-grade_t.w. 
prices 2.5¢ above regular; Golden Esso Extra 
3¢ above Esso Extra. 
xEffective Sept. 26. 


Sohio X-Tane Gasoline 
(Regular Grade) 

: Consumer Gasoline Kerosine Sohio- Sohio- 
Resellers T.W. S.S. Taxes T.W. Heat Heat 
Akron .. .. Ss 19.8 20.4 8.0 15.6 15.6 14.6 
Canton Bert 16.5 20.0 20.9 8.0 15.6 15.6 14.6 
Cimcmmati ............ 168 20.3 21.4 8.0 15.6 15.6 14.6 
Cleveland 16.8 20.3 21.4 8.0 15.6 15.6 
Columbus Noe as 16.3 20.3 20.4 8.0 15.6 15.6 
Dayton 16.3 20.3 20.4 8.0 15.6 15.6 
Lima rae . 16.8 20.3 21.4 8.0 15.6 15.6 
Mansfield o> es 20.3 21.4 8.0 15.6 15.6 
Marion . Me . 16.8 20.3 21.4 8.0 15.6 15.6 
Portsmouth 22 20.3 21.4 8.0 15.6 15.6 
ME tc TS 16.3 20.3 20.4 8.0 15.6 15.6 
Youngstown . 16.8 20.3 21.4 8.0 15.6 15.6 
Zanesville . 16.8 20.3 21.4 8.0 15.6 15.6 14.6 


No.1 No.2 


Crown Gaso- 
Kentucky ae — 
Standard Dealer Taxes 
Covington, Ky. . 16.4 0 
Lexington 17.5 
Louisville .... . 37 
Paducah 16.4 
Jackson, Miss. 17.0 
Vicksburg . 165 
Birmingham, Ala. 16.9 
Mobile ... 16.3 
Montgomery 17.0 
Atlanta, Ga. 17.1 
Augusta 17.8 
Macon . Siz 
Savannah 16.6 
Jacksonville, Fla. . 16.6 
Miami 16.6 
Pensacola 16.4 11, 
Tampa 16.5 10.0 
Taxes: 
Gasoline tax column includes these city & 
county taxes: Mobile, 2¢ city; Birmingham, 
1¢ county; Montgomery, 1¢ city & 1¢ county; 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 1¢; 
1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & s.s. 4¢ above regular, resellers 3.5¢ 
above regular. S.S. prices are at company-operated stations. 


bt pe pt _ 
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Imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 
Esso 
(Esso Gasoline Regular) Furnace Oil 
Dealer Gasoline Kerosine No. 2 fuel 
Ae Taxes T.W. .W. 
St. John’s, Nfld. . ‘ 26.2* 
Halifax, N. S. ; ; ¢ 40 ee] 
St. John, N. B. an ; 22.2 
Cperittetown, PEI. ..............<; 
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Montreal, Que. 
Toronto, Ont. 


Hamilton, Ont. ... 


Winnipeg, Man. 
Brandon, Man. 
Regina, Sask. 
Saskatoon, Sask. 
Calgary, Alta. 


Pensacola, 1¢ city. Other taxes not included 
in prices: Georgia, kerosine, 1¢; Montgom- 
ery, kerosine, 1¢; Mississippi, kerosine, 0.5¢. 


Fire-Chief Gasoline 
(Regular Grade) Kerosine 
Dealer Gasoline Dealer 
Taxes T.We 


Texas Co. 


Edmonton, Alta. 


8.0 13.3 
Vancouver, B. C. 


8.0 


Dallas, Tex. 
Ft. Worth 
Wichita Falls 
Amarillo 
Tyler 

El Paso 

San Angelo 
Waco 

Austin 
Houston 

San Antonio 
Port Arthur : : &. 
Notes: T.W. prices are for min. 50-gal. de- 
liveries; they apply to dealers & consumers. 
Premium-grade t.w. prices 2.5¢ above regular. 
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Taxes: Gasoline taxes are provincial taxes. 
Notes: 
Premium-grade gasoline t.w. prices 3¢ above regular. 
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*Price is for premium grade. 
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Continental Oil 

(N. B. Prices are Continental’s tank wagon 
prices. Current selling prices may vary from 
those shown because of local conditions). 

Conoco Gasoline 
T.W Gasoline Kerosine 
(Regular) Taxes 

Denver, Colo. 17.1 ‘ 16.7 
Grand Junction 19.7 ; 19.3 
Pueblo 17.8 Z 17.4 
Casper, Wyo. 17.9 k 
Cheyenne 17.9 
Billings, Mont. 19.0 
Butte 20.1 
Great Falls 19.0 
Helena 19.6 
Salt Lake, U. 18.7 
win Falls, Ida. 21.5 
Albuquer.,N.M. 17.9 
Roswell 16.6 
Santa Fe 18.0 
Muskogee, Okla. 16.7 
Oklahoma City 16.3 i . 
tank condition, new or old.  ~ Gasoli 16.2 z oa h 14.3, 

oe - axes: Gasoline taxes include these city 
FULL PATENT PROTECTION taxes; Albuquerque & Roswell, 0.5¢; Santa 
- ~ Fe, Cheyenne & Casper, 1¢. 

_ Discounts: Salt Lake & Twin Falls gaso- 
line prices apply for deliveries of less than 
200 gal; 200-399 gal, deduct 0.5¢; 400 gal 
& over, deduct 1¢, 

Notes: T.W. prices are to consumers & 
dealers. Premium-grade t.w. prices 2.5¢ above 
regular, exeept Salt Lake & Twin Falls pre- 
mium-grade t.w. prices, 0.3¢ above regular. 
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Saves from 15% to 30% on delivery 


Assures safety and cleanline 
VENTALARM Signals are Underwriter's 
Laboratories Listed, and approved by 
Leading Fire and Safety Authorities. 
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A full variety of models to satisfy every 











SCULLY SIGNAL COMPANY 


174 Green Street, Melrose 76, Mass. 
Canadian Licensee: EMPIRE BRASS MFG. CO., LTD., London, Ontario 
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CRUDE OIL Domestic—Prices in effect Oct. 18, 1956, but subject to later correction: in $ 
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Prices are shown by states and by general 
areas in most states. 


GRAVITY SCHEDULES 


ARKANSAS—Sweet Crude 


Schedule A: Arkansas Fuel, Esso, Gulf, Mag- 
nolia. 


ARKANSAS—Sour & Other Grades 
Schedule M: Ark. Fuel, Esso, Ohio Oil. 


COLORADO—Sweet Crude 


Schedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


COLORADO—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


KANSAS—AIl fields 


Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Phillips, Pure, Shell, Sinclair, 
Stanolind, Texaco. 

2¢ below Schedule C: Sohio. 


LOUISIANA—Central 
Catahoula Lake & Other Fields: 


Schedule N: Esso. 
Hamphill & Other Fields: 


Schedule O: Esso, Gulf, Stanolind. 
Olla & Other Fields: 


Schedule P: Ark. Fuel. Exso. 


LOUISIANA—Coastal 
Edgerly & Other Fields: 


Schedule F: Gulf. 
Eunice & Other Fields: 


Schedule E (24-29 gravity): Cities Service. 
‘un. 


LOUISIAN A—East 


Delhi & Other Fields: 


Schedule N: Esso, Sun 
Fairview & Other Fields: 


Schedule O: Esso. 


LOUISIANA—North 
Athens-Petit & Other Fields: 


Schedule M: Esso, Gulf. 
Caddo, Homer & Other Fields: 


Schedule A: Ark. Fuel, Esso, Gulf, Magnolia. 


LOUISIANA—South 


Schedule P: Cities Service, Continental, Esso, 
Gulf, Magnolia, Pure, Shell, Stanolind, Sun, 
Texaco. 


MISSISSIPPI—Eucutta & Other Fields 


Schedule Q: Esso, Gulf (schedule extends 
down to below 18). 


MISSISSIPPI—Fayette & Other Fields 
Schedule O: Esso, Pure. 


MISSISSIPPI—Overton & Other Fields 
Schedule N: Esso. 


MONTANA—Sweet Crude 


Schedule A: Carter, Phillips, Texaco. 
Schedule D: Continental, Ohio, Stanolind. 


MONTAN A—Sour Crude 


Schedule R: Carter, Continental, Ohio Oil, 
Stanolind. 


NEBRASKA—Denver-Julesherg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


NEW MEXICO—Intermediate Crude 

Schedule D: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


NEW MEXICO—Sour Crude 

Schedule C: Atlantic Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanolind, Texaco. 


NORTH DAKOTA—AII fields 
Schedule A: Stanolind, Pure 


OKLAHOMA—Sweet Crude 

Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Magnolia, Phillips, Pure, Shell. 
Sinclair, Stanolind, Sun, Texaco. 


OKLAHOMA— Sour Crude 
Schedule AA: Carter, Cities Service, Mag- 
nolia, Pure, Shell, Sinclair, Stanolind, Texaco 
(schedule extends down to below 15). 


TEXAS—East Texas Field 

$2.90 Flat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, Magnolia, Ohio Oil, 
Phillips, Shell, Sinclair, Stanolind, Sun, Texaco. 


TEXAS—East Central 
Schedule B: Humble, Sinclair 


TEXAS—Gulf Coast 
Aldine & Other Fields: 

Schedule P: Phillips, Stanolind. 
Anahuac & Other Fields: 

Schedule F: Cities Service, Gulf. Humble, 
Magnolia, Phillips, Pure, Republic Shell, Sin- 
clair, Sun, Texaco. 

Arcola & Other Fields: 

Schedule J: Atlantic, Phillips, Pure, Sinclair, 
Texaco. 

Goose Creek & Other Low Cold Test Fields: 
10¢ above Schedule E (24-30 Gravity): 

Humble, Stanolind, Sun, Texaco. 

Hastings & Other Fields: 

Schedule E (24-40 Gravity): Atlantic, Gulf. 
Humble, Stanolind. 
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TEXAS—North, North Central 

Schedule A: Continental, Gulf, Magnolia, 
Sinclair, Stanolind, Texaco. 
Cooke & Grayson Counties: 

Schedule D: Sinclair. 


TEXAS—Northeast 
(Asphalt Crudes) 


Taleo & Other Fields: 


Schedule L: Humble, Texaco (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 


Schedule A: Gulf, Humble, Magnolia, Texaco. 
Schedule D: Phillips. 


TEXAS—Southwest 
Blanconia & Other Fields: 

Schedule I: Cities Service, Continental, Hum- 
ble, Pure, Stanolind, Sun. 
Kelsey & Other Fields: 

Schedule H: Humble, Sun. 
Mirando & Other Crudes. 

10¢ above Schedule H (24-29 Gravity): 

Humble, Magnolia, Sinclair, Sun, Texaco. 
Refugio Light & Other Crudes: 

Schedule G (20-40 Gravity): Atlantic, Cities 
Service, Humble, Republic, Sinclair, Sun. 
Refugio Heavy: 

10¢ above Schedule H (20-26 Gravity): 
Humble. 


TEXAS—West Central 


Schedule D: Cities Service, Humble, Mag- 
nolia, Stanolind, Texaco. 


TEXAS—West Texas Sweet 

Schedule A: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Intermediate 

Schedule D: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, Gulf. 
Humble, Magnolia, Ohio Oil, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


WYOMING—Sweet Crude 
Schedule A: Carter, Stanolind. 
Schedule D: Continental, Ohio Oil, 
Sinclair, Stanolind. 


Pure, 


WYOMING—Sour Crude 


Schedule R: Carter, Continental, Ohio Oil, 
Pure, Sinclair, Stanolind (schedule extends 
down to 15-15.9). 


FLAT PRICES 
ARKANSAS 
Smackover (Ark. Fuel, Gulf) 





ILLINOIS 


Ill. Basin (Ashland, Carter, Gulf, Magnolia, 
Ohio, Pure, Shell, Sohio, Texaco) 


MICHIGAN 


Only lowest and highest postings of each com- 


OHIO 
Cleveland & other fields (Sohio) 
Corning (Ashland) 


ho below. 
Ill. (Sohio) pany are shown below 


Dudley field (Sohio) 
Plymouth (Ohio Oil) 


Corning (Seep) 


Bag Pipe Line: Lima (8.0. Ohio) .. 


Elmw 
Lake George, Stony Lake 


$2.60 
2.98 
PENNSYLVANIA—Penn. Grade 
Alleghany, N. Y. (Sinclair) 
Bradford, Pa. (Seep) 

Eureka, W. Va. (Seep) 

Middle Penna. (Seep) 
Southwest Penna. (Seep) 
Zanesville, Ohio (Ashland) 


Leonard Pipe Line: 
Clare City 
Fork & other fields 


Pure: 
Adams & Deep River 
Coldwater 
Simrall: 
Grant 
Barryton-Sun Denslow 


Sohio: 
Coldwater 


2.62 


INDIANA 2.98 


Ind. (Sohio) 
2.80 
KENTUCKY 

Butler Co. area (Owensboro-Ashland) 
Owensboro area (Ashland) 

Ragland Grade (Ashland).. 

Somerset Grade (Ashland) 

Western Ky. all fields & pools (Sohio) 


TEXAS 
Benedum Condensate (Shell) 


Chapel Hill: 
Condensate endl 
Crude (Sinclair) 


Clay Creek (Sun) 

Conroe (Humble, Sun, Texaco) 

Darst Creek (Humbie, Magnolia) 
Tomball (Humble, Magnolia, Stanolind) 
Van (Humble, Pure) 


2.90 
2.83 


2.65 
3.13 
2.79 
3.1% 
2.75 


MISSISSIPPI 


Baxterville: 
Condensate (Gulf) 
Crude (Gulf) 

Central Miss. Condensate: 
Fayette (Esso) 
Gwinville (Esso) 


LOUISIANA 


Bayou Pigeon (Republic) 

Bivens (Atlantic) 

Haynesville-Smackover Lime: 
Condensate (Ark. Fuel) 
Condensate (Gulf) 
Crude (Ark. Fuel, 

Neale (Atlantic) 

North Louisiana Condensate: 
Cotton Valley (Esso) 

South Louisiana Condensate 

Sweet Lake (Pure) 

Urania (Ark. Fuel) 

Ville Platte (Continental) 


Gulf) 
WYOMING 

Big Sand Draw Conde.isate (Sinclair) 
Byron (Ohio Oil, Stanolind) 

Garland (Ohio Oil, Stanolind) 

Hidden Dome (Ohio Oil) 


Oregon Basin (Ohio Oil, 
Texaco) re 


MISSOURI 

St. Charles (Sohio) 
(Esso) 
MONTANA 
Darling (Carter) 


Stanolind, 











a ‘ CALIFORNIA 


S. O. California prices. All gravities above those quoted take highest price offered for field specified. 
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*Prices are same for Elk Hills (Shallow) ond Midway Sunset. 
@ +Stevens Zone. 
#Long Beach. 
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CRUDE OIL Foreign—Prices in effect Oct. 18, 1956, but subject to later corrections; in $ per bbl. of 42 U. S. gal., except as noted. 


VENEZUELA 


Prices per bbl. for cargo-lot quantities, FOB vessels at ports shown; effective at time vessel 
tenders for loading; subject to change without notice, and to availability and other terms 
Stated below; 2¢ per bbl. differential per degree of gravity applies for gravities below and 
above those shown, except as noted. Prices for crude oil sold at points other than those 
indicated subject to variation from prices shown below to reflect any change in transportation 
and terminalling requirements. Key to companies posting: 1—Colon Development, 2— 
Compania Shell de Venezuela, 3—Creole Petroleum, 4—International Petroleum, 5—Mene 
Grande, 6—Richmond Exploration, 7—Sinclair Oil & Refining, 8—Socony Mobil Co. de 
Venezuela, 9—Texas Petroleum. 

Posted 
Crude FOB Port By 
Anaco Wax . Puerto La Cruz ..... 5 
Bachaquero Las Piedras/Amuay ...3 ... 
Bachaquero Las Piedras y 
Bachaquero Heavy ....... Las Piedras . gr 
Bolivar Dist. Heavy Bachaquero 
Bolivar Dist. Heavy Cabimas®@ 
Bolivar Dist. Heavy 
Bolivar Dist. Heavy 
ee 
Cabimas ..... 
Cabimas 
Cabimas 
Cruces/Manueles 
Cruces/Manueles 
Cumarebo 
Guanipa Puerto La Cruz 
Guanipa .... Puerto La Cruz 
Guere (Crude Waxing) ... Puerto La Cruz 
Jusepin Caripito .... 
Lagomar 
Lagunillas 
Lagunillas Heavy 
Lagunillas 
Lagunillas 


Gravity 


Lagunillas} 
.....-Bajo Grande 
Cabimas (Jetty); . 
Cardon Pit ; 
Rae Pregras .......... 
ardon Sree ed 
Coloncha; 


Wwe NNNMANN 
ws 
wv 


Cardon ........ 
Las Piedras/Amuay 3 
eh. ee About 15/16 
Lagunillas+ 2 About 15/16 
Amuay 7 7 . 245-249 . 
Puerto La Craz ...:....2,5 24.0-24.4 
Cardon SI Ae - 29.5 
Las Piedras .... 
Palmarejot 
Puerto La Cruz 
Puerto La Cruz 
... Puerto La Cruz 
..San Lorenzoy . 
Caripito 
Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 
Cardon ... : - 
Capure (Pedernales)+ 
Caripito 
Puerto La Cruz 
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Paconsib 
Pedernales 
Quiriquire 
Rincon 
Santa Rosa 
Stabilized Condensate. . 
San Joaquin 
San Joaquin 
Santa Barbara 
Oficina Blend 
Taparito 
Tarra 
J 3 
Temblador 
Temblador 
Tia Juana Light .. Amuay 
Tia Juana Medium .... Amuay 
Tia Juana 102 L.P. ......Amuay ... 
Tia Juana Heavy ........ La Salina 
Tia Juana Extra Heavy ..Las Piedras 
Tigre . Puerto La Cruz . 
| ee 5-16. 1.70@ 
Differential per 2 degree gravity: @2¢ bbl. *2.5¢ bbl. A3¢ bbl. 3.5¢ bbl. xDifferential 
applies for each full 1 degree gravity above 41.0 and for each full 2 degree gravity below 41.4. 
+Shallow draft only. 
@Deepwater mooring. #Also available at La Salina at 3¢ bbl. less. tAlso available FOB 
Puerto La Cruz. 
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3.04 
Flat 3.10 
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. Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 


About 47/48 


Nor 


nad . 
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Puerto La Cruz 
La Piedras 


wv 


Colonchat+ 
Boca de Uracoajt . 
Caripito 


wn 


2.08@ 
1.80 


996% 
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MIDDLE EAST 


Prices are per bbl. of 42 U.S. gals., exclusive (Iranian Branch), Iran Calif., Gulf Int'l, 
of local port or other governmental charges, Mobil Overseas, Texaco (Iran), Am. Indepen- 
sales taxes, etc., if any; FOB loading port in- dent, Iran Atlantic, Richfield Iran, Signal 
dicated, for gravities shown ; 2¢ per bbl. differ- Int’l, Sohio-Iran, Tide Water-Iran, Hancock 
ential per degree of gravity applies for below Int’l, Pac. Western-Iran, San Jacinto East- 
and above those shown. ern, N.I.0.C. 


Iranian Light (ex Abadan) 34-34.9 1.86 
BP Trading, Esso Export, CFP (Iranian 
Branch), Shell Pet., Gulf Int’l, Iran Calif., 
Mobil Overseas, Texaco (Iran), Iran Atlantic, 
Richfield Iran, Sohio-Iran, Tide Water-'ran, 
Hancock Int’l, Pac. Western-Iran, San Jacinto 
Eastern, Signal Int’l, Am. Independent. 


Persian Gulf 
Crude 


Arabian (ex Rastanura) 
Esso Export, Mobil Overseas 36-36.9 $1.97 
M. E. Crude Sales 34-34.9 1.93 


Basrah, Iraq (ex Fao, Traq) 
BP Trading, CFP, Mobil Over- 
seas 36-36.9 
Shell Pet 35-3°.9 
Esso Export 32-32.9 


Iranian (ex Bandar Mashur) 34-34.9 
BP Trading, Esso Export, Shell Pet., 


Gravity Price 


Iranian Heavy (ex Abadan 31-31.9 1.67 
BP Trading, CFP (Iranian Branch), Shell 
Pet., Iran Calif., Mobil Overseas, Tide Water- 
Iran, Pac. Western-Iran, Texaco (Iran), Iran 
Atlantic, Sohio-Iran, Signal Int’l, Am. Inde- 
pendent, Richfield Iran, Gulf Int'l, San Jacin- 
to Eastern. 
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MIDDLE EAST (cont.) 

Kuwait (ex Mina-al-Ahmadi) .81-31.9 1.72 
BP Trading, Gulf Explor., Mobil Overseas. 
Quatar (ex Said) 
BP Trading, CFP, Shell Pet. 40-40.9 2.08 
Mobil Overseas .. .389-39.9 2.06 
Esso Export 36-36.9 2.00 
Eastern Mediterranean 
Crude Gravity Price 
Arabian (ex Sidon, Lebanon) 
Esso Export, Mobi] Overseas § | 
M. E. Crude Sales 34-34. A 

Iraq (ex Tripoli, Lebanon/Banias, 
Syria) 36-36.9 2.46 
BP Trading, CFP, Esso Export, Mobil Over- 
seas, Shell Pet. 


FAR EAST 
Price is in U.S. dollars per bbl. of 42 U.S. 
gal., FOB Lutong, Sarawak, as posted by 
Sarawak Oilfields Ltd., ex local port or other 
government charges, for crude within gravity 
range stated, loaded in full cargo lots. 
Seria Light, 37-38 API $2.60 


Canadian Crude Prices 


Postings of Imperial Oil Ltd. Prices are in 
Canadian dollars per bbl. of 35 Imp. gal. 


Alberta 

Acheson/Stony Plain D-2, D-3, L.C. 
Armisie L.C. alee, Sa 4 
Battle Viking 

Duhamel D-2, D-3 

Excelsior D-2 ; 
Fairydell D-2, D-3 .. + 
Fenn-Big Valley D-2, D-3 
Golden Spike D-2, D-3 .. 
Joarcam-North Viking .. 
Joarcam-South Viking 
Joffre Viking ’ 
Leduc-Woodbend D-2, D-3 
Malmo D-2, L.C. . ; 
Malmo D-3 

New Norway D-2 

New Norway D-3 

Peavey Viking, L.C. 
Pembina Cardium 

Redwater D-3 

Sturgeon Lake D-3 

Sundre 

Westward Ho 


Manitoba 
Daly area-Mississippian ...... 
East Cromer (Daly)-Mississippian 


Virden area-Mississippian 
Woodnorth-Mississippian 
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Ontario 

Oil Springs Receiving Station 
Sarnia by t.w. or t.c. ‘ 
12th Line Receiving Station 
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Saskatchewan 

Alida-Mission Canyon 
Eureka-Viking 
Frobisher-Mission Canyon 
Nottingham-Mission Canyon 
Smiley-Viking 
Steelman-Mission Canyon 


na 
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Turner Valley (Alta) Crude: Prices FOB pro- 
ducers tankage, begin with 3 9 grav. at 
$2,665 with 2¢ differential per deg. of grav. 
to 64 & over at $3,285. ‘ 





NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 


Oct. 15 16.50 12.79 
Month ago 16.46 12.84 
Year ago 16.01 12.52 

Dealer index is an average of dealer tank 
wagon prices ex tax in 50 cities. 

Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or terminals: 
Oklahoma, Chicago District, Minneapolis- 
St. Paul, Western Pennsylvania, California, 
Philadelphia, Jacksonville, Boston, and Gulf 
Coast. 








E] STATISTICS 


Gasoline Consumption by States, June 1956 


(American Petroleum Institute figures) y 
-—-6 Months Ending With— 


Tax Rate} — ———__—_———-Month of——————_—_—_-_-~ 
June May 1956 June 1956 June 1955 June 1956 June 1955 
y Gallons zallons Gallons Gallons 


Alabama ; Sediewem ds Newt vee ace , 77,978,000 80,765 ,000 69,621,000 442,985,000 
BOOM... ....s : : ee oa 32,463,000 35,778,000 31,155,000 
48 ,842,000 48,617,000 48 ,020 ,000 

468 , 363 ,000 492,731,000 524,752,000 

54,631,000 63 , 523,000 58 , 702,000 

60,934,000 64,976,000 63 , 762,000 

14,061,000 15,065 , 000 12,980,000 75, "720, 000 
16,811,000 17,083,000 17,272,000 102/039; 000 
124,081,000 130,077,000 108 , 507,000 786,943,000 
101,419,000 106,677, 000 97,991,000 

22,444,000 24,068 , 000 24,524,000 
268 ,912,000 278 , 864,000 252,743,000 

162,834,000 a " 150,582,000 

112,586,000 

93,815,000 

75,931,000 

75,104,000 

25,528,000 

73,209,000 

109 , 436 ,000 

216,111,000 

118,000,000 

57,014,000 
143,550,000 

25,467,000 

53,304,000 60,495,000 

10,919,000 13,221,000 

14,911,000 17,696,000 

159 , 232,000 169,178,000 


os nt 

District of Columbia. 
Florida..... 
Georgia. 

Idaho... 

Illinois. . 

Indiana. 


e\ 


Kansas. 
Kentucky 
Louisiana 


ARPRAISYARAARIIVIAHRARBARNMARAMONAI 


New Hampshire 
New Jersey 
New Mexico 


118; 101, 000 
32,324,000 
265,928,000 
85,134,000 
55, 796 , 000 


North Carolina. . 
North Dakota 
Ohio.. 

Oklahoma 
Oregon. 
Pennsylvania. 
Rhode Island 
South Carolina 
South Dakota.... 


252/578 ,000 

22895 ,000 19,149,000 

61,768 ,000 54,574,000 

34,120,000 30,464,000 

97,345 ,000 89,964,000 
t 403 ,330 ,000 413, 200,000 

25,080,000 30,170,000 : "142; 072, 000 

10,415,000 ‘ 12,361,000 55,464,000 
1087571, 000 . ° » ’ 602,178,000 

84,569,000 . 5 77,673,000 449 ,668 ,000 

40,873 ,000 : 44,000,000 230 ,922 ,000 
116,540,000 ay : 121,867,000 580,022,000 574, "871,000 
13,509,000 17,647,000 16,892,000 73,628 ,000 71,295,000 


Total 48 States and D. of C....... 5, 007,470,000 , 262,772,000 4,955, 980,000 27, 387,024,000 26 210,642,000 
Daily Average... .. err 161,531,000 175 , 426,000 165,199,000 150,478,000 144,810,000 


we 


EN 


Washington....... 
West Virginia. . 
Wisconsin 
Wyoming. 


AAAAAMNANYNIAWLRAMRAAMAILRA]T SD 





Change from previous year: : ota 
Total change... 4 +806 , 792,000 +1,176, 382,000 
Percentage change in Daily Average. IE Rt A ee % +3.91% 


+These are State tax rates per gallon. In addition there is the Federa] Tax of Two cents (2¢) per gallon. 
*Consumption figures for California subsequent to December I. 1955 are not entirely comparable with previous periods due to exclusion of Jet Fuel, the quantities 


of which are not available currently nor prior to December 1, 1954 





d-18.90 H d-28.90 


. : *,° Memphis, Tenn. ® 
Gasoline Prices for 54 U.S. Cities — Msmptis: Ter ~ 1190 27.90 
Dealer tank wagon and retail prices for regular-grade (housebrand) Cleveland, Ohio ..... . 21.40 29.40 
Cincinnati, Ohio. .. « 21.40 29.40 


gasoline in 54 representative U. S. cities on Oct. 1 compiled by ‘ y 
National Petroleum News are shown below. Figures are in ¢ per Indianapolis, Ind. . 21.90 ‘ 28.90 
gal.; (i) and (d) indicate increase or decrease as compared with Chicago, Til. cyesete Rie _ 23.20 : 32.00# 
Sept. 1. Tax column includes only motor fuel taxes levied as such. Detroit, Mich. . ; i-23.40 J 33.20# 
State and/or local sales taxes, where applicable to motor fuel, are Milwaukee, Wisc. ... : _ 23.90 : 32.90 
included in service station (tax included) prices at points marked Twin Cities, Minn, ..._ i-15. 1-20.40 . i-28.40 
with # sign. Fargo, N. D. ... ‘ 21.90 ‘ 30.90 
; Service Tax Service Huron, S. D. ' i 23.30 t 31.30 
Dir.T.W. Station (incl. 3¢ Station Omaha. Neb i-18. 21.90 30.90 
(ex tax) (ex tax) federal) — (incl. tax) Des Moines. la 13.90 22.90 
Average U. S. i-16.40 = i-21.74 8.79 i-30.62 gg d-20.30 4-27.30 
Portland, Me. i-15.40 _i-20.90 10.00 —_i-30.90 Wihin. Mens... ‘ d-15.90 : 4-23.90 
Manchester, N. H. d-15.40 20.90 ’ 28.90 Tulsa, Okla. | 21.40 30.90 
Burlington, Vt. 18.00 24.30 a 32.80 Spo wor ag ae 21.40 : 30.90 
Boston, Mass. 15.60 20.90 28.90 Sew Orleees. Le. .... : 22.50 32.50 
Providence, R. I. 15.60 20.90 27.90 in ae 5. i-20.80 ( 1-28.80 
Hartford, Conn. 15.60 20.90 29.90 Houten, Tex. ..... 3.40  d-17.90 ’ 4-25.90 
Buffalo, N. Y. 17.10 1-24.30 . i-31.50# Albuquerque, N. M. 1790 24.50 34.00 
New York, N. Y. 16.50 d-24.60 d-32.40# Denver, Colo. ....... 14.50 19.90 r 28.90 
Newark, N. J. 14.90 19.90 26.90 Cheyenne, Wyo. .... i-17.90  i-24.50 . i-33.50 
Philadelphia, Pa. 14.60 18.90 R 27.90 Great Falls, Mont. ... 19.00 26.00 36.00 
Wilmington, Del. 16.10 20.90 i 28.90 Boise, Idaho 19.20 i-24.40 \ i-33.40 
Baltimore, Md. _ 15.70 22.20 31.20 Salt Lake City, Utah . 17.70 23.60 J 31.60 
Washington, D. C. 16.20 21.90 } 30.90 Reno, Nev. 19.30 25.50 34.50 
Charleston, W. Va. 16.30 23.90 9.00 32.90 Phoenix, oR es 18.10 21.90 29.90 
oo Va. 15.80 22.90 9.00 31.90 Los Angeles, Calif. . 16.40 d-18.90 . d-27.90 
Cc arlotte, N. C. i-16.30 i-21.90 10.00 i-31.90 San Francisco, Calif. 16.90  d-20.90 d-29.90 
Charleston, S. C. 15.40 22.80 10.00 32.80 Portland, Ore. ... 17.40 22.90 31.90 
Atlanta, Ga. d-15.25  d-21.30 9,50  d-31.90 Seattle, Wash. ....-.. 17.50 22.40 9.50 31.90 
Jacksonville, Fla. 16.60 21.60 10.00 31.60 Spokane, Wash. 19.70 ~—- 25.40 9.50 34.90 
Birmingham, Ala. i-16.90 —i-21.90 *11.00 —_—i-32.90 , Sigs , ; - fs bs 
Jackson, Miss. 17.00 22.00 10.00 33.10# *Includes 1¢ city tax. **Includes 0.5¢ city tax. 
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Lyon Make them wonder what the devil you’re up to 


Take off Your Hat and Charge 


THE QUICKEST Way to score for your 
team, a young freshman football 


guard decided one day at Texas A&M 
College in the early 1920's, is first to 


analyze your Opponent carefully, 
studying his strong points and weak 
spots. Then, take off your hat, bow 
your head, and charge like hell. 

E. H. (for Emile Hubert) Lyon be- 
lieves so firmly in that philosophy he 
developed that he’s been following 
it ever since. As head of Phillips 
Petroleum Co.’s entire marketing oper- 
ation, the 5-ft. 10'2-in., 168-lb. Lyon 
still studies a_ situation carefully. 
When he does move, it’s full steam 
ahead and competitors beware, though 
it’s no longer so literal as it was when 
he played football without protective 
headgear. He just told his coach, Dana 
X. Bible, “The damn thing gets in my 
way.” 

Despite the bare-headed linebuck- 
ing, Lyon lasted only long enough at 
A&M to pick up the nickname “Ted.” 
His teammates, wincing at what they 
considered the feminine sound of 
Emile Hubert, called him Ted after 
Ted Lyons, the White Sox pitcher. 

After his freshman year, Lyon’s 
teachers disagreed with his opinion 
that he knew more than all of them 
put together. So he gave up the pur- 
suit of education (despite an ambi- 
tion to be a surgeon that he still 
feels) and joined the oil industry. 


The Iron Barrel—Lyon worked first 
for the old Pierce Petroleum Co. as 
a tank car inspector, then was given 
the title of “iron barrel inspector.” 
This meant keeping up with some 15,- 
000 to 20,000 barrels the company 
used for its products. “What a job that 
was,” Lyon recalls. “That should have 
discouraged me from having anything 
more to do with the oil industry 
right then and there, but I’m still 
here.” 

Lyon was working for Pierce in El 
Paso a couple of years after Phillips 
started marketing when he decided 
he’d like to be a Phillips salesman. He 
sat down and wrote Art Hughes of 
Phillips that he’d heard the company 
was moving fast and undoubtedly 
needed his talents. 

“I waited and waited for Art to 
answer my letter,” Lyon laughingly 
recalls now, “but he never did. As 
you might imagine, my ego was deeply 
hurt.” Shortly afterward, however, 
Hughes turned up in El Paso on other 
business and a mutual friend managed 
to get the two together. 

Hughes later said the conversation 
went something like this, with Lyon 
doing all the talking: “Mr. Hughes, 
my name is Ted Lyon. I wrote you a 
letter asking for a job a few weeks 
ago. You know, I didn’t like the way 
you answered that letter. But I’ve 
been thinking it over. I believe I'll 
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go to work for you anyway.” 

Lyon now says it didn’t quite go 
that way, but whatever approach he 
used, it appealed to Hughes, and he 
was hired. He moved steadily up the 
Phillips marketing ladder, and at 27 
was the youngest division manager 
that Phillip has ever had. 

Showmanship— Nowadays, Lyonhas 
a trace of gray in his sandy hair. But 
he and his lieutenants still keep things 
popping with a flair for what he calls 
“showmanship.” Catch one of those 
grand openings Phillips has when it 
moves into a new area, and you'll see 
what Lyon means when he says, 
“Showmanship has as much to do 
with successful selling as anything 
else.” Right in the great big middle of 
all the clowns, searchlights, sound 
trucks and gay decorations, you'll 
often find Lyon himself. 

To his way of thinking, you have 
to attract customers before you can 
sell them. The way to do that is 
“make them wonder just what the 
devil you are up to.” 

Getting the customers to attract 
in the first place means keeping a 
jump ahead of the competition for 
Lyon, especially in jobber relations. 
“The jobber is the most important 
man we have in our marketing pic- 
ture,” he says. “For the past few years 
we have been going the jobber route 
almost exclusively . . . There is just 
no substitute for the local marketer.” 

White Faces—When he’s not out 
rounding up new jobbers or getting in 
on a grand opening, Lyon spends all 
the time he can at his 700-acre ranch 
outside of Bartlesville. Amitting it’s 
“one of my many weaknesses,” Lyon 
says the ranch is far from just a 
hobby. “If anybody doesn’t believe 
me and wants to buy a few white- 
faced cattle, have them call me col- 
lect. The cattle market hasn’t been so 
good lately.” 

He and his wife (they have no chil- 
dren) have a home in Bartlesville, 
where they live when not at the ranch. 
Lyon spends roughly 25% of his time 
on the road. 

What he considers another weak- 
ness is his inability to sleep late. Usu- 
ally up by 5 a.m. each morning, he’s 
in his office by 7 or 7.30 when in 
town. His “average day” ends about 
11 hours later. 

Lyon’s competitors should stop and 
wonder what he’s doing during those 
“normal” 11-hour days. Chances are 
he’s spending part of his time study- 
ing reports about others. Looking for 
weaknesses in the defense, he’s always 
ready to take off his hat, bow his 
head, and take off after them. a 

(Please turn the page) 
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Guzzo: duty bound 


Gulf's Challenger 


C. J. (FoR CHARLES JOHN) Guzzo, 
the man who sold Gulf on marketing, 
believes in meeting the challenge of 
a job (see p115). “When people don’t 
accept a challenge,” he says, “it’s 
the fault of the people who give it to 
em.” 

Gulf men say they like Guzzo’s 
kind of challenge, and he himself 
admits, “I’ve never found any dif- 
ficulty getting people to accept it.” 

This challenger was born in Alex- 
andria, La., 59 years ago and worked 
his way up through the Gulf organi- 
zation in the South: clerk in Alex- 
andria, agent at Lockport, La.; 
Camden, Ark.; Greenville, Miss.; 
Knoxville, Tenn.; then as state man- 
ager in Nashville, finally going to 
New Orleans, where he became divi- 
sion manager in 1949. He became head 
of Gulf’s domestic marketing in 1954. 

Soft but Strong—Guzzo still speaks 
with a Southern accent, in a voice 
whose definiteness belies its soft tone. 
In public speaking, however, his voice 
is stronger, forceful and quicker; he 
believes so obviously in what he’s say- 
ing that it’s easy to understand why 
his associates regard him as an in- 
spirational talker. 

One of them says, “If Mr. Guzzo 
were independently wealthy, he’d still 
be doing what he does now. He’s 
always working. And when he works, 

dignity of being a vice president 

‘t get in his way.” 
7z0’s love for his job led this 
rker to guess he’d stay in the 
ndustry as a consultant when 
otires at 65. Retirement is some- 
ig Guzzo doesn’t like to think 
about, but he says jokingly that when 
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it comes, he might always buy a 
couple of stations and become a 
jobber. 

Civic Duty—Wherever he _ goes, 
Guzzo will undoubtedly be an active 
citizen. “I’ve always felt you’re duty 
bound to help the community in which 
you reside,” he says. In Pittsburgh 
he’s on the board of the Light Opera, 
the Health Federation and the Cham- 
ber of Commerce; when he left New 
Orleans, he was presented with a 
plaque expressing the esteem of nine 
civic and industry organizations. 

A clue to Guzzo’s effect on Gulf 
may be a belief that modernization 
doesn’t have to upset tradition com- 
pletely. When he was responsible for 
providing new division offices in New 
Orleans, he leased the Elks Club 
building for 50 years, gutted it and 
rebuilt it to modernize it thoroughly 
on the inside but “preserve the New 
Orleans architectural concept” on the 
outside. 

Another key to Guzzo’s thinking 
is his belief in the well-rounded sales- 
man. He likes to tell about the sales 
engineer who asked him why he should 
learn driveway operations. “You want 
to be a damn engineer all your life?” 
Guzzo asked him. “Don’t you want to 
be a businessman, to expand?” Look- 
ing at it that way, the engineer decided 
he did want to expand. 

Guzzo has a reputation as a good 
listener, as well as that of a man 
who can take disagreement. He makes 
sure that every point raised at a 
committee meeting is fully discussed. 
But after he listens, he acts, and 
when there’s a committee deadlock, 
he’s the one who pushes for decisions. 

Liking people is Guzzo’s first re- 
quirement in a salesman, and _ his 
own liking for people is reflected even 
in his reading: he used to specialize 
in biographies. “I’ve read everything 
I could get my hands on about Abe 
Lincoln,” he says. “But I haven’t had 
much time for books since I came to 
Pittsburgh.” 

Now Guzzo’s reading, which he 
calls his biggest recreation, sticks 
pretty much to trade magazines, U. S. 
News & World Report, and Fortune. 
He used to play golf, but says, “I 
began to get worse and gave it up be- 
cause of that. And I had no time.” 
Now, he’s toying with the idea of 
taking the game up again. 

Guzzo is married to the former 
Nellie Elliott, whom he met during 
his 12-year stint in Knoxville. They 
have two daughters; the younger, 
Charnelle, is a student at Briarcliff 
College in New York. The older, Mrs. 
John D. Wilson, has presented the 
Guzzos with two grandchildren. & 


MacDonald: It started with horses 


From the Ground Floor 


ROGER MacDOoNALD, new president of 
the Colorado Petroleum Marketers 
Assn., broke into the oil business 
March 25, 1911, at Cripple Creek, 
the famous Colorado mining camp. 

That was in the days of the horse- 
drawn vehicle. MacDonald began as 
a combination warehouseman, book- 
keeper and tank wagon driver—“with 
a fine team of horses’—for Conti- 
nental Oil Co. 

The tank wagon carried 400 gal. 
“and nearly all of our business was 
kerosine. I can remember a price war 
we had at Cripple Creek when we gave 
five gal. of gasoline free with each 
five gal. of kerosine that was bought.” 

His job included selling candles 
to miners—“we sold 24 carloads in 
one year.” Miners used them for illu- 
mination in the shafts and for their 
caps. 

Early Bird—In 1916, MacDonald 
became Conoco district superintendent 
at Cripple Creek. Only 21 years old, 
“I was the youngest district superin- 
tendent they had.” 

He was later transferred to Colo- 
rado Springs and then in 1922 to 
Casper, Wyo., as district superintend- 
ent. When Conoco and Marland Oil 
Co. merged in 1929, MacDonald was 
promoted to superintendent in charge 
of service stations in Colorado and 
Wyoming. Later he advanced to assis- 
tant division manager in charge of 
operations for Conoco. He held that 
post until he left Conoco in 1937 to 
become secretary-treasurer of Bennet 
Oil Co., Socony Mobil jobber in 
Denver. He has held that office ever 
since. 

MacDonald was a charter member 
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LUBEROOM of the MONTH 


» PPS PPPECUE TOTS 
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Pa ee for 
Shure installation at Cliff and Paul's 
Meblville Shell Station, Mehlville, Mo. 


This 26 ft. long by 9-ft. high Shure unit sells more gasoline, oil, and TBA items, too. 
WITH SHURE MERCHANDISING FIXTURES 


Every square foot of space sells 


more service...more gas and oil 


Shure engineers are currently designing and manufacturing selling-fixtures that bring 
in greater sales and profits to many of America's leading oil companies. 


Your stations, too, will sell more home, garden, do-it-yourself, TBA items AND MORE 
GAS AND OIL when they're planned right with Shure-built interiors. 


Write for folder showing full line and suggested 
arrangements for sales-room and lube-room. 


ure 


MANUFACTURING CORPORATION 


1601 S. HANLEY RD. « ST. LOUIS 17, MO. 
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AROLUBE 
LINE 


steps up lube profits everywhere! 


AL-207 PUMP 


Warranted for 3 Years or 
10,000 lube jobs . . . because 
it’s so advanced in design 
and performance! ARO war- 
rants the AL-207 Air Motor 
to be free from defects in 
workmanship and materials 
for 10,000 fie jobs or 3 
years, whichever occurs first, 
from date of purchase! 


THE ARO EQUIPMENT CORPORATION 
Bryan and Cleveland, Ohio 
Aro of California, 3141 S. Grand Ave., Los Angeles 7, Calif. 
Aro Equipment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 


LUBRICATING 
QUIPMENT 


LUBE EQUIPMENT 
Also... Air Tools... Aircraft 
Products ... Grease Fittings 





ert = . 


This exciting new Arolube line is today’s top moneymaker in 
lube service . . . with trend-setting styling and world-beating 
performance! Powered by the famous AL-207 Pump... not a 
single failure in 12,260 grease jobs during tests ranging from torrid 
heat to frigid cold. Uses less air and fewer strokes to pump more 
lubricant! Arolube features add up to more sales, more profit for 
you, with big savings in operating costs! See your Automotive 
Wholesaler. 


NEW “DRUM KLEEN’ FOLLOWER 
e « « gets out all the grease! 


ARO’s “Drum Kleen’ Follower used with 

AL-207 Pump does a fast, clean, thorough job 

. .. handles heavy greases easily at low tem- 
peratures ... ends messy hand trans- 
ferring! Its flexible edge flexes over 
dents, ribs or ring indentations .. . 
keeps out dust, dirt, contamination 
. . . while assisting in removing all 
the grease—right down to the bot- 
tom of the drum. See it now! 
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and director of the Colorado Petro- 
leum Marketers’ Assn., organized two 
years ago. “We're making fine progress 
and our association is going to go a 
long way in helping jobbers meet their 
day-to-day problems,” he says. 

A married man, with a married 
daughter, MacDonald was born in 
1894, the third of five boys. When he 
was five the family moved from Cald- 
well, Idaho, to Cripple Creek, where 
MacDonald peddled newspapers be- 
fore getting his first oil job. 

Keeping Busy—MacDonald’s ener- 
gies aren’t confined to the petroleum 
industry. He’s active in Kiwanis In- 
ternational, is a past president of the 
Denver Kiwanis Club and was lieu- 
tenant governor of the Denver division 
in 1953. In both Denver and Casper 
he’s been active in Community Chest 
and Red Cross, among other charita- 
ble organizations. At Casper he was 
deputy commissioner of the Boy 
Scouts. A member of the Masonic 
Lodge, Rocky Mountain Consistory 
No. 2 and El Jebel Shrine, Mac- 
Donald is also a member of the Petro- 
leum Club of Denver, Denver Ath- 
letic Club and Aviation Country 
Club. 





Setzer: Thanks for the privilege 


Prize Pennsylvanian 


“AN OIL JOBBER should be active in 
civic affairs. In that way he pays rent 
to the community for the privilege of 
running a successful business.” 

That’s the business philosophy that 
Larry Setzer, Richfield Oil Co. jobber 
in the area of Harrisburg, Pa., lives 
by. He began to practice it on a state- 
wide level about 11 years ago by get- 
ting other oil men interested in a trade 
association that today is Pennsylvania 
Petroleum Assn. He did more that 
organize the group; he was president 
for three terms and has served on the 
board from the first. 
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In the eyes of his fellow jobbers in 
PPA, such activity makes Setzer the 
Keystone State’s “Oil Man of the 
Year.” The award went to Setzer at 
the annual fall PPA meeting at 
Pocono Manor. The first such award 
to be made by PPA, it will become a 
feature of the future fall sessions, 
going to any person in oil marketing 
who has made a vital contribution to 
the welfare of the jobber segment of 
the industry. 

Setzer, top man at Setzer Petroleum 
Corp., Camp Hill, has more to add to 
his business philosophy. “A jobber 
should do this civic work without hurt- 
ing his own business. As for me, I 
want to be active in civic affairs, so I 
find time to fit them in.” 

Pennsylvania’s oil man of the year 
has made this thinking pay out. His 
concern pumps more than 3-million 
gal. of product through its 175,000- 
gal.-capacity bulk plant, with gasoline 
going to 30 station accounts and heat- 
ing oil to about 1,500 home accounts. 
The operation gives employment to 15 
people who man the office force and 
drive a truck fleet that includes four 
retail heating oil trucks, two gasoline 
tank trucks and two burner service 
vehicles. 

In addition to his own business and 
PPA affairs, Setzer is interested in a 
local Kiwanis Club, acts as a director 
of a YMCA, sits on the board of a 
local bank, is a trustee of a Harrisburg 
church (while acting as chairman of 
its building committee, which raised 
$350,000 toward church remodeling) ; 
is an active Mason, belongs to an 
American Legion post and is local 
Oil Industry Information Committee 
chairman as well as local Oil Progress 
Week chairman. He is also active in 
Community Chest and Red Cross 
drives. 

A native of Scranton, Pa., Setzer 
started in the oil business in 1919. He 
joined Peerless Oil Co., a _private- 
brand operator in Pennsyvania and a 
Tidewater jobber in New Jersey, short- 
ly after he hung up his Navy uniform 
after World War I. He was service 
station supervisor for Peerless in New 
Jersey in 1929, when Richfield Oil 
bought out the jobbership, and he 
continued with Richfield in the same 
job. By 1933, Setzer was regional 
transportation manager attached to 
Richfield’s Harrisburg office, and four 
years later, when Richfield switched 
from direct operation to jobber opera- 
tion in that area, Setzer went into 
business for himself as a Richfield 
jobber. 8 


For a review of the Pennsylvania 
marketers’ meeting, see page 167 














Marshall: After Who’s Who, destiny 


Selling Engineer 


THERE’S A GOOD REASON why W. E. 
Marshall, Jr., new president of the 
National Assn. of Oil Equipment Job- 
bers, is so bullish about the associa- 
tion’s Management Institute starting 
Nov. 1, at Georgia Tech. He finds 
good business management is often 
contrary to the way he learned about 
it when he was an engineering stu- 
dent. 

Marshall thinks the three-day In- 
stitute course is just what equipment 
jobbers need. He credits L. T. White 
of Cities Service for the original in- 
spiration. 

Maybe you could tag Ed Marshall 
as a New Southerner. At any rate he’s 
typical of the new generation of 
Atlanta businessmen. Now in his mid- 
thirties, he gives an impression of 
lean, efficient energy. 

He went to Georgia Tech with the 
intention of specializing in electrical 
engineering, largely due to the ex- 
ample of his father, who was a radio 
engineer. But a man who gets elected 
president of the  Inter-Fraternity 
Council and is picked for Who’s Who 
Among Students of American Colleges 
is naturally destined to wind up as a 
salesman. 

That’s what happened to Ed Mar- 
shall, after a brief contact with strict- 
ly engineering pursuits, and a period 
as personnel director for an Atlanta 
paper manufacturer. Nine years ago 
he was brought into the Equipment 
Sales Co., to form a sales department. 

Now he’s vice president and sales 
manager of a business he insists was 
built on service. “We never offer any- 
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thing for sale without first arranging 
for a stock of parts, and for service,” 
he says. 

Marshall’s initials, W. E., stand for 
Wirt Edwin. Wirt is a family name, 
but it’s unusual and needs explaining, 
so Marshall long since adopted the 
more convenient “Ed”. He’s married 
and has two sons, 14 and 5, and a two- 
year-old daughter. 

Besides promoting the NAOEJ 
Management Institute, Marshall’s out- 
side activities include the Kiwanis 
Club and the Quarterback Club. i. | 


Briefs... 


John H. Hall has been appointed 
general manager of the head office 
marketing department for Shell Oil 
Co. In this newly created post, he 
will guide and co-ordinate the man- 
agement of the head office and San 
Francisco office marketing depart- 
ments. Succeeding Hall as division 
manager of the Ohio marketing area 
is Norman H. Miles, who was assist- 
ant sales manager for Shell’s midwest 
territory. 

F. H. Stoub, formerly assistant 
sales manager, East Coast, is now on 
special assignment. Harold S. Eustis, 
sales manager of the Baltimore divi- 
ion, succeeds Stoub. 

Another Shell announcement re- 
ports that Edwin D. Maxfield has been 
named commercial division manager 
of the aviation department of the head 
office. In this new position, he'll co- 
ordinate Shell’s sales to airlines, avia- 
tion manufacturers and airports. 


e 
Lyndon B. Jennings, Highland Oil 
Co., Tullahoma, Tenn., is in a good 
position to keep abreast of state legis- 
lation affecting oil marketers. He’s 
been elected to the state senate, repre- 
senting Bedford, Coffee and Moore 
counties. His recent term as president 
of the Tennessee Oil Men’s Assn. was 
good training for the job. 
e 
Robert A. Chidsey, operations 
manager for the Denver division of 
Carter Oil Co., has been appointed ex- 
ecutive chairman for the Colorado Oil 
Industry Information Committee. 


e 
Robert H. Scholl, vice president of 
Esso Standard Oil Co., has been ap- 
pointed Petroleum Industry Fund- 
Raising Chairman for the New York 
State Citizens Committee for the Pub- 
lic Schools, a non-profit organization 
formed in 1952. 
e 
Two new directors of Esso Export 
Corp. are W. A. M. Greeven, deputy 
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After the Move—Behind his desk at new 42nd St. headquarters (see page 96), Socony 
Mobil vice-president Herbert Willetts recalls old times at 26 Broadway. There was 
plenty of tradition down there, says the market chief, but not much space 


coordinator of marketing for the 
parent company, Standard Oil Co. 
(New Jersey), and Eric G. Lindroth. 
Lindroth has returned from two years 
in London to take on his new duties 
as a senior vice president of Esso Ex- 
port and a member of the executive 
committee. 
«& 

Ph. D. has a new meaning for Mrs. 
Edna Stewart. Supervisor of the cen- 
tral records unit in the marketing de- 
partment of Esso Standard Oil Co., 
she was awarded an honorary degree 
of “Doctor of Philes” in celebration 
of her fortieth anniversary with the 
company. Her “Ph”-minded associates 
also presented Mrs. Stewart with a 
citation that ended, “You play second 
phiddle to none as a phinder of phacts 
and phigures.” 

. 

H. W. Dodge, formerly vice presi- 
dent and general sales manager of 
The Texas Co., has joined William 
C. Eberle & Co., oil consultants, as a 
partner. He left Texaco in 1945, and 
served as PAW District 1 director for 
a year. Most recently, he has been 
serving as chief of petroleum on the 
staff of Averell Harriman, governor of 
New York. 


o 

M. S. Hauser, public relations direc- 
tor of Ohio Oil Co., has been elected 
1957 National Chairman of the Oil 
Industry Information Committee. New 
vice chairmen will be: Kerryn King, 
The Texas Co.; Dwight M. Hills, Sin- 
clair Refining Co.; James M. Patter- 
son, Standard Oil Co. (Indiana); Joe 
T. Dickerson, Shell Pipe Line Corp.; 


G. Stewart Brown, Standard Oil Co. 
of California. John S. Cooke was re- 
elected secretary. 
7 
Rear Admiral 
Carl G. Drescher, 
former director of 
the Armed Serv- 
ices Petroleum 
Purchasing Agen- 
cy, has resigned 
to become assist- 
ant director of 
foreign operations 
for Sinclair Oil 
Corp. Drescher 
was ASPPA’s first 
director, in 1948. With service rota- 
tion of the directorship he returned to 
ASPPA again in 1956. Capt. Charles 
A. LaFarge, USN, who has been de- 
puty director, succeeds Drescher. 
e 
Chris Kasperson of Huron, S. D., 
for many years a director of the South 
Dakota Independent Oil Men’s Assn., 
has retired from active participation in 
the oil industry. He recently sold his 
bulk plant to the D-X Sunray Oil Co. 


Drescher 


e 

Max C. Handler, president of the 
National Coal & Oil Co., Detroit, has 
announced the purchase of the Asco 
Oil Co. and the A. T. Allan Coal & 
Oil Co. The merger brings National’s 
total of oil trucks to 22, eight from 
Asco and five from A. T. Allan. 


e 
Walter Harnisch of Harnisch Fuel 
Co., Irvington, has taken over as 
treasurer of Fuel Oil Distributors Assn. 
of New Jersey, filling the unexpired 
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Where 


5,000,000 motorists 


will see an uliramodern Cities Service 
Research Laboratory! 


Yeo here on the New Jersey Turnpike at 
Cranbury, New Jersey, will stand the new Cities 
Service Product Development Research Labora- 
tory ... impressing the millions who pass with 
the ultramodern facilities that assure Cities 
Service quality. 

And from this new laboratory, with its ad- 
vanced equipment to study nuclear energy and 
radioactive tracer techniques, will come a steady 
stream of new and improved products... prod- 
ucts destined to put more “‘firsts’’ beside the 
name Cities Service. 

Yet important as it is, this great research lab- 
oratory is just one part of a giant expansion 





iy gee. a 


program now under way in exploration, produc- 
tion, refining, and marketing. The fact is, 
there’s nowhere that Cities Service isn’t ex- 
panding! 

No wonder sales of Cities Service products 
have soared to an all-time high! No wonder so 
many dealers and distributors are switching 
to Cities Service! 

And you? It would certainly be worth investi- 
gating what the Cities Service expansion pro- 
gram could mean for you. Might turn out to be 
the most profitable thing you ever looked into. 
Write: Cities Service Oil Company, Sixty Wall 
Tower, New York 5, N. Y. 


=D 2 Great Products of 


Ye Da Cities Service Research! 


Used together, Cities Service 5-D 
Gasolene and Motor Oil boost power 
and mileage up to 20% ... and 
they’re doing the same for Cities 
Service sales! 








(CITIES SERVICE 
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EATON FEATURES 


PLANETARY GEAR DESIGN — 


distributes pressure and wear over four planetary 
gears, resulting in lower unit stress, reduced main- 
tenance, longer axle life. 


FORCED-FLOW LUBRICATING SYSTEM — 


supplies positive lubrication to all moving axle parts, 
even at slowest vehicle speeds. 


POSITIVE SHIFT CONTROL — More than Two Million 


provides quick, easy shifts. Drivers use available gear Eaton Axles in Trucks Today! 
ratios—the right ratio for road and load conditions. Ask your truck dealer 
for complete information. 


SELF-CONTAINED AIR BRAKE — 


provides for greater braking efficiency; quicker action, 
quicker release; quick, easy reline. Available on Eaton 


air brake models. 


EXTRA-RUGGED CONSTRUCTION — 2 -SPEED 


eliminates the possibility of harmful distortion or mis- 
alignment under full load, holds maintenance to a ry.) ¢ a — & 
minimum, 
AXLE DIVISION 
EATO Scancnegume gamoany 
CLEVELAND, OHIO 


i _ st PRODUCTS: Sodium Cooled, Poppet, and Free Valvese Tappetse Hydraulic Valve Lifterss Valve Seat Insert.» vet 
Engine Partse Rotor Pumpse Motor Truck Axles» Permanent Mold Gray Iron Castingse Heater Defroster Units» Snap Rings 
Springtitese Spring Washerse Cold Drawn Steel Stampingse Leaf and Coil Springse Dynamatic Drives, Brakes, Dynamometers 
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term of the late Floyd R. Opie, who 
was vice president and general sales 
manager of Fairlie & Wilson Fuel Co., 
Newark. 

e 

Val Dessoy, retail manager of Shell 
Oil Co. of Canada, Ltd., has retired 
after more than 43 years of service 
with the company. J. P. Callum, sales 
manager of the central division, moves 
up to replace Dessoy. 

. 

Harry Jones is the new executive 
secretary of the National Oil Jobbers 
Council succeeding Charles Chapman 
who resigned to take a position with 
the Navy Department. Jones was with 
Skelly Oil Co. from 1929 to 1951 and 
held various positions in the retail and 
wholesale marketing departments. He 
later joined Texoil Equipment, Inc., 
as sales manager. 

« 


Ralph L. Andreas, a veteran of 25 
years in the railroad business, has been 
appointed traffic manager of Standard 
Oil Co. (Indiana), succeeding Lee R. 
Cowles, who is retiring. Elmer C. Pritz 
becomes assistant traffic manager, re- 
placing Robert W. Fyfe. 


J. H. Loudon, 
general managing 
director of Royal 
Dutch Petroleum 
Co. and chair- 
man of the board 
of Shell Carib- 
bean Petroleum 
Co., has been 
elected a member 
of the board of 
directors of the 

Loudon parent Shell Co. 

Another Shell announcement reports 
that E. J. Cowing has been promoted 
to the position of sales manager of the 
Albany division. Replacing him as as- 
sistant sales manager for the New 
York division is V. F. Nightingale, 
formerly district manager of the Tole- 
do, Ohio, district. 

e 


Larry Edwardson has given up his 
job as executive secretary of Better 
Home Heat Council in Connecticut 
because of the workload of his other 
post, executive secretary of the Con- 
necticut Petroleum Assn. 

* 


Gerald L. Auth of Auth Fuels, 
Springfield, Mass., succeeds Saul Sim- 
ons as president of Fuel Oil Council 
of Western Massachusetts. Other 
officers are Reginald K. Swett of Swett 
Bros., vice president; Mae Davis, sec- 


NATIONAL PETROLEUM NEWS Magazine can become 
an attractive permanent part of your business or home li- 
brary. 


These famous Jesse Jones files, especially designed for NA- 
TIONAL PETROLEUM NEWS Magazine keep your copies 
orderly, readily accessible for future reference. Guard 
against soiling, tearing, wear or misplacement of copies. 


Each Jesse Jones file will keep 1 year’s copies of National 
No irritating wires to handle—allows any copy to be removed. 


These durable files (will support 150 Ibs) come in a rich Red 
& Black Kivar cover. Looks and feels like leather and it’s 
washable. The 16-carat gold lettering makes it a fit compan- 
ion for most costly binding. 


Reasonably priced too. Only $2.50 each, 3 for $7.00, 6 for 
$13.00, POSTPAID. Add $1.00 postage for orders outside 
U.S. Satisfaction unconditionally guaranteed or your money 
back. 


For prompt shipment of these attractive files, use coupon 


Jesse Jones Box Corporation, Dept. N.P. (Est. 1843), P. 0. Box 5120, Philadelphia 41, Penna. 


Please send me, postpaid, National Petroleum News files. | enclose 
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and Fuel Co., treasurer; and Mrs. 
Helen Chouinard, assistant treasurer. 
The group is considering changing its 
name to Oil Heat Council of Western 
Massachusetts. 
e 

Hollis L. Farrow, a 20-year veteran 
in the oil heating business, is a new 
member of the education department 
of Oil-Heat Institute of New England. 
As assistant to Ivan C. Sutherland, 





department director, he is supervising 
OHI’s annual oil burner schools. The 
move leaves Sutherland free to work 
up an oil-heat school program that 
may be offered next year. 
e 

Carl T. Hellsten, formerly superin- 
tendent of operations and engineering 
for Cities Service Oil Co., has been 
appointed a vice president of Allied 
Maintenance Corp., where he'll put 
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to use his extensive experience in avia- 
tion fuel distribution. 
e 

Carl O. Tongberg has been appoint- 
ed a vice president and director of the 
Carter Oil Co. Charles L. Fleming, 
Jr. succeeds Tongberg as a vice presi- 
dent and director of Esso Research 
and Engineering Co. Both Carter and 
Esso Research are Standard Oil Co. 
(New Jersey) subsidiaries. 

e 

W. W. Bryan, assistant coordinator 
of marketing for Jersey and a director 
of Carter, has been elected vice presi- 
dent in charge of marketing for Carter. 
As top marketing vice president, he 
fills a post that has been vacent in re- 
cent years. His new headquarters are 
in Tulsa. 

* 

Dr. Warren L. Jensen, formerly di- 
rector of the central research division 
of Continental Oil Co., now directs 
the new petroleum products division of 
the development and research depart- 
ment. D’Arcy A. Shock succeeds Jen- 
sen. 
ie 

The Coleman-Lee Oil Co., Rocky 
Mount, S. C., has changed its name to 
the Lee Oil Co., Inc., reflecting John 
R. Lee’s purchase of his partner’s in- 
terest in the firm. Lee, a Richfield job- 
ber, has taken his son into the busi- 
ness. 
* 


Kermit Doolittle, 


owner of the 
Doolittle Oil Co., Webster City, Iowa, 
is a two-state governor of the Kiwanis 
Club. The other state is Nebraska. 


Harold C. Eaton, manager of the 
wax specialities department of the 
Quaker State Oil Refining Corp., has 
retired from the spot he held for 18 
years. William K. Bayer, Jr., assistant 
manager, moves up to replace him. 

e 

W. E. Marshall, Jr., vice president 
and sales manager of Equipment Sales 
Co., Atlanta, has been elected presi- 
dent of the National Association of 
Oil Equipment Jobbers (see p149). 
New vice president is Harry E. Ander- 
sen, president of Northwest Service 
Station Equipment Co., Minneapolis. 
Voted direcors were: Lewis C. Dal- 
ton, vice president of the Southern 
Co., Memphis; Roy Ratcliff, manager 
of the equipment division of Willborn 
Bros. Inc., Amarillo; and Horace R. 
Tuller, president of Tuller Corp., 
Columbus. 
e 

Paul A. Best, former vice president 
of California Crude Sales Co. at Perth 
Amboy, N. J., has transferred to San 
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Francisco as president of the firm. 
The company markets foreign crude 
produced by subsidiaries and affiliates 
of Standard Oil Co. of California. He 
succeeds J. E. Black who has retired. 
W. C. Lane 
succeeds Black in 
his post as man- 
ager of Standard 
of California’s 
foreign trade de- 
partment, moving 
up from assistant 
manager. 
At Standard’s 
Cedar City, Utah, 
office, H. K. Ne- 
well becomes dis- 
trict sales manager. Assistant district 
sales manager at Spokane is now Wil- 
bur H. Haines, Jr. 
& 

Jim Herriott of the Jones-Herriott 
Oil Co., Iowa City, Iowa, was the of- 
ficial host last month to some 1200 
farmers who were guests of the Iowa 
City Chamber of Commerce. Herriott 
is chairman of the agricultural com- 
mittee. 

Another active Iowan is Walter Mc- 
Crory, Belle Plaine. He retired from 
the oil industry two years ago but is 
active in the formation and organiza- 
tion of a county credit association. 
This is in addition to ten other as- 
sociations to his credit. 


* 

Paul “Daffy” Dean, the “other half” 
of the Dean brothers pitching team in 
the days of the St. Louis Cardinals’ 
“Gashouse Gang,” is now a Humble 
Oil & Refining Co. service station deal- 
er in Dallas, Tex. 

e 
Leo D. Welch, 
a director of 
Standard Oil Co. 
(New Jersey), has 
been elected a 
vice president to 
fill the vacancy 
created by the re- 
tirement of Jay 
E. Crane. Crane 
will continue as a 
director and mem- 
ber of the execu- 
tive committee until next May when 
his present term expires. 

Jersey Standard also announced the 
appointment of C. J. Bitzer to a new 
position in the marketing coordination 
department. He will head the depart- 
ment’s new chemical section, in charge 
of world-wide market development 
work in petrochemicals. 

e 


Guy B. Hunter, president of Quaker 
State Oil Refining Corp., has been re- 





| 
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elected president of the National 
Petroleum Assn. Other officers re- 
elected were: Paul R. Beck, Pennsyl- 
vania Refining Corp., first vice presi- 
dent; Rexford S. Blazer, Ashland Oil 
& Refining Co., second vice president; 
Guy B. Hunter, treasurer. 
* 

E. H. “Ted” Strickland, recently re- 
tired district manager of Socony Mobil 
Oil Co., was guest of honor at an oil 
industry testimonial dinner given by 


the Committee of Brooklyn (N. Y.) 
Oil Men. The 33-man committee, spe- 
cially organized for the dinner, was 
headed by Walton S. Gagel of Gulf 
Oil Co., and represented 10 major 
oil companies and numerous inde- 
pendents. 
* 


Edwin D. Maxfield has been named 
to the new post of commercial divi- 


sion manager of the aviation depart- 
ment of Shell Oil Co.’s head office in 
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ONLY PRAIRIE STATES 
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Barge and Tank Car movement of basic commodities 
such as Motor Oils, Alcohols, Glycols, Chemicals 
from producing centers to our Seneca Plant (near 
Chicago), affecting a tremendous saving in freight. 





Ample storage facilities bined with pounding 
and blending equipment for the proper proportioning 
of various products, especially Motor Oils, Anti- 
Freezes, Alcohols and non-corrosive liquids. 
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New York. He'll coordinate Shell’s 
sales to airlines, aviation manufac- 
turers and airports. 

John H. Hall is the new general 
manager of the head office marketing 
department at Shell. Succeeding him as 
division manager of the Ohio market- 
ing area is Norman H. Miles, formerly 
assistant sales manager for Shell’s 
Midwest territory. 

e 

Gordon Duke heads a new organ- 
ization, Red Hill Corp., recently 
granted Maritime Administration ap- 
proval to transfer tankers to foreign 
flags on condition that new tankers 
be built in the United States. Duke 
was Once a Florida jobber and was an 
enthusiastic participant in National 
Oil Jobber Assn. organizational activi- 
ties after World War II. 


© 

Roger O. MacDonald, §secretary- 
treasurer of Bennet Oil Co., Denver, 
was elected president of the Colorado 
Petroleum Marketers’ Assn. (page 
167). He succeeds George Calkins, 
Merchants Oil Co., Denver, who has 
served as president of the association 
since its founding in October, 1954. 

Don Severson of Grand Junction, 
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Build with 
PORCELAIN ENAMEL 
PANELS and SIGNS 


by 


It’s good business to dress up your 
station with National Porcelain En- 
amel Panels and Signs. They can't 
fade, will retain their good looks for 
years, require a minimum of upkeep. 
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Socony Mobil jobber, was elected first 
vice president, James E. Gladney, Bay 
Petroleum Co. jobber in Pueblo, was 
elected second vice president. Sever- 
son and Gladney were also re-elected 
directors, as was Elbert Croswell of 
Fort Morgan, Frontier Refining Co. 
jobber. 

Elected to three-year terms as direc- 
tors were Bill Lee of Arvada, Frontier 
jobber, and Henry Cook of Denver, an 
Indiana Standard jobber. 

® 

The Ohio Oil Co. has announced 
the reorganization of its sales depart- 
ment. The retail sales and jobber sales 
departments have been replaced by a 
single organization headed by M. A. 
Newman. As sales manager he is 
responsible for integrating all direct 
and jobber sales of finished products. 
District managers in Ohio’s five state 
marketing areas directly supervise the 
new set-up. 

C. A. Buechner, formerly retail sales 
manager, is now the manager of the 
real estate development division. His 
job is to coordinate buying and de- 
veloping marketing properties, design 
and engineering of service stations, 
bulk plant construction and remodel- 
ing. E. J. McGarvey, former!y Buech- 
ner’s assistant, is assistant retail man- 
ager responsible for service station 
sales, consumer sales and operation. 

W. T. Kirkbride, jobber sales man- 
ager, is now assistant sales manager 
in charge of refinery sales, technical 
services and jobber sales. K. E. Weick, 
formerly assistant retail sales manager, 
is division specialist for consumer sales 
and C. A. Ballinger, also a former as- 
sistant retail sales manager, is division 
specialist for operations. 

e 

Richard C. Gebhardt, United Manu- 
facturing Co., Erie, Pa., has been 
elected president of the Independent 
Oil Compounders Assn. (page 168). 
Carl V. Maloney, The Universal Mo- 
tor Oil Co., Inc., Wichita, is the new 
vice president and Dan Maurin, Mid- 
West Oil Co., Kansas City, Kansas, 
treasurer. Ralph R. Matthews con- 
tinues on as executive secretary. 

Elected to the board of directors 
were Thomas W. Binford, D-A Lubri- 
cant Co., Indianapolis, and Howard 
R. McCollister, United Oil Corp., 
Omaha. Re-elected to the board were 
H. J. Hlavka, Smith Oil & Refining 
Co., Rockford, IIl., and L. F. Paape, 
Filmite Oil Corp., Milwaukee. 


© 
A. L. Nickerson, president of 
Socony Mobil Oil Co., has been ap- 
pointed chairman of the planning 
council of the International Manage- 
ment Assn., a recently formed affiliate 


of the American Management Assn. 

Stanley C. Hope, president of Esso 
Standard Oil Co., will serve on the 
association’s board of directors. 

e 

Jim Haver retired as multi-state 
manager for Phillips Petroleum Co. 
after many years with the company. 
But he didn’t leave the oil industry— 
he’s now an oil jobber in Marshall- 
town, Iowa. 


td 

New faces at board meetings of 
Pennsylvania Petroleum Assn. next 
year will include W. Ivan Simpson, of 
Simpson Oil Co., Malvern; George 
Glenn, Penn-Glenn Oil Co., New Ken- 
sington; H. C. Taylor, Walter J. Sandt 
Co., Brookville; August L. Simms, 
Petroleum Service Co., Wilkes-Barre; 
and Sol Lettieri, Airline Petroleum 
Co., Clarks Summit. They were elected 
at the fall meeting at Pocono Manor. 

At the same meeting, E. M. Me- 
Carrell, Pyramid Oil Co., Meadow- 
lands, declined renomination as a 
director and asked to be relieved of 
his duties as second vice president. 


* 

Robert C. Gunness, general man- 
ager of supply and transportation for 
Standard Oil Co. (Indiana), has been 
elected an executive vice president. 
His primary responsibility will be to 
direct and coordinate the activities of 
the manufacturing, sales, and supply 
and transportation departments. 

New vice president in charge of re- 
search and development is Joseph K. 
Roberts, formerly general manager of 
the department. 

e 

H. K. Phipps, manager, central 
pipe line division, Socony Mobil Oil 
Co., was elected chairman of the ex- 
ecutive committee of the Kansas 
Petroleum Industries Committee. C. E. 
Holmes was re-elected executive secre- 
tary. 


e 

W. T. Askew, president of Sun Oil 
Co., Ltd., has been elected a member 
of the board of directors of Sun-Cana- 
dian Pipe Line Co., Ltd. 

Fred G. Crosby, formerly assistant 
to the managing director of Sun Ltd., 
is now the general sales manager. 

e 

John Moyers and F. G. Yates, Moy- 
ers and Yates, Phillips jobbers in 
Houston, Tex., have a new office and 
warehouse location in the northeast 
section of the city. 

e 

J. Howard Johnson has been named 
assistant manager of the liquefied- 
petroleum gas sales division at Tulsa 
for The Texas Co. He will assist divi- 
sion manager Milton C, Lewis in the 
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activities previously handled by the 
natural gas liquids division at Houston, 
recently consolidated with the Tulsa 
office. 
es 

Leo Barry, Leo Barry Petroleum 
Co., is president of the new Petroleum 
Club of Orlando (Fla.). The 35 mem- 
bers, all marketers, represent 16 dif- 
ferent oil agencies. Sam Hopkins, 
Hopkins Oil Co., is secretary. 


e 
Frank D. MacEachern, marketing 
department executive in Tidewater Oil 
Co.’s eastern division, retired after 
more than 36 years of service. 
e 
Worthy J. Pulver and Frank S. Pul- 
ver have sold the Pulver Gas and Oil 
Corp. of Hudson, N. Y., and the 
Dutchess Auto and Supply Co. of 
Millerton, N. Y., to Tidewater Oil Co. 
e 
Kenneth G. Jacobsen has been ap- 
pointed Midwest special field service 
representative for the Pennsylvania 
Grade Crude Oil Assn. 
a 
Jess Walthall has been appointed 
district sales representative in north- 
western Kansas by Anderson-Prichard 
Oil Corp. He formerly was manager 
of Crockett Oil Co., Joplin, Mo., 
jobbing firm. 
e 
John H. Picou has been promoted 
from acting director to director of the 
marketing research division of Atlantic 
Refining Co. 


Deaths 


Frank Zuber, 80, died Sept. 26 at 
Chenango (N. Y.) Memorial Hospital. 

Zuber entered the fuel oil business 
in 1912. Five years later he organized 
the Z & M Independent Oil Co. A 
Texaco distributor for many years, he 
sold his interests to Gulf Oil Corp. 12 
years ago. 

Active in civic affairs, Zuber was 
mayor of Norwich (N. Y.) from 1929 
to 1943, president of the National 
Bank of Oxford and a trustee of Hart- 
wich College, Oneonta, N. Y. 

e 

J. H. Vance of De Leon, Tex., was 
drowned in September while on a 
vacation trip. Vance was a Humble 
Oil & Refining Co. commission agent. 

+ 

R. A. Hyde, Sr., 78, died Sept. 12 
after several years of poor health. 
Some 33 years ago, Hyde founded the 
Hyde Oil Co., compounders and 
blenders at Pipestone, Minn. Active 
in civic affairs, he served several terms 
as mayor of Pipestone. 
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SAVE 4 WAYS WITH 


nM 


ELECTRIC PRE-HEATER 














FOR DIESEL 
AND GASOLINE 
ENGINES 











KIM Hotstart keeps engines warm at night. 
It is a lightweight pre-heater that is plugged 
into the electric circuit. KIM draws off cold 
water from the engine, heats and circulates 

it through the engine. KIM’s use ends 
cold starts, and cuts winter repair bills. 
Thousands in use. 


4 MODELS 
SEE YOUR AUTOMOTIVE SUPPLIER OR EASY TO 


WRITE FOR LITERATURE INSTALL 


KIM HOTSTART MANUFACTURING COMPANY 
West 917 Broadway, Spokane 1, Washington 








Order Direct...Save *150 to +170 
New MID WEST Jiffy-Lift 


» A “Packaged” Kit Completely 
4 Assembled. Ready to attach 
with 6 bolts. Install It 
Yourself and Save. 


visa 


COMPLETE—DELIVERED! 
Including Federal Excise Tax 


* East of Rockies. Local and 
State Tax, if any, extra. 


“Fits All '%-%-1-Ton 
Pick Up and Express Bodies 


A “Freight elevator” on the back of your truck permits one 
man to handle up to 600 Ib. loads. Patented mechanical lift- 
ing mechanism. Ball bearings throughout for easiest operation. 
Has all important safety features. Long life-NO maintenance 
problems. Heavy gauge steel ramp-type gate lifts from ground 
to truck floor and swings upright. Weighs only 175 Ibs. Won't 
increase license fee. No overload springs necessary. Install in 
your own shop. Order direct from Distributor or Factory. 
ORDER TODAY . . . Money Back Guarantee 
SSSSSRSRRERSSSEERRSRERRREESERERSERERSSEESSSEeeee 
a MID WEST BODY & MANUFACTURING Date. 
- PARIS, ILLINOIS 


® Please ship us " Jiffy-Lifts’’| NAME 
Our Check is enclosed ( ). Please} ADDRESS. 














* 

s 

7 

7 

2 

© 

@ ship C.O.D. ( ). - 
~ 2 
? 


® ( ) Please send descriptive literature No. 
Spe BRR BREESE ESRESSESESSSEH RES EeeB ee 





Coming Meetings 


NOVEMBER 1956 


Society of Automotive Engineers, nation- 
al diesel engine meeting, The Drake 
Hotel, Chicago, Nov. 1-2. 

Assn. of American Battery Manufac- 
turers, fall meeting, Edgewater Beach 
Hotel, Chicago, Nov. 2-3. 

Society of Automotive Engineers, na- 
tional fuels and lubricants meeting, 
Mayo Hotel, Tulsa, Nov. 8-9. 





Self-adjusting for wear — with sliding vanes. 


Compact and lightweight. 


Quiet operation at engine idling speeds. 


Proved Performance . 


dependable service. 


Available in sizes from 11/4” through 4”. 
Capacities from 25 GPM through 500 GPM. 


liquid materials handling ® 


BLACKMER— 


INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK « ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON e SAN FRANCISCO 


See Yellow pages for your local sales representative 
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Ask the man who has used 
Blackmer Rotary Truck Pumps through years of 


National Oil Jobbers Council, annual 
meeting, Palmer House, Chicago, Nov. 
8-10. 

American Petroleum Institate, 36th an- 
nual meeting, Conrad Hilton & Palmer 
House, Chicago, Nov. 12-15. 

American Petroleum Credit Assn., annual 
meeting, Sheraton Hotel, Chicago, 
Nov. 19-21. 








DECEMBER 1956 


ALouisiana Oil Marketers Assn., Koose- 
velt Hotel, New Orleans, Dec. 2. 

Oil Industry TBA Group, annual meet- 
ing, Chase Hotel, St. Louis, Dec. 3-4. 

Packaging Institute, Petroleum Packaging 
Committee, Hotel DeSoto, Savannah, 
Dec. 4-5. 

Oil Industry Information Committee, 
Biltmore Hotel, New York City, Dec. 
6-7. 

Alnterstate Oil Compact Commission, an- 
nual meeting, Fontainebleau Hotel, 
Miami Beach, Dec. 6-8. 

Canadian Petroleum Assn., annual meet- 
ing, Palliser Hotel, Calgary, Alberta, 
date not set. 


JANUARY 1957 


AKentucky Petroleum Marketers Assn., 
annual meeting, Brown Hotel, Louis- 
ville, Jan. 8-10. 

ASociety of Automotive Engineers, an- 
nual meeting and engineering display, 
The Sheraton-Cadillac and _ Statler 
Hotels, Detroit, Jan. 14-18. 

Alndependent Oil Men’s Assn. of New 
England, annual meeting, Statler Hotel, 
Boston, Jan. 17. 

ATexas Oil Jobbers Assn., financial 
management institute, Lincoln Hotel, 
Odessa, Jan. 20-23. 

AKansas Oil Men’s Assn., annual meet- 
ing, Broadview Hotel, Wichita, Kan., 
Jan. 20-22. 

ANorthwest Petroleum Assn., annual 
meeting, Nicollet Hotel, Minneapolis, 
Jan. 23-24. 

AOil Trades Assn. of New York, Wal- 
dorf-Astoria Hotel, New York, Jan. 
24. 

APrivate Truck Council of America, an- 
nual convention, The Jefferson Hotel, 
St. Louis, Jan. 31-Feb. 1. 


FEBRUARY 1957 

APackaging Institute, Petroleum Packag- 
ing Committee, Lord Baltimore Hotel, 
Baltimore, Feb. 5-6. 

Alntermountain Oil Jobbers Assn., New 
Frontier Hotel, Las Vegas, Nevada, 
Feb. 13-15. 

ANebraska Petroleum Marketers, Student 
Union Building, University of Nebras- 
ka, Lincoln, Feb. 14-15. 

Alowa Independent Oil Jobbers Assn., 
annual meeting, Hotel Fort Des 
Moines, Des Moines, Feb. 20-21. 

AMissouri Petroleum Assn., annual meet- 
ing, President Hotel, Kansas City, Feb. 
25-27. 

AAmerican Petroleum Institute, division 
of marketing, lubrication committee, 
Sheraton-Cadillac Hotel, Detroit, Feb. 
26-27. 

AWisconsin Petroleum Assn.,_ Hotel 
Schroeder, Milwaukee, Feb. 27-28. 


AFirst listing 
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FOR SALE CLASSIFIED 


New DELAVAL Multiple Clarifier, Model E 
84 (BA-51), complete with 3 h.p. motor on UNSETEATED GAVE spatenapitepstingso 


portable stand. Never used. Cost $3610.00; $1.80 a line (effective Jan. 1957). Minimum 3 iT. onto te is $17.50 Raper gy oF Jan. 
will sell for $3200.00. 3 lines. Box numbers count one additional line. Cppertlaity advertising appearing on ether then 


. POSITION WANTED. Undisplayed rate is one bas 
Practically New GOSLIN-BIRMINGHAM apr EMPLOYMENT ¢ OPPORTUNITIES — $23.40 per 


: . f | d le 
No. 37 Vallez Rotating Leaf Pressure Filter; caesar ae teak of tat cea — inch (effective Jan. 1957). Subject to agency 
Monel Dressed, complete with motor. Used 


F 4 ray ti , ti aa commission. AN ADVERTISING sng ’y- — 
. in advance for four consecutive insertions ured % inch vertically on one column columns 
ten days on 1,000 bbls. paraffine wax. Cost ondinteat alk 
new $6243.00; will sell for $5500.00. 


—30 inches—to a page. 
KALAMAZOO PARAFFINE COMPANY Son ONAL PoieotsUat NEWS PO BATION Y.IGNY. 
1809 Reed Street December issue closes November 14th. 


Kalamazoo, Michigan 


TANKS FOR SALE SALES ENGINEERS 


To work with Oil and Chemical Companies and with our 

Jobbers. Must have Engineering degree or — . 

. education and experience. Our company is small enoug 

pc ie a ya so that you will have frequent contact with our executives 

1 74000 Gal. 5/16 ee yet large enough to give full opportunity to your abilities 
Ab Pay renege and earning power. 

ais nn Si pees reel este Write or phone Roy W. Gronauer, Vice President, Sales, or 

JONES OIL COMPANY phone G. B. Richards, President. 
Phone: Kirby 1-5400 
Box 182 Coshocton, Ohio d 


Phone 2113W Day or Nite 
Ask for R. R. Jones 























2 8500 Gal. %4 in. steel 
5 10000 Gal. % in. W. P. 200 lbs. 











2735 Colerain Avenue Cincinnati 25, Ohio 





REPLIES (Box No.): Address to office nearest you 
c/o this ey Classified Adv Div, 
NEW YORK: O. Box 12, (36) 
ae F AGO: i 30 N. Michigan Ave. (11) 
AN FRANCISCO: 68 Post St. (4) 





Valves * Fittings * Assemblies For Handling Hazardous liquids 








i EMPLOYMENT [STEEL STORAGE TANKS FRANCHISES AVAILABLE 


Railroad Tank Car Tanks 


6,500 to 12 Gal. Cap To distribute powerful, approved Anti- 
Salesmen now serviceing oil equipment trade west Coiled a Non-Colled Carbon OX’o-Gas Fluid. Improves any fuel 
of Mississippi wanted to call on jobbers and major Cleaned — Painted — Tested oil or gasoline. Increases combustion effi- 
oil companies selling established line of outdoor Heavier — Safer —- Cheaper j t imum. Eliminates smoke 
lighting equipment. Refer inquiries to RW-3233. Other Tanks Too ciency to maximum. . ’ 
National Petroleum News. Also —- Complete Tank Cars noxious gases and fumes. OX’o blend gaso- 
oe Oe egkien somites” lines are Premium grades, under Federal 
we Wented regulations and sold as superior to any in 


Experienced on Equip. ee Major oil, MARSHALL RAILWAY the market. Sales, Profits unlimited. 
jobber, tank truck mfgr. contacts, desires position 

h f m 
Ne ny ey le EQUIPMENT CORPORATION OX'o-Gas Co., 
Phone: ee ay 32 Broadway, New York 4, N. Y. 


me PMI mn ere aya New York 7, N. Y. 
 EQUIPMENT--used-surplus 
STEEL TANKS 


For Sale 
ons — Is. 
Bowster Packaging meter Model 764-50-TJ. Will b aati iad ht ~ Mel 
handle 1 to 100 gallons automatically . $300.00 ” ” 


George Marshall Lube Oil Co. 2109 Madison Pl. > tne a ad 0 a aks 


Evanston, Il. 10 ” y ” , 
Major brand pe operation in Wisconsin. EMP | \ CANS Com. WI 


Handles 3,000,000 gallons products annually. In- 
cludes two service stations, transport, trucks THESE TANKS ARE LIKE NEW 


and all operating equipment. This business is SURPLUS STOCKS — MISPRINTS IDEAL FOR LIQUIDS OR GRAIN STORAGE 
profitable and is showing steady growth. $75,000 DISCONTINUED BRANDS — OVER RUNS 
required to handle terms. Federated Petroleum LOCATED IN PHILADELPHIA 
Services, Inc. 3230 University Ave., Madison, Wis. LITHO 1 & 5 QT, 2 & 5 GAL 


Tank Trailers Used 1-5000 ae reg 6 compartment WARREN OIL co. ae LOEB & SON 


bro Tandem, ane bucket box, rear _ A 
charge, 20” tires, air brakes, perfect. 1-6150 gallon, 4643 Lancaster Avenue 
1951 Trailmobile 3 compartment. Other tanks OMAHA 8, NEBR. m P 
available. Bruce E. Hackett Co., 1400 Kansas Philadelphia 31, Penna. 
Avenue, K.C., Kansas. MAyfair 1-2363. 


| Palas ia inbi  e REBUILT COMPUTERS FOR ANY PUMP 
el USINESS. OPPORTUNITI | 2 Tank Lig & sila ooea more, capacity; the Substantial Savings . One Year Guaranty 


MI larger the 
1 Single Axle Tank Trailer, 4000 gallons or more, 

< Deseribe fully, stating year, contenant, condition EASTERN COMPUTER SERVICE, Inc. 
Bulk Oil Plants—Propane Gas Plants—Selected and price. ae 9 location immaterial. 
properties throughout the midwest. We specialize F. KIESEL Co. P. O. Box 245, Hartford, Conn. 

in selling petroleum properties. Ole Brodd, Petro- 1936 8. vendateae Ave., St. Louis 10, Mo. ‘ 

louse Marketers, 605 Produce Bank Bldg., Minne- P Rospect 6-2400 Rebuilders of Computers & Meters 
apolis 3, Minnesota. 





Selling Opportunity Offered 
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by TOKHEIM 








Tokheim scores again! Now with an exciting 
new twin pump* that surpasses any pump of this 
type heretofore offered. Just look at these features 
and you'll agree that no other twin pump comes 
within miles of matching this new Tokheim 
Series 350 Twin: 


Captivating appearance—pleasing to the eye, yet 
highly functional in design. 


Two complete pumping systems, built for either one- 
or two-product delivery, and easily changeable from 
one type to the other, jn the field, whenever so desired. 


Surprising compactness. One of the smailest of twin 
silhouettes, requiring only 33” x 17” of island space. 


Designed with vertical center-strip full length of 
housing for two-color separation. 


for one or two products 


Clear-vision, wide Vista-Dial with new dial lighting 
to facilitate reading, and a center divider to avoid 
customer confusion. 


Famed Tokheim construction and workmanship as- 
sures highest quality. 


Available with lighted panels below dial for adver- 
tising brand name. 


*Available also as an island dispenser for Tokheim 
remote control systems. 


This Tokheim Twin is arousing new interest in 
modernizing stations in which space is limited. 
It will make existing stations better money- 
makers by increasing their pumping capacity and 
speeding up traffic in rush hours. Investigate this 
new Tokheim today. Call your representative. 
Write for new illustrated bulletin! 


TOKHEIM CORPORATION 


There is no substitute 
for TOKHEIM QUALITY! 


OKHEIM 


Designers and Builders of Superior Equipment 
FORT WAYNE 1 


Since 1901 INDIANA 





GASOLINE PUMPS 


Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, Inc., Shelbyville, Ind. 


Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont, 





ways SUN naphthenic 
oils help increase 
wholesalers’ profits 


Low initial cost— Competitively priced, Sun Naph- 
thenic oils are low in cost. Yet they are refined to 
rigid specifications from selected crudes. 


Naturally low carbon-forming tendencies—Ex- 
tremely low carbon-content makes Sun Naphthenic 
oils ideal for high-compression engines where car- 
bon build-up must be kept to a minimum. 


Colors to suit individual needs— Sun Naphthenic 
oils can be supplied in four colors—Pale, Red, 
Green Cast Red and Pale Green to meet your in- 
dividual requirements. High quality is standard 
throughout. 


Highly compatible with metal soaps —Sun Naph- 
thenic oils blend perfectly with soaps to provide 
greater resistance to oxidation, greater ability to 
protect parts from rust and corrosion. 


Conveniently located terminals—Sun Naphthenic 
oils are available in drums and bulk from terminals 
strategically located throughout Sun’s marketing 
area. 


Free product information — Your Sun representa- 
tive or Wholesale Manager will be glad to give 
sales help and product information on all products. 


Uses for Sun Naphthenic oils are many. They are excellent as blending oils or used 
as straight lubricating oils. They are widely used in specialized applications. 
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GENERAL WHOLESALE DEPARTMENT 


SUN OIL COM PANY PHILADELPHIA 3, PA. 


© SUN OIL CO. 


IN CANADA: SUN OIL COMPANY LIMITED, TORONTO AND MONTREAL 





